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Irwin National Advertising Helps 
Push Dealer Sales To Record High 
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Special Christmas Promotion Typical of Irwin Help for Dealers 


Here are two timely examples of the selling help increased mark-up of 52¢@ for dealers. 


you get [rom Irwin And remember. too only indepe ndent hardware 


1) National Advertising in America’s biggest mass dealers hke yourself benefit from the extra sales volum 
coverage magazines reaches millions with the Irwin Irwin helps to build in your market. Irwin doesn’t sell 
cory. And every Irwin advertisement gives its millions to chain stores or catalog houses. doesn’t build cut price 
ol potential readers sound reasons to buy Irom their competition tor vou 


! 


independent hardware dealer. That's why it’s good business to do business with 


(2) Irwin's special Christmas promotion adds extra Irwin. And don’t forget there's still time to ordet 
volume and profits during the big opportunity months a stock of Irwin “Christmas Specials” and earn extra 
of the yeal by featuring four high demand items. plus an sales and profits Do it today neht away. 
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. vanadium stain- 
amazing Radiant Heat 
hat makes cookfg faster, more even 

» it spreads heaf—not just across the 
but up and around the sides, too! 


Put this new monstrating displ 
counter and watch it move Ekco’ 


Ware for yop It's got everythi 
color... fidShing lights... even 


free literature’ Entire unit take: 
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1's square feet of counter spac _ it’s per- Flint-WVare washes clean easy as dishes! Flint- 
fect for use by itself or with cq@mplete range Ware fas dozens of women-wanted exclusive 


of open stock. feature@s, including self-storing lids and cool 


See your Ekco salesman NOW for details contour handles! Flint-Ware is so good it’s 
on the two easy ways you can get this display! guaranteed for 15 years! 
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... the greatest name in housewares! 


EKCO PRODUCTS COMPANY, 1949 N. CICERO AVENUE, CHICAGO 39, ILLINOIS 
Aise Seld in Canada by Ekco Products Company (Canada) Ltd., Toronto 
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WILL REACH EVERYONE 
IN AMERICA 


NOT ONCE...BUT AGAIN 
AND AGAIN IN 1955... 
AHEAD OF THE SEASON AND 
DURING THE SEASON 








The most vigorous, all-out campaign ever 
put behind these two famous products. 
Beautiful new two-tone designs that sparkle 
on display. Cash in on this top quality, 

full profit, easy to sell line. Order early, 







order plenty from your jobber today. 
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80 MILLION 2-COLOR 
SALES MESSAGES IN 
NATIONAL MAGAZINES 
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FROM YOUR JOBBER 


OR WRITE FOR LITERATURE 










2-COLOR ADS SEEN BY 
OVER 16 MILLION 

NEWSPAPER READERS 

ALL ACROSS THE 
COUNTRY 







MANUFACTURED BY 


HEMP AND COMPANY, INCORPORATED 


PRODUCERS OF QUALITY METAL PRODUCTS FOR 92 YEARS 
5501 MURRAY STREET © MACOMB, ILLINOIS 
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BIGGEST FILE OFFER 


YOUR CUSTOMERS HAVE EVER SEEN! 


@ FOUR files in one TWO files in one » 
SIX files in all 


NICHOLSON & NICHOLSON 
4-IN-HAND @ HANDY FILE 


One side — 1. One side single cut —for 


1. Flat File sharpening and smoothing. 
2. Flat Rasp 2. Other side double cut — 


for fast stock removal. 
Other side — One cutting edge; one 
“safe” (uncut) edge. 
3. Half Round Rasp 
4. Half Round File Flat, colorful handle 
with hang-up hole. Easy 
to carry. 8” to shoulder. 
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For wood, metal, plastics, 
leather, etc. 8", 9” and 10” 
sizes. Easy to carry. 
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To the average user—and in the normal hardware 

stock — file types are more or less commonplace in de- B 

sign. But here are two specialty files that will excite | arr, 
mols. 

the interest of everybody. They're unique — and their 


> se 0 
2Us.a.* 
multiple faces are thoroughly practical. 





What a buy! — for the handy man, farmer, repairman, 
car or truck operator, boat owner, hobbyist. Make them 
two of your prize attractions. Price them for full profit— 
singly or jointly. Their classy appearance, plus their 
wide brand-name acceptance (either Nicholson or Black 
Diamond), will keep the sales rolling in the year ‘round. 


ORDER THROUGH YOUR WHOLESALER 


St, NICHOLSON FILE COMPANY —_ 


25 ACORN STREET, PROVIDENCE 1, RHODE ISLAND 


(in Canada Nicholson File Company of Canada Ltd. Port Hope, Ontario) 
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HIB ~ACCO’s New Packaging Program 
Will Stimulate Sales and Profits 
for the Hardware Dealer 


products 
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A partial list of 
packaged ACCO Hardware Items 


Tenso Coil Chain 
Tenso Tie Out Chains 
Tenso Dog Runner Chains 
Tenso Porch Swing Chains 
Elwel Cow Ties 
Elwel Coil and Machine Chain 


¢ There is real customer appeal in the brand new 
package design which has just been adopted for 
all AMERICAN CHAIN packaged items! 

e These highly attractive blue-and-gold packages 
bear clearly legible product identification on the 





labels. This makes it easy for your salespeople to Jack Chain a 
locate any packaged chain item instantly. Also, Seen <aeia as 
; , “Os Register Chain se 

the brightly colored packages are attention-getters a 
Cotter Pins ie 


on your shelves and on your counters. They invite 
sales and make selling faster and easier—hence 
they add to your profits. 

e A partial list of ACCO packaged items is shown 
at the right. Your distributor will gladly furnish 


you with a complete list of ACCO ° o meee 
products that are profitably sold in AECO American Chain Division f 
AMERICAN CHAIN & CABLE oF 


hardware stores all across the nation. 
tYork, Pa., *Atlanta, Boston, *Chicago, *Denver, Detroit, Better 


Call or write him today. 
*Houston, *Los Angeles, New York, Philadelphia, Pittsburgh, 
*Portiand, Ore., *San Francisco, Bridgeport, Conn. 
*WAREHOUSE STOCKS {FACTORY 


Repair and Lap Links 
ACCO Pails ( Proof and BBB Coil Chain) 
... and many others 
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Just Among Ourselves 


Informal Editorial Comments 


By W. A. Phair 


Who’s going to do it? 
qU 


There isi a tendency in many new and remodeled stores to put much stress on a 
“clean” store. Dealers have boasted to us on many occasions that they can see 
clear across their store, over the tops of the islands. No manufacturers’ display 
cards of any kind disturb the view, they point out. 


It is obvious that these dealers take pride in the neat, orderly appearance of 
their store. It is also apparent that they feel the use of manufacturers’ display 
pieces tends to clutter up a store. 


This effort of dealers to keep a neat store is very commendable, especially if 
you recall the frequency with which the hardware trade has been accused of run- 
ning disorderly stores, with merchandise scattered about without regard to good 
display practices. This emphasis on neatness is all to the good. 


But it can be carried too far. A hardware store was never intended to match 
a hospital corridor for neatness; it was never intended to be a museum. Elimi- 
nation of all manufacturers’ display material certainly does make for a neater 
store. But aren’t you sacrificing selling power for the sake of neatness’” 


In other words, your chief aim is make a profit out of the store. If you go 
overboard in eliminating all selling helps in an effort to have a prettier store, you 
may end up with a neat store, but an unprofitable one. 


These displays perform a definite and useful selling job in a store. If you 
decide to discard them, you want to be sure to get something to replace them 


You can make up your own signs, if you Want to standardize on size and appeal 


ance. But be certain you have some substitute, or vou will be cutting off your nose 
to spite your face. This is especially true in self-service stores where so much 


the selling load falls on the printed word 


The elusive impulse sale . 


Studies of shoppers’ habits in grocery stores and other retail outlets show that 
as much as 70 percent of the merchandise bought on a shopping trip is based on 
decisions made after the customer entered the store 


While the percentage for hardware stores would most likely be somewhat lowe) 
than this figure, it is still a very important part of your total sales and can spell 
the difference between profit and loss. Many of the devices, such as open display, 
used in modern hardware stores are designed primarily to encourage this impulse 
buying. Any steps you can take to increase your volume of impulse sales will] 
greatly improve your profit picture. 


The pioneers in self-service very quickly discovered the value of signs for both 
encouraging self-service and for building impulse sales. An inspection of a 
modern self-service drug or food store shows wide use of signs in practically all 
departments. 


This fact again illustrates the importance of signs in a Nardware store and 
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ee Just Among Ourselves ) 


informal editorial comments 


emphasizes the dangers of eliminating all manufacturers’ displays, unless you 
replace them with your own displays. 


A manufacturer’s display card is designed to do a specific job of supplementing 
your selling efforts. You could not afford to assign a salesman to a single product 
all day long, repeating each time a customer passes the chief selling points of the 
product. But this is exactly what a good display or talking card does. In short, it 
supplies you with additional selling effort. So before you discard this selling assis- 
tance, be sure you can afford to do without it. 


These display cards tackle many different types of selling jobs. One job is to 
remind customers that you carry a certain product and to stress the selling points 
of this product. This type of selling is especially valuable with seasonal items. 


Another service of a display card is to provide you with a tie-in with a well- 
known brand product when that product is being pushed with heavy national 
advertising. 


Still another selling job done by these display pieces is drawing attention to 
a new or improved product. It would be a physical impossibility for the average 
store’s salespeople to tell each customer about every new or improved item in the 
store. But these displays do this job effectively. 


These selling functions of display cards are especially important to a self- 
service store. The goal, in using self-service techniques, is to employ the time of 
salespeople more effectively. Much of the routine selling job is left in the hands 
of the customer himself, which is certainly not the best place for it. 


It is obvious, then, that the more selling ideas you can put in front of the cus- 
tomer, the better your sales totals will be. Display pieces can be effectively used 
to put more selling suggestions in the path of the customer, without increasing 
the load on the sales staff. 


There is an added advantage to the use of manufacturers’ displays, and that 
is that they ure as near to you as your wholesaler’s warehouse and can be deliv- 
ered direct to the store with little bother. 


Can you afford to do without this additional! selling help? 


There’s lots of room... 


It is very likely that one of the reasons why dealers give serious thought to 
dispensing with manufacturers’ displays in new stores is the generally poor 
quality of such pieces. 


While a few manufacturers have made a serious and intelligent effort to pro- 
vide the proper type of display, too many still distribute jumbles of words and 
colors slapped on a piece of cardboard. 


There is lots of room for improvement in display material. A good display 
piece must take into consideration the physical problems a dealer encounters in 
its use; it must take into consideration the shopping habits of today’s customers. 
This logically points up the need for field testing of various sizes, colors and 
approaches. It also means there should be a closer co-operation between manu- 
facturer, wholesaler and dealer in developing such material. 


Perhaps if more manufacturers would devote more attention to preparing their 
display pieces, fewer dealers would be inclined to dispense with them. 
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more universal than ever. 











With Non Holder Arm 


All sizes, Nos. 821-825. Specify with Extension 
Foot No. 977 for jambs less than 5” wide (as 
shown above). 


With 135° Holder Arm 


Three sizes, Nos. 1123-1125. Specify with Ex- 
tension Foot No. 977 for jambs less than 5” 
wide (as shown above). 


With 180° Holder Arm 


Three sizes, Nos. 1223-1225. Specify with Ex- 
tension Plate No. 978 for jombs less than 5° 
wide. 


Ask your jobber for complete details. If he can’t supply you, write LLCO, Dept 


ILCO UNIVERSAL DOOR CLOSERS 
with parallel arms 









































FOR INSTALLATION ON RECESSED 
SIDE OF DOOR... WITHOUT BRACKETS 


What a door closer line to stock and sell! 


ILCO UNIVERSAL Closers are not only ready for use on right or 
left hand doors without any mechanical change. NOW they’re 
also available for parallel arm installations. No need for brack- 
ets, resulting in a much neater, less obtrusive installation. And 
most important, the closer is safely out of the way when the 
door is opened 





This safety feature of no headroom interference packs a power- 
ful sales appeal. You can double your closer business with 
ILCO Parallel Arm Closers. 


PA, Fite hburg, M ass. 


a steaight hee to aatiafiod customers. steaily profits me 
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By Washington Bureau of 
HARDWARE AGE 


Supreme Court Reaffirms Fair 
Trade Validity, States Decide 


The U. S. Supreme Court has reaffirmed that fair 
trade laws do not violate the constitution, and thus 
leaves it up to state courts to rule on the validity of 
resale price maintenance. 

In the latest case, the high court refused to review 
appeals from state court decisions upholding fair 
trade in Illinois and Louisiana. A third fair trade 
case before the court this year was brought by the 
Justice Department. It asks the court to rule whether 
a manufacturer who also operates his own wholesale 
outlets can enter fair trade agreements with indepen- 
dent wholesalers with whom he is in direct competi- 
tion 

At the same time the UL. 8S. Supreme court was 
upholding fair trade, state courts in Michigan and 
Indiana dealt severe blows to the principle, causing 
several manufacturers to abandon enforcement in 
those states. Among them was General Electric, one 
of the staunchest enforcers of fair trade 

OUTLOOK—Chances are good that fair 

trade supporters will have to fight a repeal 
movement in the session of Congress be- 
ginning in January, but the law is probably 
safe unless the Justice De partment actually 


recommends repeal. 


Credit Curbs Appear To Slow 
September Residential Building 


Recent government actions tightening home mort- 
gage terms are apparently slowing the booming pace 
of home construction. New Housing starts dipped to 
113,000 in September, 8 percent below August and 
2,700 units fewer than a year earlier 

The September slip was only the second month 
this year in which the homebuilders failed to match 
or better their 1954 rate. Housing starts totaled only 
115,000 in July, but recovered to 123,000 units in 
August. 

Builders and some lenders have been putting the 
pressure on the Administration in recent weeks to get 
the housing credit restraints eased before the big build- 


ing push next Spring. Hardest hit by the September 
slackening were big cities, while most smaller areas 
maintained their August rate. 

Administration officials, who tightened mortgag: 
terms in an effort to keep the home building industry 
from overexpanding, privately admit that the old 
terms will be restored if any serious or prolonged 
slack develops. 


OUTLOOK The home buiiding hoom 
not going to falter—the government will seeé 
to that and sales of merchandise connected 
with the new home splurge should keep spin- 
ning along. At least 1.3 million new homes are 


expected to be butt in 1956. 


Congress May Approve Revised 
Excise Tax Laws Early In 1956 


Businessmen may not be able to look forward 
any cuts in excise tax rates next year, but there 
a good chance that Congress will overhaul] the lo: 
neglected tax system to remove some of the n 
annoying technical problems. 

The aim of the revision will be to eliminate the 
host of glaring inequities, inconsistencies and absurdi- 


ties which have plagued businessmen who have a 
hard time determining | 
the law. 


whnetner tne, 


A house ways and means subcommittee, whic] 
studying technical problems in the excise tax laws. 
has served notice that it will have a revision bill read, 
for action early in 1956. The Treasu Department 
will come up with its suggestions in mid-November, 
but has made it clear that it opposes any corrections 
which will cost the government mone’ 

A proposal is again being pushed 
present selective excise tax system wit] 
sales tax on manufactured roods 


OUTLOOK { HAaNCESR Aare 
make re without much fus 
list of revis Lon : ivi tj ‘ ea 


the national sales rao “ornre ed Aya 
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(Continued on page 160) 
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“I saved 30% on lock installation time 
by using wikset installation aids.” 


“To a builder, every item of expense is important,” writes 





Henry Berg, builder of the famous Fisher Homes develop- 
ment in Markham, Illinois. “I found that by using Kwikset 


installation aids, my men did a better job of installing locks 











and saved me 30% on installation time.” 


Results like this have been 
achieved by thousands of builders 
who specify fast, efficient, MONEY- 


SAVING Kwikset installation aids. 
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LATEST 


Steel Pruner 

For garden hobbyists, the 135 
In-B-Tween pruner is timed for 
Christmas gift-giving. Two sharp 
blades of quality steel make clean, 





close cuts and long handle helps 
minimize scratches to user. Plastic 
cushion grips help to eliminate 
hand strain; handles of gray enamel! 
prevent rust. Weighing 15 oz., the 
pruner is 13 in. over-all and has 
capacity up to 34 in. green wood. 
Pruner is specially packaged with 
plastic holiday overlay and lists for 
$4.95. Pruner Div., H. K. Porter. 
Ine. 

For more data circle Neo. 1 en pd@itcard, p. 175 


Mixer and Aerator 


With no parts to assemble, and 
easily cleaned, the Model 801 Mix- 
er-ator consists of one quart con- 
tainer fitted with plunger which 
spins two stainless steel perforated 
discs for fast aerating or mixing. 
May be used for scrambling eggs, 
whipping cream, and mixing ice 
cream shakes, frozen juices, pow- 
dered milk, cocktails, baby formu- 
las and other concentrates. A few 


12 


INFORMATION ON NEW 








plunges on the top will mix con- 
centrate in seconds; container has 
white plastic pouring lip. All Mix- 
er-ators come in self-mechandising 
display box. Item retails for $2.49. 
Dazey Corp. 


For more data circle No. 2 on postcard, p. 175 


Marked, Graded Chain 

To simplify handling and identi- 
fication of chain, a development 
called Measure Mark has different 
colors for each of four grades and 
chain lengths are marked every 5 
ft in the appropriate color. A ma- 
chine has been invented and manu- 
factured to effect this feature. All 











PRODUCTS AND SERVICES 


proof coil chain has green mark- 
ing, BBB is in red, blue signifies 
high test steel chain, and Cam- 
Alloy is orange. Chain is now sold 
by standard feet to each 
color-marked and measured. Camp- 
hell Chain Co. 


For more data circle No. 3 on postcard, p. 175 


barrel, 


Hardware in Color 

Pink and copper cabinet hard- 
ware, called the Town and Country 
line, includes drawer knobs and 
pulls, plus solid copper back plates. 

















Semi-concealed cabinet hinges are 
available in copper finish. A sky- 
blue perforated board display (il- 
lustrated), 17x22 in., is available 
for counter use without charge; 
dealers pay only net cost of the 
mounted Town and Country hard- 


ware. Ajax Hardware Mfg. Corp. 
For more data circle Ne. 4 on postcard, p. 175 


Drapery Hardware 

To be known as No. 2200 dra- 
pery hardware, this line of curtain 
and drapery traverse hardware is 
for use in any drapery or stage 
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installation. 


curtain Hardware is 
designed so that it is adaptable 
to motor-driven operation, and is 
rust-resistant parts are 
either of metal or 
nylon. Master carrier is equipped 
with a long, reinforced arm, to as- 
sure substantial drapery overlap 
and clean meeting; one style end 
pulley fits both ends of track. 


Grant Pulley and Hardware Corp. 
For more data circle No. 5 on postcard, p. 175 


since 
non-corrosive 


Ironing Table Combine 

Timed for Christmas 
mother-daughter ironing table com- 
bination is offered with a Marv 
Proctor Hi-Lo adjustable ironing 


giving, a 


table for mother and a miniature 
daughter. 


model for Daughter's 





FOR THE HARDWARE DEALER 
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Mode! 46 is separately packed and 
retails for $3.98 alone. Model 65F 
mother’s table with Model 46 
bination #4665) is $14.95, with 
iarger model at $12.95 alone; Model 
64W Mary Proctor table retailing 
for $14.95 is 
Model 46 (combination 
Proctor Electric Co. 


For more data circle No. 6 on postcard, p. 1 
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$16.95 small 


Pes 166 | 


with 


5 


>. 
Ceramic Ice Tubs 
Modern in styling with Pebble- 
ford finish speckle), 
ceramic case ice bowls are available 
in yellow, teal gray, pink and solid 


(gold these 





charcoal gray. This addition to the 
Thermos ice preserver line retails 
for $16.95, is of 3-pt. size and offers 
contrasting white 
for teal gray 
tubs, gray 
pink. The 
tle Co. 


plastic covers 


and charcoal gray 


covers for yellow and 


American Thermos Bot- 


For more data circle Ne. 7 on postcard, p. 175 


Weatherstripping 
For sealing doors and 

against cold, heat, dust and vermin, 

Zip Strip pressure sensitive weath- 


(Continued on page 172) 


windows 


Want more information on these 
Droducts? Then use free post 
card on page 1/9. 





in hardware merchandise... 


TO HELP YOU 


SELL 


Naw DisreA y S 
AND OTHER DEALER 
| 3S & we 3 we 


Garden Merchandiser 
1956 


Center 








Offered again for the 
No. M-64 


st a- 


son, the Garden 








—" 

merchandiser includes 64 best-sell- 
mobile display 

Tool-Up Time sales kit, newspaper 


stand, 


Ing tools, 
advertising allowance plan, and 1il- 
lustrated price card for stand. Re- 
fill tool 


Temper Corp. 


units are available. True 


For more data circle No. § on postcard, p. 175 
Sun Lamp Yule Package 
Designed to slip over the present 


package of the self- 
(Christmas 


27 5-watt 
reflecting sun 
gift 


time to help promote sales of this 


lamp, a 
sleeve is available for the first 
device. 


tanning Supplementary 


promotional material 


the theme. 


emphasizes 
like the 


in red and green, and 


“tans sun.” 
Gift sleeve is 


(Continued on page 190) 
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HARDWARE 


J u LY > x STORE 


AUG. > = SALES 


1955 





(Seasonally 
unadjusted) 
AUG. ae 
_— {in millions) 
~ | . De co 


Wholesale Sales Volume 
Increased in August 

August sales by all wholesalers 
were up 11 percent over July and 
17 percent over August a year ago, 
the Department of Commerce re- 
ports. 

In hardware wholesaling, the in 
crease was higher than for all 
wholesalers. 

Hardware wholesale sales in Au- 
gust were 14 percent higher than 
in July and 18 percent higher than 
in August, 1954. 

Inventories of hardware whole 
salers were up 4 percent in Au- 
gust over August, 1954, and 1 per- 
cent lower than in July, 1955. 


Paint Industry Posts 
52 Percent July Gain 
The paint, varnish and lacque! 
industry in July posted sales total- 
ing $124 million for a 5.5 percent 
gain overe the like 1954 month. 
This marked the seventh consec- 
utive month in which sales topped 
year-ago levels, says the National 
Paint, Varnish & Lacquer Associa- 
tion. 


For the first 7 months of this 


year, sales reached a new hich of 
almost $900 million, an increase of 


9.7 percent above last vear 
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Hardware Sales Rise 9.7 Percent In August 


August Wholesale Volume Up 17 Percent 


Consumer Spending Keeps Economy Booming 








Hardware Sales Gain 
9.7 Percent in August 


August sales in retail 
hardware stores were $237 
million, the Department of 
Commerce estimates, against 
$216 million in August, 1954. 
This is a gain of $21 million, 
or about 9.7 percent. 

The August estimate is $1 
million under estimated July, 
1955, sales. This is a con- 
siderably smaller decline in 
August over July than in the 
past two years. 

Seasonally unadjusted es- 
timates for the last three 
years are: 


millions of dollars) 


1955 1954 1953 
January 170 165 # 166 
February 160 172 167 
March 196 196 200 
April rs + Sil ~ 4 Ge 4 
May 246 229 234 
June 242 232 232 
July 238 233 236 
August 23 216 228 
September 230 2 
October oe 243 256 
November ~eo ee ee 
December sce: ae 


Total $1717 $2702 $2705 














September Retail Sales 
Near $16 Billion 


Total sales of retail stores in 
September were $15.9 billion, re- 
ports the U. S. Dept. of Commerce. 

The total volume of $15.884 bil- 
lion represents an increase of 12.3 
percent over $14.139 billion in Sep- 
tember last vear. 

Of this total, the hardware, lum- 
ber, building materials, and farm 
equipment group did $1,313 mil- 
lion. This represents an increase 
of slightly over 10 percent more 
than September a vVear ago. 

August sales in the hardware, 
lumber, building materials, and 
farm equipment group were $1,300 
million, or 1 percent lower than 
September, 1955. 


Spending on Increase, 
Prosperity Is Rising 

The upswing in consumer buying 
is a key factor in the nation’s cur- 
rent prosperity, the Commerce 
Dept. states. It points to the sharp 
increase in spending, paced by a 38 
percent boost in automobile sales, 
as a major force in the boom. 

The department’s monthly sur- 
vey of current business notes that 


recently consumers have shown a 


Continued on page 212) 
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Another reason why you sell the best 
when you sell the RBzW brand 


This is a wire drawing operation 

right in a RB&W plant. It goes on 
every day, on whole batteries of such 
machines. When wire comes from this 
equipment, it’s stronger, more pre- 
cisely sized, has a better finish, and is 
fit and ready for the modern RB&W 
cold forming bolt and nut makers. 


Not every manufacturer goes to these 
lengths. Wire can be bought with 
standard dimensions. But we’re par- 
ticular about quality control. We want 
to be sure the material will furnish 
the best fasteners you can sell. 


Facilities like these and the. know-how 
to use them have earned for RB&W 
products a reputation for top notch 
quality at competitive prices. You'll 
never go wrong to go along with that 
combination. 
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If you want to be sure you’re supply- 
ing your customers with the best in 
fasteners, ask your distributor for the 
RB&W line, or write Russell, Burdsall 
& Ward Bolt and Nut Company, Port 
Chester, N. Y. 


710th year 


~e : x 


e 


Plants at: Port Chester, N. Y; Coraopolis, Pa.; 


Rock Falls, lll; Los Angeles, Calif. Additional 
sales offices at: Ardmore (Phila.), Pa.; Pittsburgh; 
Detroit; Chicogo; Dollas; San Francisco. Seales 
oegents at: Milwovkee, New Orleans, Denver, 
Seattle. Distributors from coast to coast. 


FIVE GOOD REASONS WHY 
IT PAYS TO STOCK 
RB&W FASTENERS 


1. The most complete line 
in the field. 


2. Uniform quality through- 
ovt the line. 


3. Complete 
supply. 


reliability of 


4. Fast, accurate and friend- 
ly service. 


5. The original ‘‘upside- 
down’ package — extra 
strong for no-spill, quick 
ond easy handling. 











Christmas Lighting Market 
Tops $100,000,000 Retail! 


Get a bigger slice of this short and sweet business 
with General Electric Christmas Lamps! 
There’s really big money in the Christmas _ string sets, lighted devices and renewal 
Lighting market. And to get a bigger share, bulbs—NOW-—so you'll be ready to tie in 
better order your G-E Christmas Lamps— __— with this big G-E promotion program! 





~ 


Sg the top | eo 


“ME DIC 





a 
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% courant @' 


Yaa Bs 
4 reasons why you'll sell more this year: 
° 
ST omeetneneneeeenteneneietieel 

Full page, full color advertising in the (;-E national contest Bright,new G-E Christ- New G-E 5-Lamp Pack. It’s a hones 
SATURDAY EVENING POST! Powertul on Christmas Lighting mas Lamp display Neat, compact, colorful for effective 
IV impact on your customers with with $5,000 in prizes package that will spur display. No need to waste time test- 
commercials on the award-winning ties in with local sales. (Ask your G-E ing bulbs—thev're guaranteed to light’ 
show “MEDIC”, over 83 NBC stations. contests. supplier.) And customers can see they're G-E! 


Remember — General Electric Christmas Lamps are the easiest for you to 
sell! Customers prefer G-E, the brand they know and trust, so insist on G-E 
Lamps in your string sets and lighted devices, as well as for renewal bulbs! 


Miniature Lamp Department, Nela Park, Cleveland 12, Ohio 


GENERAL @@ ELECTRIC 
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Sell them quality — Ferry Cap—and 


you ll] bring ‘em back a’buying! SQUARE 


With clean, smooth threads these set 
screws always fit perfectly and re- 
spond readily to adjustment needs. 
They are case hardened—the hard 
machined point bites in and holds. For 
all general purposes they continually 


meet all engineering requirements. 


For Ferry Cap Set Screws are expertly 
made by the first company to produce 
Cup Point Set Screws by the cold upset 
process of manufacture. They embody 
the skill and experience gained in over 


45 years of precision manufacturing. 


How’s Your Stock? We can take care 
of your needs immediately. A com- 


lete range of sizes 
3 


-ebea 
4 A OE 


assure top qi 





Also cap screws, fillister cap screws, 2155 SCRANTON ROAD - CLEVELAND 13, OHIO 
studs and other cold upset products. 
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18° Electric 
powerful “2 HP. motor! 





2% HP. engine! 


21" Gas | 





FULL LINE! NEW FEATURES! 


America’s most popular electrics! Big-value 18” promotional model. S-m-o-o-t-h 


cutting 18” and 21” models with powerful 4 H.P. motors... angled Safety- 
Blades that lift grass... Turbojectors* for CLEAN EJECTION through twin 
chutes enclosed blade-and-disc cutter... patented Cord Control... other big 


engines—new twin-edged cutter blade with angled tips that lift grass for 
SMOOTH, EVEN CUT with CLEAN EJECTION through rear chute. Flip-ove: 
handle and other famous Huffy benefits. @ 2 gas reel mowers and Huffy Lawn 
Sweeper with handy Hite-Control® Lever at budget prices 


BIGGER KEY DEALER PLAN! 


More benefits for you: Extra 5° futures discount (or 10° if you're a 25-Star 
Key Dealer) when you register before Feb. 28th, 1956. Low-priced demonstrators 
and all materials you need to sell more mowers with free trials. @ FREE 

KEY DEALER LISTINGS in one or more full-page ads to appear in Parade, 
This Week, 32 Key City Newspapers, Sunset. Colorful national ads in The 
Saturday Evening Post. American Home, Farm Journal, Town Journal, 
Progressive Farmer. @ 111 MILLION PEOPLE will see Huffy Mower advertise- 


Huffy features @ 5 new gas rotaries—18” and 21”. Extra power in 2 and 4-cvcle 
4 } 


-_ 


‘ 


ments Plenty of materials for you to use in your advertising and promotion, to 


*Traden Copyright, 1955. The Hufiman Mfg. Company 











WRITE FOR COLORFUL CATALOG 


- 


OR ASK YOUR WHOLESALER SALESMAN FOR DETAILS 
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IVES YOU 


AN EXCLUSIVE LINE OF 


GARDEN HOSE 
IN 


COLOR THAT SELLS 


PRICED TO MEET COMPETITION— 
WITH FULL PROFITS— 
BECAUSE IT COMES FROM 
“Uu. S.”’ TO YOU —DIRECT. 


















The new “U. S.” sales policy of selling direct to the independ- 
E DO ent retailer means you buy for less —sell at competitive prices 









—and still make your full profit. No more need to get into a 


SELLS! losing price battle with competition. 


MEM 





MEAN 








What’s more, you'll have an exclusive on the most eye-catch- 

ing, most comprehensive line of quality garden hose you ve 
ever seen, ever sold! Twenty-two varieties of plain and decorated colors...4 plastic, 5 rubber, and a sprinkler 
hose...plus a greenhouse hose for commercial use...each in a different price range, each in a choice of lengths. 
In short, there’s truly a U. S. Garden Hose for everything that grows—and for every customer you have. 


There's completely new packaging throughout the line, dramatically designed for immediate attraction... func- 
tionally designed to be easily picked up and carried home. 

And the world-famous “U. S.” Buying Mark is everyone's assurance 
that U. S. Garden Hose —in any color, any price, any length—is a 
quality product you can trust. 
















ADVERTISING | 





Color is big news! Millions and millions of hose customers will be reading about this big news in a coordinated 
series Of local newspaper advertisements. Your “U.S.” representative will tell you how you can become an 
integral part of this strong, localized campaign. 


The public will be sold on hose in 
decorated color—sold on “U.S.” — 
even before they buy. And when they 
come into your store, they'll expect 
to see U. S. Garden Hose displayed. 
Don't disappoint them. Don’t disap- 
point yourself. Stock the entire line 


and add new color to your sales! 





The way to promote color is with color. And the excit- 
ing U.S. Garden Hose Sales Aids have just that... 
COLORFUL WINDOW STREAMERS to tempt cus- 
tomers into your store... COLORFUL DISPLAY CARDS to tempt them to your hose display ... COLORFUL 
PACKAGING to tempt them to pick up and buy... yes, even NEWSPAPER MAT ADS and RADIO-TV 
SCRIPTS are COLORFULLY worded...and be sure to make full use of the fact-packed PRESSURE- 
FLOW CHART, designed to make customers trade up to a “U.S.” You have everything you need to convince 
your customers that their best garden hose buy is a U. S. GARDEN HOSE. 





UNITED STATES RUBBER COMPAN Y 
MECHANICAL GOODS DIVISION - ROCKEFELLER CENTER, NEW YORK 20, N. Y. 











| Jacobsen 
Franchise 


% An outstanding opportunity for 
progressive dealers to increase 


The Jacobsen Franchise offers qualified dealers 
a quality line to meet the demands of every 
power mower prospect in their trading area... 
a complete line of mowers for every size of 
lawn or turf. Reel type from 18” to 66” cutting 
widths; rotary type from 18” to 24” cutting 
widths, power lawn edgers and power lawn 
trimmer. Plus the most distinctive and powerful 
advertising and promotion program in the 
industry . . . month after month, all year ’round. 
Put yourself into the substantial, profit-making 
group of power mower dealers that prosper with 
the Jacobsen Franchise. Send for your copy MANUFACTURING COMPANY 
of the Jacobsen Opportunity Portfolio today 
and find out how you Can be assured of DEPARTMENT HA 1027 
unqualified sales leadership and profits. 


% power mower sales at a profit! 


RACINE, 
WISCONSIN 
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R/M WICKS ARE RELIABLE SELLERS 


o*,e_? 
sides: 4s) 
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Hii 
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Se 
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KINDLERITE 


R/M’s standard quality woven asbestos 
kindler. A sturdy, long-lived wicking with 
wire core in both warp and filling yarn. 
Packaged 5% ft., 6 ft. and 100 ft. to the 
box. In widths of %”, 1”, 1%” and 1%”. 


QUIK FLAME 


The most efficient kindler ever developed 
for range burners. Patented open mesh con- 
struction provides best possible results with 
distillate oils. The extra-heavy wire core 
yarn keeps the kindler upright in the burner 
channel. Glass yarn at burning edge facili- 
tates the removal of carbon deposits. Pack- 
aged 6 ft. to the box. %” and 1%” wide. 


WOVEN GLASS 


The acme of perfection in stove kindlers. 
The only glass wicking woven with a wire 
core in every strand to protect the burning 
edge. Packaged 5% ft., 6 ft. and 100 ft. to 
the box. In widths of %”, 1”, 1%” and 1%”. 


R/M lighting rings provide long life and trouble-free performance in wickless kerosene stoves and heaters. The public 
knows this; $0 keep them in stock and keep your customers happy. Ali of them are priced to yield a generous profit. 


RAYBESTOS-MANHATTAN, INC. 
ASBESTOS TEXTILE DIVISION, Manheim, Pa. 


FACTORIES: Manheim, Pa. + Bridgeport, Conn. + No. Charleston. S.C. + Passaic, NJ.* Neenah, Wis. + Crawfordsville, ind.« Peterborough, Ontario, Canada 


RAYBESTOS-MANHATTAN, INC. Asbestos Textiles © Abrasive and Diamond Wheels « Packings « Brake Linings « Brake Biocks « Clutch Facings 
Fan Belts + Radiator Hose « Rubber Covered Equipment + industrial Rubber, Engineered Piastic, and Sintered Metal Products « Bowling Balls 
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The 


screen cloth 


with the fastest 
sales growth 
today is 


CH ICOPEE riserc.as scREENING 


it’s promotable! Easiest to work with, best for all kinds 
of screening needs: porches, breezeways, and patios. 


°*9.37 | (per 100 sq. ft.) from your wholesaler 


CHICOPEE MILLS, INC., Lumite Division, 47 Worth Street, New York 13, New York 
Write for name of wholesaler nearest to you. ied aiden, 
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For quality garden hose accessories and 
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Hose Shut-Off 
Valve 


gy 


. 
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Fertilizer 
Dispensing 


; Nozzle > 
4» Plastic Hose 


Mender Kit 
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Melinor garden “‘successories come elela <elel-te MID 
K Brae) (ol ammo lt yeliohy boxes...each with tremendous 
coh aslenric)s)ellileMeltlticlis|-1mele)ol-.ol MEME Jil Me-llibielga-ce 
metal edges for extra sturdiness, solid stacking. 


MELNOR Metal Products Co., Inc. 
10-40 45th Avenue, Long Island City 1, New York 
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sprinklers smart dealers know that... 


MOU MTS 


No. 550 


Retail 8.95 
Covers areas up No. 700 


to 1710 sq. ft. Retail 11.95 
Covers areas up 
to 2000 sq. ft. No. 1000 | : 
Retail 13.95 (eer 


Covers areas up 
to 2400 sq. ft. 


PROVEN IN ACTUAL USE! Hundreds of thousands of 
‘‘Perma-Sealed’ Swingin’ Sprays are already in nation-wide use. 
Reports show conclusively that, even the most corrosive waters 
have no effect whatever on Melnor’s rugged ‘‘Perma-Sealed”’ 
motor. Yes, actual use has proven the superiority of the 
‘‘Perma-Sealed’ motor. This means greater sales, bigger 
profits, and more satisfied customers than ever before! 


a 


o _ 2», 
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“PERMA-SEALED” ba 
MOTOR UNIT consrenontma 


Completely separates the 
water flow from the motor and 
retains motor lubrication— 
permanently! Trouble-Free . . . 
because woter never enters 
motor. Grit and dirt stay out 
... lubrication stays in! 


Melnor’s powerful national advertising 
pre-sells millions of lawn and garden 
owners from coast to coast... makes 
new customers for you this year 
with the hardest-hitting campaign in 
Melnor's entire history! 





America’s Most Dependable Line 
of Quality Products 


= SLIPKNOT 


SLIPKNOT 
CO 


FRICTION TAPE 


World’s largest selling friction tape. 


Slipknot is , peo to stick 
ry 


. cannot out! 


AVAILABLE IN ATTRACTIVE 
SELF-SELLING 
COUNTER DISPLAY 


PLYMOUTH PLASTIC E2cZzica/ TAPE 
TOUGHER! FASTER! NEATER! 


16% more dielectric protection. 
Highest resistance to water, oils, 
acids, corrosion and abrasion. 


SPACE SAVING 
MONEY MAKER! 
THIS COLORFUL 
COUNTER DISPLAY 
MEANS VOLUME 


ALSO AVAILABLE IN CONVENIENT 
FIVE PACK (Five 30 ft. rolls) 


prymouTH P R 
SPLICING COMPOUND 


Secure for highest voltages. 
Moulds into one solid mass, 
making joints which never sep- 
arate. Without peer in the field 
of commercial rubber insulat- 
ing tape -— recognized by red- 
colored backing. 





OTHER PLYMOUTH 
“*SPLICING’’ PROD. 
UCTS ARE ALSO AVAIL. 
ABLE IN VARIOUS 
SIZES AND IN CON. 
VENIENT CONTAINERS 











© 








STOCK — DISPLAY — SELL THE LINE 
OF yep ne oa Ouneneeoe ees 





AMERICA’S MOST COMPLETE LINE OF 


PLYMOUTH 


GARDEN HOSE 
AND LAWN SPRINKLERS 
NO FINER QUALITY 


100% VINYLITE Cy GUARANTEED 


Guaranteed 
for 


PLYMOUTH LAWN SPRINKLER 


© Brilliant transparent green 
@ Exclusive “Lay Flat’ design 
@ Flush-out cap for easy cleaning 


Guaranteed for 12 years 


-reoeTs 
em ee 


PLYMOUTH TRANSPARENT 


© Brilliant red or green 
© Re-attachable brass 
couplings 


© America’s greatest value 


Guaranteed for $ years 
CATR 
© Opaque green 


© Non-rust Perma-grip 
couplings 


Gus5 © Outstanding value 


Also Plymouth Featherweight, Worthmore Opoque 
ond Worthmore Trensporent Gorden Hose. 


AVAILABLE IN EITHER 25-ft. OR 50-ft. LENGTHS 


PLYMOUTH RUBBER COMPANY, Inc 


raes!t Rubberizers of Cloth 


CANTON, MASS 


n the World 
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what customers want in 
Insect Wire Screening they get... 


in [[J|GOLD STRAND! 
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uniform ITY. Gold Strand® Insect Wire Screening 
is woven to the industry's most rigid specifications, with- 
out unsightly splices or snakey wires. Customers cre 
assured of a neat, uniform mesh and attractive, even 
runs of any length. 


flat Surface. Gold Strand rolls out flat... 
assures easy installation for professional and do-it- 
yourselfer alike. Special reinforced selvages hold screen- 
ing true—provide a good body for tacking that won't 
pull out of the molding. 


dura bility. Galvanizing on Galvanoid Gold 
Strand exceeds standards se? for the industry; all Gold 
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Strand screenings provide superior wear ond weather- 
resistance for longer life. 


It’s easy to see why Gold Strand is the world’s sales 
leader among all insect wire screenings! With Gold 
Strand, you con offer screening in Galvanoid, Bronze 
(bright or antique), Aluminum; screening in all of the 
popular widths and a variety of selvages. It meets every 
job and budget requirement. 


A conveniently-located CF&Il Warehouse assures you 
of speedy stock delivery when you need it. There is no 
need to maintain big inventories to meet seasonal 
rushes—another reason why it pays to hondle Gold 
Strand. For full details, information, and selling aids, 
contact your jobber or Gold Strand sales office today. 


GOLD STRAND 


INSECT WIRE SCREENING 
PRODUCT OF WICKWIRE SPENCER STEEL DIVISION 
THE COLORADO FUEL AND IRON CORPORATION 


THE COLORADO FUEL AND IRON CORPORATION—Albuquerque - 
Ft. Werth «+ Houston + Lincoln (Web.) + Los Angeles « Ocklond - Okichome City « Phoenix - 
Son Francisco + Seottle - Spokene - Wichita 

WICKWIRE SPENCER STEEL DIVISION—Ationta - Boston - Buffalo « Chicago - Detrolt - New Orleans « New York + Philadelphia 
OTHER CF&IL-WICKWIRE HARDWARE PRODUCTS—Clinton General Purpose Welded Wire Fabric - Wissco TY Guy Wire - Wissco Flexible 
Wire Clothes Line- Clinton Herdwere Cloth- Clinton Hex Mesh Netting - Mechanic's Wire- Quick Hitch Gete Springs - Perfection Door Springs 





Amarillo « Billings « Boise + Butte + Casper + Denver + Ei Paso 


Portland + Pueblo « Sot Lake City 





3469 
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WHIRLWIND 18 


Zae whe el ye? 


ee) S65 4. 0, Bae: 
Front discharge, Power-propelled 


iow cost 


‘SPORTLAWN 21 


Enclosed chain 
“ag, dOrive, recoil starter 


ORO gives you year 


Look what you get from Toro! The world’s 
largest-selling, most complete line of power 
mowers (a mower for every need), plus pro- 
fessional quality home power tools for sales in 
every season—every month of the year! 


Watch your customers go for the amazing 
new Toro “Power Handle’’—the portable en- 
gine-and-handle unit that drives a whole family 
of specially adapted yard machines. Watch 
them buy Wahiirlwinds—the original rotary 
power mowers—for leaf-mulching jobs in the 
fall. Watch them come to you for Toro Snow 


1O-INCH DELUXE 
TILT-ARBOR SAW 
thele eMols (eo M—niele)| ms 
Msions p? 


_ 


Hounds—the rotary snow plow that actually 
throws up to 60 shovel-loads of snow a minute 
off walks and driveways. 

And you get support for the year ’round sales 
of Toro yard machines from the new line of 
Toro home power tools—the precision-en- 
gineered power tools backed by 40 years’ ex- 
perience in building precision power equipment! 

Best of all, Toro products come to you 
through an orderly distribution system with 
franchised distributors. No overlapping sales 
areas, No direct factory sales. And Toro offers 


Sp 


10-INCH BAND SAW | 
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_/ WHIRLWIND 20 WHIREWIND 20 
Two new models, Heavy-duty, power 
4 \ hand or power pro- b propelled 
be ' 
| exalts a 
j 
Y mel | 
ere i 
: : ° a 
/ eae 
/ 
STARLAWN 27—idea! fo 
estates, residential lawns 


round sales! 


you its own time-payment plan to cover even 
your smallest dollar sale...extensive, year 


‘round national advertising ... full-color cata- 
logs...co-op advertising ... powerful sales pro- 
motion and merchandising plans and materials. 





Take up Toro! Write for the name of your 


nearest distributor today! | < 
~ 
te 9 ! 
NEW! Toro “Power Handle a 
switches in seconds from one specially adapted 
Toro yard machine to another! y 
| - - ae 
. 
17-INCH ROTARY 21-INCH REEL MOWER 


SNOW PLOW 


in TORO MANUFACTURING CORPORATION 


Dept. HA-105, Minneapolis 6, Minnesota 









Toro products styled by Charles Butler and 





Associates of New York 





12-INCH DRILL PRESS 





4&6iINCH ™S| 
JOINTER- 
PLANERS 
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jouN SUNSHINE CHEMICAL co, inc. 


600-606 West Lake Street, Chicago 6, Illinois 


“te 
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now individually boxed 
to sell faster than ever e e « 


afno increase in price! 


Point of Sale Package Protection. 


The new individual box protects the tube from ship- 


ping and handling damage. 


It keeps the tube clean, attractive and able to with- 


stand the rough-and-tumble of open display. 


Stocked and sold by more Wholesalers nationally 


than all other brands combined. 


John Sunshine PIPE JOINT COMPOUND 








Mr. Dealer and Mr. Wholesaler: 
Volume has made this possible 


it is only our great volume that has en- 
abled us to further improve our Pipe Joint 
Compound Tube packaging without in- 
creasing your cost. 

We specialize in the manufacture of staple 
Plumbing Chemicals and our twenty-five 
years of experience and integrity guaran- 
tees you quality ... our volume enables 
us to offer you the best in design, con- 
venience of packaging, popular prices ond 
national promotion. 


Manutacturers of quality plumbing chemicals for 25 years 
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Before you sell 
ANY GARDEN SPRAYER 


Know these facts! 


If you sell liquid or water-soluble fertilizers and insecticides, 
you owe it to yourself and your customers to know the follow- 
ing facts. Remember, in order to sell these materials, you must 
sell a practical, versatile applicator. Here are the facts: 


Bradson’s controlled vacuum permits 
large non-clogging suction holes 





omen * WAT --—? 5 cl wh 





CROSS SECTION | SPRAY MATERIAL 
VENTURI TYPE SUCTION HOLE 
SPRAYER . SIZE 


CROSS SECTION SPRAY MATERIAL 
BRADSON HYDRO-LIFT SUCTION HOLE 


SPRAYER —— SIZE 


- High vacuum sufficient to lift liquids 15 feet or more is 
a distinct disadvantage of “venturi type” spray mech- 


anisms. It requires pinching down the suction hole and 
internal metering jet in order to attain practical propor- 
tioning ratios. Therefore, it is impossible for such spray- 
ers to handle many widely used materials. This inherent 
disadvantage was responsible for the development of 
the patented Hydro-Lift or so-called “overshot” prin- 
ciple used exclusively on Bradson Sprayers. Remember: 
It’s practically impossible to clog a Bradson Sprayer. 
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Bradson “open air’’ mixing distributes 
material evenly at point of application 


You can prove this by making a simple test. Fill any Bradson 
Sprayer with undiluted bluing. Next, set three glass jars where 
the spray would normally fall, placing one jar at each edge of 
the spray pattern and a third jar at pattern’s center. Now turn 
water on and spray jars from every angle. When you've fin- 
ished, note the uniform color density in the jars. Equally 
important: Note that mixing in open air eliminates the danger 
of clogging and corroding internal chambers. Remember: 
Bradson guns give even mixtures at the point of application. 


Bradson sprayers are impervious to modern 


chemicals and solvents New wonder insecticides and fungicides 
such as Malathion, Chlordane, Dieldrin, etc., represent a tre- 
mendous advance in the never-ending war against insects. 
They’ve made life easier for both home gardener and farmer. 
New liquid and water soluble fertilizers have taken the drudg- 
ery out of plant and lawn feeding— providing home gardeners 
with a quick, efficient method of fertilization. However, intro- 
duction of these effective new materials presented a real prob- 
lem to all manufacturers of spray equipment. For maximum 
effectiveness they necessarily employ corrosive chemicals and 
solvents. As a result they caused rubber, neoprene and most 
plastics to dissolve. They quickly coated, pitted or corroded 
brass, bronze, steel, tin, zinc and other metals. No sprayer then 
existing was able to withstand these new chemicals and stay in 
service for more than a few sprayings. The only practical 
materials known that would permanently withstand both 
chemical and solvent action proved to be Polyethylene plas- 
tic, Nylon plastic and glass. That’s why it was necessary to 
redesign the Bradson Sprayer line, using these chemically 
inert materials. Research and retooling cost over $100,000. But 
Bradson (and only Bradson) Sprayers now have Polyethylene 
gaskets and suction tubes, plus molded Nylon spray heads. 
Remember: Bradson Sprayers have no functional parts that 
will pit, corrode or disintegrate. 














BRADSON SPRAYERS Modern Sprayers for Modern Gardening with Modern Chemicals 


THE BRADSON COMPANY, INC., NORTH HOLLYWOOD, CALIFORNIA 
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“ QUERYTHING HINGES ON HACER /.’ 


C. Hager & Sons Hinge Mfg. Co. + 139 Victor Street + St. Levis 4, Mo. 
Founded 1849 —Every Hager Hinge Swings on 100 Years of Experience 
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Are you taking Advantage of 
— the Complete 





e? 




















Grote Packag 

















ve ° , We mn ° Ld 
Finest bathroom cabinets...Sparkling Glo-Chrome 


\ 


ae Orie 
accessories...Convenient one-source shipping! 





The new Grote package includes a complete line of 


cabinets and ACCESSOTICS « « « both shipped from G 0 
Grote’s Bellevue, Ky. plant. Since Grote supplies et TE MANUFACTURING CO., INC. 





both cabinets and accessories and ships both from the BELLEVUE, KENTUCKY, OPPOSITE CINCINNATI 
same point, important benefits are passed all along 
the line . . . lower transportation costs, simplified re 





stock control. time-savings, etc. WHAT A PACk- 


A(,} ' ( omplete line (cabinets and ace essories Com. 


GROTE MANUFACTURING CO., INC. 


Bellevue, Kentucky, opposite Cincinnati 
ple te service. and ol course. vou can count on (,rote 


quality to please your most particular customers! [|] f am interested in information on the 
; ‘ complete GROTE Package 
The complete Grote lines of both Bathroom Cabinets 
1AM 
and Glo-Chrome Accessories are distributed by en ; ¢ 
leading jobbers everywhere. ADDRESS 


Send for facts on GROTE’S Money- city | __1ONE 
Making “Bathroom Package” Today! 
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A GOOD NAME TO REMEMBER 
WHEN YOU NEED WASHERS 


You need never be at a loss for a dependable source 
of supply when it comes to Washers because Mil- 
waukee Wrot Washers are literally stocked at our 
plant in thousands of different sizes, including all 
standard and semi-standard sizes. In addition to 
this large and comprehensive inventory, special 
orders to meet specific requirements can be made 
up from our more than 25,000 sets of dies — with- 
out doubt the most extensive assortment in the en- 
tire washer industry. 
Let us help you keep up your shelf and warehouse 
stocks of fast-moving U.S. Standard, S.A.E., Rivet, 
Lock Washers and various other types of “in de- 
mand” washers. Prompt deliveries: 


HARDWARE DEALERS: Please enter from your mats 


NO. 200 ASSORTMENT 
MACHINERY BUSHINGS 


This popular assortment 
comprises a total of 200 nar 
row rim Machinery Bush- 
ings. in 12 different sizes, 
ranging from ™%” to 2" 
sizes with 2 or 3 gauges of 
each size, enabling you to 
meet a wide variety of calls. 
A handy display board, as 
illustrated, is included with 
the purchase of each No. 
200 Assortment. This handy 
point-of-sale merchandiser 
measures 12 inches by 15 
inches and is provided with 
12 hooks to most effectively 
display these narrow rim 
bushings. 





DISPLAY BOARD FREE 


WROUGHT WASHER MFG. CO. 





THE WORLD’S LARGEST PRODUCER OF WASHERS 


2218 SOUTH BAY STREET 
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and Special Washers 
Every Description to Meet 
Demands of Your Trade 





MILWAUKEE 7, WISCONSIN 














CONVENIENTLY PACKAGED 





All standard sizes are available in 1-lb. and 
0-lb. boxes, as illustrated, and in 200-lb. con- 
tainers for bulk supply. To facilitate ease of 
shipment it is recommended that jobbers 
order paper box units in standard 200-Ib. 
packages. 


DEALERS: Order from your jobber. 





HARDWARE AGE, OCTOBER 27, 1955 





SAVES VALUABLE SHELF AND COUNTER SPACE 


W hether compared individually, by the carton or by the 





~ef 


case, ““Select-a-Paks” provide as much as 75 iA Space- ENVELOPE PACKAGING 
saving over old-fashioned envelopes. Compact. . . func- 
tionally designed ... easily stacked ... Paks present a 
neat, inviting appearance which results in impulse sales. 
Acetate slide cover permits the consumer to open Pak, 
remove and examine merchandise and reclose ... without 
damaging the package. Write for Catalog-Price List No. 
255 describing ‘‘Select-a-Pak”” merchandising program, 





~~ 


“SELECT-A-PAKAGING” 


o | : Originator of “Select-a-Pak” ... Leader in Merchandising 
‘ee ‘3 


NATIONAL LOCK COMPANY 


Rockford, Illinois © Merchant Sales Division 






t 
: 9 Y 
‘ i. 7 S 4 i 
— (3 Css | CY : 
, : 2 
CABINET NATIONAL BUMDERS _- SASH FURNITURE SCREWS 
; HARDWARE LOCKSETS HARDWARE HARDWARE CASTERS AND BOLTS 
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Now MORE THAN EVER BEFORE... 


VOLUME ~« PRU 





iN ARROW Deacuuk AND oe 






GUN TACKERS are rapidly 
taking the place of hammer 
and nails tor many fastening 
jobs in INDUSTRY and DO.IT- 
YOURSELF. Don't let these 
ever-increasing markets by- 
pass you, Mr. Dealer. Get 


behind the ARROW TACKER LINE— see your 


VOLUME and PROFITS increase. Let your 
customers and prospects know that you're 


one of the dealers referred to in ARROW 
NATIONAL ADS. 


Everytime you sell an ARROW TACKER you 
will have a steady customer for staple 
refills. Remember! Tackers constantly use 
Staples, like hammers use nails. 





ARROW FASTENER COMPANY 





— . « 


Ran 


» * 
“*Ple 





We do not 
sell direct to 
consumer. 
Sold only 
through 
the trade. 


DON’T DELAY! ORDER FROM YOUR 
JOBBER TODAY! 


Mr. Dealer: \f your jobber cannot supply you, give 
us his name so that we can send him full particulars. 











PIONEERS AND PACESETTERS FOR OVER A QUARTER CENTURY 


ONE JUNIUS STREET, BROOKLYN 12, N.Y. 
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_, . for iron pipe and 
copper tubing 


line in the United 
ally priced quality 


s¢ complete 


The mo 
conomic 
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Standardize on iam ond Valves and 
satistaction. 
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the Low-prived, 
CiInhIN Guardian 


Exclusive “Spring-Ring” inner rose plate automatically takes 
up slack — maintains snug fit. Compensates for those condi- 
tions which tend to loosen lock on door. 

Screw Slots on inside rose plate speed assembly 


External Parts in gleaming brass, bronze, or aluminum give 
the CORBIN look of quolity 


Internal Parts are rust-resisting, precision-fitted to assure 
long life. 


5 Residential Functions 





Exclusive 
“Spring-Ring” inner rose plate 





CORBIN’S Defender and Guardian Lines give  seea few of their CORBIN quality features below. 
builders a// the most-wanted lock functions for Write for a complete description of all their ad- 
normal-duty residential use plus the choice of either vantages. 

of two economy price ranges. Both lines are de- 

signed for ftast installation, smooth operation, P. & F. CORBIN DIVISION 
trouble-free service. Both are backed by a full The American Hardware Corporation 
guarantee on all parts and workmanship. You'll New Britain, Connecticut 







tf | of ity -phiced, These Corbin aids speed installation 





CUNDIN 















For light commercial, or residential construction where beauty 


and top performance must be combined with economy. Mortising Tool 


for latch fronts 
Exclusive Velvet-Glide action of latch retractor on bal! bear- 


ings gives the “luxury feel”. 


Dual Brass-to-Steel Bearings on each knob prevent wobble 
. « » lengthen life 


100% Reversible Hand without use of key speeds installation 


Corbin 5-Pin Tumbler Security can be moster-keyed with 
other Corbin cylinders 


—— a er 


Boring Jig 


5 Residential Functions — 9 Commercial Functions 
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“You can tell 
by the way she snaps 


Mf 
! 


Says DONA BROULLETTE of 

LUCKS & CLARKE CORPORATION 

(Hardware, Building Supplies, Millwork) 
WALLINGFORD, CONN. 


Mr. Broullette’s been cutting glass for over 40 
years. But L’O-F’s “Blindfold Test’? was a 


new one on him. He ran several cuts on four 





well-known brands of single-strength window 
glass. Each piece was marked A, B, C or D. 
He didn’t know which was which until after 
he’d picked the one that was easiest to cut. 

He picked “D” every time. “D” was 
L-O-F. 28 out of the 30 dealers who took this 
test picked L’O'F. 

“I didn’t have to take this test to know that 
L-O-F Window Glass is easiest to cut.”” said 
Mr. Broullette. ““The cutter runs free without 
any strain on me or the glass. She snaps clean 
and quick.” 

L.-O-F Window Glass is easiest to cut into 
big pieces or little pieces. It’s easiest to cut 
into angled or curved pieces. You can even 
cut off narrow strips with a light, easy stroke. 

L..O-F cuts easiest because it is annealed 
more slowly, more patiently. That makes it 
less brittle and more “‘even”’ in structure—so 


it’s a safer buy for your customers, too. 


Try the Cut L-O-F first, last, or in-between the der “Glass” in the yellow pages of 
other brands. Run any kind of a cut phone books in many principal cities 


ny # you want. You'll see why you have throughout the country. And send for 
B| ndfold Test fewer bad cuts, less waste and more your free booklet—‘For Greater Profits 
profit with L-O-F. in Window Glass”. 


Yourself! Call your nearest L-O-F Distributor. | Write Libbey-Owens-Ford Glass Co., 
These local businessmen are listed un- | 608 Madison Ave., Toledo 3, Ohio. 


Gg? ae a GD om ese oe oe ae 6 es 


L 
etd LIBBEY-OWENS-FORD the casy-to-cut WINDOW GLASS 


~ 
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YOU CAN COUNT ON CONTINENTAL 
FOR EVERY FASTENER NEED! 


Only Continental Offers You A 
Sleeve Box For All Standard Fastenings! 





Here are 5 reasons why 
it will cut your handling costs 


Continental’s new sleeve box means no 
added expense to you, yet offers: 


1. Closer Inventory Control 

2. Reduced handling costs 

3. Improved Product Identification 
4. Stronger Package Construction 
5. Neater Stock Appearance 


Put these new Continental Sleeve Boxes 
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on display and see for yourself how impulse 
sales will increase. And remember, they 
are available in both slotted and Phillips 
heads. Check with Continental today. 


Continental Screw Co. 


Manufacturers of Holtite Fastenings 
NEW BEDFORD, MASSACHUSETTS, U. S. A. 











two great profit-building features for Yardley 


ClearStream PressuRated 





YARDLEY 
: sticPipe 
usr To STALL 

bam te Lote Gere gerten: 












Tell ‘n Sell Rack occupies 
only 12 sq. ft. of floor 





space. Heavy duty steel | cS ee 


tubing with metal shelf for 
fittings and clamps. Easily 
ossembled. Three-color 
pone! tells whole story. 
Turns lookers into buyers. 


Yardley Tell ’n Sell Rack, combined with the pack- 
aged Yardley line, means more and easier sales for every 
dealer, large and small. Better display . . . faster service 

easier handling mean sure volume increases 
and greater profits. Yardley packaged products give 
vou and your customers product protection and guar- 
anteed quality identification. 


Plastic pipe sales are going up and up! Get more of 
this growing business by putting the TELL "N SELL 
RACK to work for you. Display the superior features 
of ClearStream PressuRated pipe, made of 100°% virgin 
DuPont Alathon 25 BKI1, to every person that walks 
in your store. Show them and sell them the first Pressu- 
Rated pipe in the nation. 


ClearStream PressurRated pipe comes in a full range 
of sizes from '2-inch through 12-inch . . . with pressure 
ratings of 75-lb., 100-Ib. and 125-lIb. 


/ 2 


plastic pipe, fittings 
and clamps 


NEW Tell ’n Sell Rack 





and the NEW 
Packaged Line 


PressuRated 75-Ib. pipe comes on fully enclosed 300- 
and 400-ft. metal-center reels in pipe sizes ¥2-inch 
through 14-inch. 100-ft. lengths also available in sealed 
cartons. Both reels and cartons are designed for easily 
dispensing pipe in any lengths. Fittings and clamps are 
also boxed. 


Yardley pipe and fittings are manufactured to Ap- 
proved Standards of the industry for weight, wall thick- 
ness and pressure ratings. There is a flexible or rigid 
Yardley pipe for every type of industrial, commercial 
or residential service 


Check with your Jobber at once. Tell ’n Sell Racks 
and the complete packaged line are now ready ror 
prompt shipment. 


~~ 

A @) YARDLEY PLASTICS COMPANY 
SF 142 PARSONS AVENUE 

In Canada: Daymond Co., itd., Chatham, Ont. ® Export Sales: F. and J. Meyer, 115 Broad St., New York 4, U.S.A. 


COLUMBUS 15, OHIO 
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In the short space of 2 years, over 1000 No. 4series of v4 
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KEIL Key Duplicating Machines have been sold andare Ps 


in constant and profitable use by satisfied customers , a KEIL 
i | ; a { ae 

This Low Priced-Precision Machine will cut 7 LOCK CO. 

accurate duplicate cylinder and automotive / 

keys. A KEIL No. 4 or 4% will start paying af 


for itself, the day you start using it. / 


Pa Please send complete 


Inc. 
CHARLESTOWN, N.H. 


m4 intormanon about your 


Ask Your Jobber, or — 


State 
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FOUNDATION 

HOOK ANCHOR BOLT 

PROVIDES FIRM HOLD . | 
IN CONCRETE 


When builders of homes, garages, and other small structures 
need fasteners for bolting to concrete foundations, or for roof 
supports, sell them Bethlehem’s Foundation Hook Anchor Bolkt. 

The Bethlehem Foundation Hook Anchor Bolt is ideal for 
foundation bolting and roof support because of its great 
strength, and because it is specially designed for firm grip. It 
is easier to use than a standard machine bolt, and is more 
economical, as well. 

The anchor bolt has cold-rolled threads for maximum 
strength. It comes plain or galvanized, complete with square nut 
and round washer, 50 pieces to the easy-to-handle corrugated- 
paper carton. It is carried in stock in 4% in. diameter, and in | 
lengths from 6G in. to 20 in., in 2-in. increments. Other diameters 
and lengths can be furnished promptly. Just get in touch with 


the nearest Bethlehem sales ofhce. 


BETHLEHEM STEEL COMPANY, BETHLEHEM, PA. 
On the Pacific Coast Bethlehem products are sold by Bethlehem Pacific Coast Steel 


Corporation. Export Distributor: Bethlehem Steel Export Corporation 


BETHLEHEM STEEL 





Bethlehem Foundation Hook 
Anchor Bolt with typical 90-deg 
bend. Bolt is also furnished with 
45-deg and 135-deg bends. 
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The leaders in 


WEATHER STRIP 


for 35 years! 


fOO- 
lametae 
WEATHER STRIP 


-_ 
£2 for Windows and Doors 
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FOR DOORS FOR WINDOWS 


28", 


Completely packaged For all standard 
—ready to install. 
Available with regular 
door bottom or with 
threshold and exposed pietely packaged 
hook. ready to use. 


30", 32° and 36° double 
hung windows. Com- 














“ ‘ ™~. 
~ 
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(<INKZY JD \ 
HANDY PACKAGED SETS 7 ve ~Ready to hand your customer—Ready to Use! 
































-/Vu-WAY 
WEATHER STRIP 




























ti? ‘8 
_ 
t& ~~ . 
My <j The “ORIGINAL” coil metal 
a come and felt weatherstrip 
= een aa 1 Works perfectly on windows, 
storm sash or doors. Made of 
s wool felt and white metal. In- 


dividual carton contains one 18 ft. 
roll with nails and instructions 
Packed 12 cartons in free dis- 
play case 


LL 











ORDER DIRECT TODAY! 
— eae 
MACKLANBURG-DUNCAN CO. Ry 


OKLAHOMA CITY 1}, OKLAHOMA 
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FEATURE BOTH = 
FOR THE PRICE 
OF THE SINK ALONE! 


THIS COUPON PUTS YOU IN THE 
PROFITABLE KITCHEN BUSINESS! 


You're in on this full-margin profit promotion and the kitchen 
business only if you've given the green light to your Republic 
Steel Kitchens Distributor. Contact him, or use the coupon 
and we'll get him to you fast. Write to: 

REPUBLIC STEEL KITCHENS, Berger Division 

1096 Belden Avenue, Canton 5, Ohio 


Dealer Store 





City State 





ES ee 


November Is 


TIE IN WITH THIS REPUBLIC 
STAINLESS STEEL SPECIAL! 


48” DOUBLE BOWL 
STAINLESS STEEL SINK 


and Stainless Steel Serving Cart! 


Sensational Value — You offer both for only 
$159.95! (Five dollars higher Denver and 
West.) The cart alone ordinarily sells for 
$34.95. 


In Trend-Setting Stainless Steel — The glamor- 
ous, carefree material that women have dis- 
covered! The sink is Republic’s Enduro satin- 
finish stainless steel, double-bow! beauty with 
de luxe fittings. The handsome 
serving cart is the same material. 








No Switch-Model Selling — This is 
what they want, and this is what 
you sell’em...ata good profit! An 
“Extra Bounty” bonus makes it 
extra profitable on succeeding 
sales. And this sink sparks add-on 
sales because it just begs to be sur- 
rounded by a complete new kitchen. 


Free Sales Aids— Colorful banners, 
display cards, feature stickers and 
consumer broadsides, delivered 
with the sink and cart, make you 
exciting headquarters for this big 





. Katehi , 


, 

Wy STAINLESS 
qr 
MONTH 
> 
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| Stainless Steel Month! 


TIE IN WITH THESE FREE 
POINT-OF-PURCHASE MATERIALS! 


Promote and Sell 
All Stainless Steel Items 
For Holiday Gifts! 





wesw. 









Sow, 
a NOVEMBER 


NY iS Lf} 
Wy STAINLESS 
e xe 








Republic Steel Is The Big Push Behind Stainless — 
A full-color spread in November 5th Saturday Eve- 
ning Post features a host of stainless steel housewares 
and appliances for Christmas giving. Flatware, hol- 
loware, cooking utensils, trays—everything made of 
this glamorous, practical, lifetime material—will 
move during this merchandising event. Get your 


REPUBLIC 
STEEL 


World Wide Range of, 


Saudlard, Steels andl, SC, PJuodluiolg 
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store identified as local headquarters when folks 
shop for stainless. Republic offers you a free, com- 
plete package for store tie-in; includes ad reprint 
counter card, die-cut hostess counter cards, colorful 
banners, Christmas wall banners and price tags, 
POST stickers, and newspaper and radio script 
helps. 


WRAP UP STAINLESS SALES EARLY! 
SEND FOR THIS FREE PACKAGE NOW! 


ep 


REPUBLIC STEEL CORPORATION 
Advertising Department 

1074 East 45th Street 
Cleveland 27, Ohio 


Please send me the free “Stainless Steel 
Mooth’’ merchandising kit. 
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NEW DIE-CUT 
HANGING TAB 


PIC-PAK Container 


..- Redesigned for your 


[VE= customers’ convenience 


PIC-PAK, the Hindley wire hardware container that sells itself, 
is now better than ever. New design includes die-cut tab so that 
Pic-Pak can be hung in home workshops for ready accessibility. 
New friction design holds slide securely in place. Your customers 
will love it! 


\ 


FRICTION 
SLIDE 


HINDLEY Screw Eyes, Gate Hooks, Curtain Rod Hooks and 

Cup Hooks are now available in the new Pic-Pak containers. 
Be sure to ask your wholesaler about 
this important addition to the fast- 
moving Hindley line. 


The Deluxe Pic-Pak unit is this heavy counter dispenser- 
display box. Three color point-of-sale card is a shopper- 
stopper for your counter. Contains an assortment of items 
mentioned above in the most wanted sizes. All Pic-Pak units 
retail at 15c. What could be simpler? 


ORDER FROM YOUR 
HARDWARE WHOLESALER 
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+} A 
WORLD FAMOUS “DUTCH' 





‘ 
} 
| 
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BRAND QUALITY” \ . 


THE NEW TAPE 
THAT'S BETTER FOR 
A THOUSAND USES! 















Display No. 108— 
50 rolls in all colors 
and all widths—a 


real sales producer. 





Display No. 118 = 


24 rolls in all colors, 










Y2 widths only. 


OF THE EXPERTS Gy 















DUTCH BRAND 
COLOR W TAPE 


Do yourself and your customers a favor. Sell 
Dutch Brand Color Tape... the new viny! plastic 
sensation that has revolutionized the tape in- 
dustry. No product has ever offered such versa- 
tility for home, office and shop. You can literally 
do everything better with it. Order it today from 
your jobber—and watch the huge advertising 
backing produce business in your store. 
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LEAKPROOF 
LS 





RING 








on 


Duck-Bill 


BALLCOCK 


Patents 
2037737 
2089224 
2283945 
2246542 
2246543 





@ Prevents leakage—Nylon Seat elimi- 
nates corrosion 


@ Designed especially for Duck-Bill 
ballcock 


@ Automatic snap shut-off feature 


@ Standpipe and shank are one-piece 
casting 


FOR OLD AND NEW INSTALLATIONS —- WRITE FOR DETAILS 





Plumbing Brass Since 1890 
43 ROCKFORD BRASS WORKS 
ROCKFORD ° iLLINOTIS 
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more and more dealers 
are saying: 


Wrought Steel Butts 
Cat. R240 


ee as 
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17 6 z 
Builder's Special 
Cat 2540 


‘A good line of hinges to handle’”’.. . that’s 
the trade’s way of saying, “We like to sell 
Griffin products” ... “Griffin gives good 
service ... they back up their product... 
they never have and never will cut their 
quality . . . our wholesaler-supplier likes 
everything about the firm’s policy . . . and, 
our customers like the product.” 






Display them and you'll sell them—Griffin 
Hinges ... order by the carton... in any 
selections your customers want. 


NEW VISIPAKS — Order by 
the carton of individual VisiPak 
carded items. a 


== 
m 
Cat. =BB197 Template Butts, Button Tips 
with permanently attached Bearings 


“since 1899" 
MANUFACTURING CO. ERIE, PA. 
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For Easier Selling — Put these newcolorful cartons to work as silent _ 
: : ; oo . 


salesmen in your showroom. A full side shows 
your customers where Corrugated Aluminum in Rolls can be used. Helps 
you cash in on our national advertising that suggests Aluminum in Rolls 


for roofing—siding—fencing and decorating. 


voted to the kind 
of easy-to-follow installation instructions your cus- 
tomers appreciate. Keeps those instructions right on 
the job, too. Illustrations show your customers at a 
glance that this is the easiest roofing to put on. 


pletely seals in the 
corrugated rolls . . . keeps them free from dust, dirt, 
smudges, dents or scratches. Roofing in rolls means 
less storage space .. . now rolls in cartons make this 
revolutionary new roofing easier to store . . . easier 
to handle. 


Be the first in your area to sell the only 
aluminum roofing in cartons and build your 
sales and profits. Mail the coupon for details. 


Look at these sales extras: 


Rolis On... for faster, easier applications on any roof 
new or old. 


Unrolls Fiat... rolling out to the full length of the area 
to be covered. 


No Side Laps fo Leak ... one sheet goes the full length 
eliminating side laps. 

1001 Uses... perfect for roofing, siding, fencing and 
decorating. 

Available 28’ and 48°" widths. 

50-100 foot rolis. 

Mill Finish or Embossed. 


Ochiltree Potent 
No. 2,369,487 
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QUAKER STATE METALS COMPANY 
Dept. 28, Manheim Pike 


Lancaster, Pa. 


Please send me facts on the new QSM Corrugated Aluminum 
Rolls in cartons. 


Name 
Address 


City + State eesen 





Here’s why 


Carlon Plastic Pipe 
makes more money for you 









CARLON .. . the original plastic pipe... bas so is required ... gas lines, drinking water, low pressure 
1. many more plus features, it just about sells itself. More irrigation and sprinkler systems, chemicals and many 
customers ask for Carlon® by name than any other other materials. You make more profit with Carlon 
plastic pipe. You make more profit with Carlon because because you can meet more of the needs of more of your 


you sell more. customers more of the time. 


CARLON customers stay sold. Carlon makes plastic 
2 pipe so much better than anyone else knows how to 
make it. Customers see the difference the first time ire 
they fry it. And that written guarantee altac hed to ied ee allow = _ shipping and other 
every coil of pipe, is a mighty comforting persuader. important profit-making points. 
You make more profit with Carlon because it satisfies 
customers and they always come back for more. 


These are the basic reasons for the profits in Carlon. 





Other benefits include price protection, fair profit 


For complete details on the advantages of selling 


Carlon, write The Carlon Products Corporation, 












CARLON gives you a complete line. There's a Carlon 10225 Meech Avenue. Cleveland 5. Ohio. 
« Plastic Pipe for virtually every service for which pipe *® 
Write today ® Sv 
Sessa 
ARLO for catalog. S 
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10225 MEECH AVE. CLEVELAND 5. OHIO 
WORLD'S LARGEST MANUFACTURER OF PLASTIC PIPE 
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Plonts ot Corsicana, Texas; Cleveland, Auburn Corners, and Upper Sandusky, Ohio; Asheville, N. C.; 
Denver, Colo.; Kiomath Falls, Oregon, and Acton, Ontario, Canada. Research Center in Mantua, Ohio. 


A. 


56 HARDWARE AGE, OCTOBER 27, 1955 





. 


share of this very profitable business? 


é 


best sellers almost since time began. 


The replacement market alone, for 
threaded spindle knobs, runs into the 
millions. Thousands of homeowners come 
into retail stores every day to 

replace plastic knobs, other glass 

knobs and tarnished metal knobs with 
jewel-like glass knobs. 


Millions more use complete sets, with 
latches, in new home construction. 
Their low cost and fine performance give 
both buyers and sellers most 
for their money. 
People in all sections of the Country 
buy and use glass knobs. For proof just 
ask your countermen how many calls you 
get. Be sure you can supply glass 
knobs. Tegco glass knobs. Best 
sellers since anyone can remempbe1 

Jas ite : 
Metallon Products, Ince. 
2050 East 48th Street 
Los Angeles 58, California 
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‘It’s a good asset in the hardware business... 
says Mr. W. C. Myers 


about his new Pittsburgh Store Front 


MYERS HARDWARE COMPANY, INC., LUBBOCK, TEXAS, Front Metal®, beautiful, gleaming Pittsburgh Pol- 
owes much of its smart good looks and business ished Plate Glass, and a good-looking, double en- 
success to its eye-appealing Pittsburgh Store Front. trance Pittsburgh Door Frame. Architects: Brooks 
Pittsburgh Products used here include Pittco Store & Thompson, Lubbock, Texas. 














“W: have just moved into our new all sections of the country attest to to consider a Pittsburgh Plate Glass 
building, realizing a dream the improvement a beautiful, open- Store Front. For complete informa- 
f long standing,” says Mr. Myers. vision Pittsburgh Store Front can tion on Pittsburgh Products and 
“We have enjoyed a good business make in a retail business. Open- other interesting case histories on 
in our new location and greatly ap- vision store fronts have a fresh, in- successful store front installations. 
preciate the large Pittsburgh Plate viting appearance . . . they attract just send in the convenient coupon. 
Glass front of our store. It affords new customers, help make old ones Well send you a free copy of our 
good vision from the outside and __ better patrons. booklet, “How To Give Your Store 
natural light inside.” Whether you are planning to build the Look That Sells.” We will also 
Testimonials like this—from mer- —_a new store or to remodel your pres- _ be glad to give you a free estimate 
chantsin all sorts of businesses—from __ ent place of business, it will pay you on a new front. No obligation. 


BOOS OOOO O88 OEE OE 88242 EE 828 82222 EEE 4642 2E8S22S22E2E682E2E2S2S2E282E282625 





! 

Pittsburgh Plate Giass Company ' 

E Room 5385, 632 Fort Duquesne Bivd., Pittsburgh 22. Pa. : 

Store ronts. (OUT [] Please send me a FREE copy of your modernization ; 
: . booklet t 

e , sore [] Have your representative give me a free estimate on a 

an Tikes lee. new store front. ' 
i 

‘ b h Name : 

by Pittsburg ved 3 
- , hth anon ik at a et State ; 

' 


see eee ee ee ee ee ee ee ee ewe BE OE Oe OEE EE OE OOOO ee eee ee ee ee ee ee ow a! 


PAINTS - GLASS - CHEMICALS - BRUSHES - PLASTICS - FIBER GLASS 





Pitta x’ ew re AT CE eS ve ee COMPANY 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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FLEXIBLE SUPPLIES 
Harcraft 


i 


- 


f 
M 


a 


TUBING IS SILVER-BRAZED TO 
NOSE PIECE FOR EXTRA STRENGTH 


il 


NO WASTE — pre-cut to required lengths. 
SAVES TIME — and money. 
PACKAGED -— for the complete job. 





A FEW OF THE MANY MODELS OF HARCRAFT STOPS AVAILABLE 

















Stecks available in New York, Boston, Chicago, Atlanta, Los Angeles 


REPRESENTATIVES IN ALL PRINCIPAL TRADING AREAS & arcr aft 


DIVISION OF HARVEY MACHINE CO., INC. 
TORRANCE, CALIFORNIA 6 R A * a 











Harvey is a leading independent producer of aluminum extrusions in all alloys and all sizes, special extrusions, 
press forgings, hollow sections, structurals, rod and bar, forging stock, pipe, tube, impact extrusions, aluminum 
screw machine products and related products. Also similar products in alloy steel and titanium on application. 














antastic 15 second 
[paint will bring you. 
more money 


er second... soa 


_ ever made from 


a 











‘Whole new way . 
to make money from 


s below for details: 
7 today! 5 





Painting’s fun 
© with Cook & DUNN 2 
so is selling it! 





























introducing new 


Repeated requests from the trade have indicated a 


. strong consumer demand for the convenience of 
LO "0 push button painting in softer, flatter colors that are 


more in keeping with today’s “pastel look” in the 


home. Illbronze color technicians have formulated 
TRE COLORS by ’ 


12 of the most beautiful of these “Trend Colors’ 


R into an entirely new, additional line of 
é Spray-QO-Namel Brushless Paints . . . packed with 
the greatest sales appeal any aerosol paint ever had 
7 - ‘ . 
pray — to open new markets for you and Spray-O-Namel, 


America’s pioneer aerosol paint. 


in the new 15-oz. KiING-SIZE Economy can 


. +» for greater convenience, greater coverage in painting tables, chairs, 
shelves and alli interior surfaces-smali or large. Blends perfectly with modern 
home decorations ...no “running empty” before the job is done. 


THE WORLD'S FIRST BRUSHLESS PAINT TO GO DOMESTIC! Now a flatter, softer, 
more harmonious finish combined with the advantages of Spray-O-Namel’s improved formula. Fastest Drying 
. .. Jet quick in 5 minutes! Foolproof .. won’t bubble, won’t run, won't sag! Non-Toxic . . King-size too! 


Popular new metallics also available 


in the 15-oz. “trend color” line. 
Spray-O-Namel REGULAR is still best 
for hi-gloss finishing and re-touching of 
toys, wall brackets, radiators, bicycles, 
etc. America’s best selling 12-o0z. brush- 


less paint! 
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close as your nearest 


San Francisco, fornia 


Connecticut 
Bronson & Townsend Compeny 
New Hoven, 

The Conlin . Inc. 
Bridge s ut 
Lindquist Har Company 


Bridgeport 

The ‘iow England Supply 
Company 

New Haven, Connecticut 





Florida 
Railley-Milam Incorporated 
Miami, Florida 
Towers Distributing Company 
Jacksonville, Fiorida 


idaho 
Coeur D'Alene Hardwore & 
Foundry Co 


ry ’ 
Walioce, idaho 


IMinois 


Ace Hardwore Corporation 
Chicago, fifinoils 

American Wholesale Company 
Chi . Hinois 


Joliet, 

Cotter & 

Chicago, Illinois 
Indiana 

Merdwars Wholesalers 


ncorporoted 
Fort Wayne, indionoe 
Miller Brothes Hardwore 


Company 
Richmond, Indione 


The Schafer Company, inc. 
Decetur, | 
C. H. Trout Automotive Ports & 


Specialties 
indianapolis, indiana 
Veo Comp Hardwore & 

ron 





t, 
Meise! Hordwe.2 & Supply 
Boy Ci Mich 
Morley ga “Shasdwere 
Nay J 
Saginow, M 


chigan 
Northern Distributing Company 
West Branch, Michigen 


. gan 
Geo. C. Wetherbee & Compony 
Detroit, Michigan 


Minnesota 
Farwell, Oxzmun, Kirk & 


Compa 
Saint eg OO 
Janney, Sempie, Hill & Company 


nee Minnesota 
Kaye poration 


iis Incorporated 





-" 


No. 2500 
Syncro Tilting Arbor 
jig Saw 


RETAIL: $5995 “@- 


Syncro Family Jig 
aw 


RETAL: $9495 


YOUR NATIONWIDE 


SYNCRO 
LS 


Syncro Finish 
Sander Kit ( 4 
~ RETA: $] 995 2 


No. 900 
Syncro Heavy Duty 
Sander 


RETAIL: $3995 


> 


- HEAVILY ADVERTISED in Better 

















Seed 





NETWORK OF 
WHOLESALERS 


Neo. 900-D 
Syncro DeLuxe Kit 
RETAIL: $46? 


QUALITY 





-SYNCRO WHOLESALER! 


. 
, 


New Jersey 


New J 

te Gos, SE 

ven New Jersey 

Gloucester, New Jersey 
Hardware 


Newa 
N 





~ ee 
Nework, New 
Ches. J. Smith & ny 
Jersey City, New Jersey 
New York 
Albony Hordwore & 
Iron 


Al , New York 
Atias-West Corporation 


New 
Buffa 


Home Equipment 
and Herdware Company 
Albony, New York 
General Hordwore & Mill 
Supply ‘ 
New York, New York 
Herzog Supply Company, inc. 
neagt ew York 


goe ' 
Brooklyn, New York 


John Larrabee Company, inc. 


Amsterdam, New York 
Lewis end Kaziow Hardware 


von 
New York, New York 


Nodak Wholescle Supply 
Fargo, North Dokote 


W. H. Kiefaber Company 
Ohio 


Kruse are Company 

Cincinnati, 

P. & H. Wholescle Supply 
ny 

Akron, io 

The Stambough-Thompson 
y 


Tomaners, Ohio 


~ Homes & Gardens, Popular Mechanics, Etc. 

















Oklahoma 
Mideke Company 
Okiahoma ty Qtiahoma 
Richard 68. Risk Distributor, inc. 
Tulse, Oklchomea 


Pennsylvania 


Gabie's incorporated 
Harrisburg, Pennsylvania 
Horrisburg Hardware Company 
Harri , Pennsylvania 
Samue! Knight Hardware 


Pittsburgh, Rennestvante 
Steinmon Hardware 


e * oung and 
Allentown, nsylvania 


Tennessee 


Crismen Herdwore Compory 
Chattanooga, Tennessee 
House-Hasson 

Knorvilie, Tennessee 


Texas 

Builders Supply Company 
San Antonio, | exas 
Cullum & Boren Company 
Dalles, Texas 
Hu & Philp Hordwore 

ompony 
Dallas, Texas 


Utah 
The Salt Lake Herdwoare 


pany 
Selt Loke City, Uteh 


Vermont 


Strong Hardware Company 
Burlington, Vermont 


Washington, D. C. 


Fries, Beall & Sharp Company 
Washington, 0D. C 


Washington 


Jensen-Byrd Company 
Spokane, Washington 


West Virginia 
Kane & Keyser Hordwore 
Belington, West Virginia 

Wisconsin 

E. Garnich & Sons Hordware 
Ashiond, sin 
Ocho Whecseals 
Master Mechanic Manufacturing 


Co. 
John. Pritiio "Hardware 


een : in 

an's Ppely Equipment 
Compeony 

Green Bay, Wisconsin 


COMMBIAN 


MAGNESIUM LEVELS 


lighter - stronger + more accurate 
24-48-72-96 inch lengths . . . to meet every need 


Columbian craftsmanship reaches its peak in the new Columbian 
Magnesium Levels. Here are fine, precision tools to please the most 
particular user. 


Levels are made of extruded magnesium I-beams .. . not cast like 
many level frames. They are extremely lightweight— ' lighter than 
aluminum . .. preferred by workmen who find them easier and less 
fatiguing to carry, handle and use. And, because magnesium is one 
of the strongest of all metals, the extruded frames are virtually 
unbreakable. . . will last a lifetime. Unaffected by heat, cold, moisture. 
All edges and sides are absolutely smooth . . . parallel and 100% 
true. Columbian Magnesium Levels offer the ultimate in accuracy. 


Vial case and window are a one- 
piece unit of shatterproof, clear plastic 
which serves as vial holder and also 
as a protective lens. Individual vials 
are permanently assembled in each 





Comfortable, “easy-grip” hand holes 





A single vial assembly attaches te 
each side of level. In case of acci- 
dent, user can adjust or replace single 

Sturdy I-beam construction vial quickly, without removing other. 
24-and 48-inch 
levels Outstanding among many features of Columbian Magnesium Levels 
6 vials are their adjustable, replaceable vials. The vial unit is attached to the 
4 plumbs extruded frame by 2 screws (standard type that can be loosened or 
2 levels tightened by regular screw driver). This permits quick and easy adjustment. 





Levels are individually packed in Certified “LEVELPACK” shipping cartons. 


Use this table in ordering Columbian Magnesium Levels 





Level Length | No. | No. | Weight 
No. inches Plumbs Levels | Each 


724 24 4 2 1 tb., 1 oz. 
748 | 48 | 3 2 | 2 Ib., 2 oz. 
772 | 72 6 4 3 Ib., 3 oz. 
796 | 96 6 4 | 4 ib., 4 ox. 


COIUMBIAN VISE & MFG.CO. cleveland 4, Ohio 
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NOW ONE HACK SAW 
BLADE for CUTTING ALL 
THICKNESSES OF METAL 


Cuts your inventory 
Increases your sales 





® NEW DOUBLE EDGE BLADE 
© NEW SUPER SELL DISPLAY 
© EACH BLADE CARDED 





— 


CUTTING 
EDGES . . . ’ . . . 
This is something really NEW for Hand 


Hack Saw Blades. One double edge blade 


Se 


Omi (061 F088 


| HEAVY CUTTING 






Ont §BGt foe 


LIGHT CUTTING 





that handles all thicknesses of metal 
















cutting. 18 teeth on one edge for gen- 
eral heavy cutting...bolts, pipe and 
rod; 24 teeth on the other edge for 
cutting thin sections...sheet metal, 
light tubing, thin wall conduit, ete. 
HEAVY cutting and LIGHT cutting 


all on one blade. 


p18 


we 


ef 
: ae 
Bs 


tS 


ws met 


And these new double edge blades 


a 


Mee nie “ 


are individually carded and pack- 
aged in a real SELL display. This 


“ot } 


will give you impulse sales on 


—— 








what is often an accommoda- 
tion item. 


ws 
a ¥ 


Pe nad Lagog 8 Geet rT 






90 carded blades to the dis- 

play. Ask your jobber for 
this really NEW Hack Saw 
Blade. 













bata ely 








c 
Soles Representatives 


&. W. GRIFFIN CO 
IOS Duane street. New York i New York 


Please send me more information on the SEW Double Eder Grifin Hack Sow Blac 


Company 


L1ddress.—.. 





My Jobber i« 


[ 
| 
| 
! 
[ Name 
! 
| 
| 
! 
| 
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John H. Graham & Co. Inc., 105 Duane Street, New York 8, N. Y 














G. W. GRIFFIN CO. + FRANKLIN, NEW HAMPSHIRE 






25% more turnover in 


3M’s new self-service cabinets boost sandpaper sales up to 25%—give 
dealers more than 35% profit per deal! 





DEAL K-1. This profit-maker contains 5 sleeves of 3M 
“Production” Paper and 3 sleeves of “‘Wetordry”’ Tri-M-ite 
Paper. These are the “professional’’ quality abrasives pioneered 
ts in the consumer market by the 3M Company. The better 


4 a sanding results they bring means more satisfied customers and 
7 “i 7 repeat sales for you. Many dealers report “Production” and 
ad Production & Wetord ry “Wetordry”’ now outsell flint and emery 2 to |—and they give 
you more profit per sheet, too! Sturdy wood and Masonite 

Sandpaper cabinet—18” high, 1014” wide, 11” deep takes less than one 


square foot of counter space. 


FOR FASTER, EASIER SANDING! 
















y 


| Get these money-making 3M deals 
3 ...order from your 3M jobber! 


eum 1 SEES WETORDRY TRI-M-ITE PAPER $ 


0 
«#* 370-A Eas RY TRIM-ITE PAPER EF 








’ 
ed 
: 


cae’ Y 8 EE) WETORORY TRI-M-ITE PAPER VE 50 


DEAL K-2. Same cabinet size 
? as Deal K-1. Contains 5 sleeves 
RODUCTION FINISHING PAPER of 3M “Imperial” Flint Paper, 
%- 220 P TION FINI P 3 sleeves of “Crystal Bay”’ 

a Emery Cloth. 


PRODUCTION PAPER 
on St 


Me mPa Fm PAPEE 





oe) 
: => Garnet & Wetordry 


OPEN COAT Sand paper 


PRODUCTION PAPER *% 7 
M 





PRODUCTION PAPER 
OPEN COAT 


Cc DEAL K-3. Same cabinet size 
as Deal K-1. Contains 5 sleeves 
of 3M Garnet Cabinet Paper, 
3 sleeves of “‘Wetordry”’ Tri-M- 


ite Paper. 


vekiliesss, ati? 4 cuit, of” aici ie 


Mahe scr 





PRODUCTION PAPER _ 








Made in U.S.A. by Minnesota Mining and Mfg. Co. General Offices: St. Paul 6, Minn. In Canada: P.O. Box 757, London, Ontario. Export 
Sales Office: 99 Park Avenue, New York City. Makers of “SCOTCH” Brand Pressure-Sensitive Tapes, “SCOTCH” Brand Magnetic Tape, 
“3M” Adhesives,“ Underseal” Rubberized Coating, “Scotchlite’’ Reflective Sheeting, “Safety-Walk"’ Non-slip Surfacing. 
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only 1 sq. foot of space 


Sell on sight with these attractive new displays for ‘‘SCOTCH” 
Brand tapes featured by Arthur Godfrey on CBS-TV and Radio. 




































ew aid makes paathing easter 
pomnhing easer 
ScoTcn Masking Tape 
SCOTCH Masking Tape » handy dispenser 
n handy dispenser package: 
reir 
yp 
4 ae A 
J 
DEAL H-3. Colorful wire rack displaying 36 rolls of “SCOTCH” ; 
Brand Masking Tape in 3 sizes: 344” x 300”, 34” x 90 ft., 14” x 300”, 
Dispenser packages have exclusive “‘cutter-edge.’” Rack takes less ~ —> 
than one square foot of counter space, or can be hung on a wall. ‘ a 
DEAL H-4. Colorful wire rack displaying 48 rolls of “SCOTCH” 
Brand Masking Tape in 4 sizes: 44” x 300°, 34° x 90 ft., 44° x 60 yds. 
114” x 300". Packages have exclusive “cutter-edge.” Rack takes 
| less than one square foot of counter space, or can be hung ona wall 
MEW FORMULA! 
| Se nf , _ 
. CO = 
DEAL CP-1. Sturdy wire rack displaying 108 rolls of “SCOTCH” “SCOTCH” CELLOPHANE TAPE in 7 sizes. Catalog Nos. 
Brand Plastic Tape in six colors—two sizes: Y" x 108" and 44° 167, 157, 144, 135, 134, with handy utility dispensers: Nos. 176, 
x 108”. Tape is super-tough and stretchy for hundreds of home 175, economy refill sizes. 
° repairs, mending and decorating jobs. 





Order from your wholesaler today! 


Ihe term “SCOTCH” and the plaid design are 
tapes made in U.S.A. by 


SCOTCH 


registered trade naras for | 





r the more than 300 pressure-sensitive adhesive ail 
Minnesota Mining and Mig. Co., St. Paul 6, Minn slso makers of “SCOTCH” Brand Magnetic Pressure-Sensitive 
Tape, **t lerseal’’ Rubberized Coating, ‘““Scotchlite” Reflective Sheeting, “Safety-Walk”™ Non-slip Surfacing, "3M" Abra 
sives, M’”’ Adhesives. Export Sales Office: 99 Park Avenue, New York 16, N.\ 
Ontario 


Tapes 
In Canada: P.O. Box 757, London, 
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Can you identify these big sales points? 


1 Rust-proof aluminum insect wire screening can’t 
* stain siding or window sills—an essential advan- 
tage of modern screening! 


2 Fire-proof aluminum insect wire screening can 

* never be marred through accidental burning by 
matches, cigarettes or flying sparks—a hard-selling 
point of comparison! 


3 Good-looking aluminum insect wire screening 
* never needs painting—requires minimum mainte- 
nance — points that produce quick sales! 


4 Popular aluminum insect wire screening has grown 
* in sales at a faster rate than any other, as a replace- 
ment material. A fact that helps make sales easier! So 


order adequate stocks of aluminum insect wire screen- 
ing in a full range of sizes to meet the growing demand. 


While we do not make insect wire cloth, we do sup- 
ply the leading screening weavers listed below with 
Kaiser Aluminum Wire—nationally recognized for out- 
standing quality. 


Strong, durable, cladded Kaiser Aluminum Wire 
meets or exceeds commercial standards and federal 
specifications. 


Kaiser Aluminum & Chemical Sales, Inc. General 
Sales Office, Palmolive Bldg., Chicago 11, Illinois; 
Executive Office, Kaiser Bldg., Oakland 12, California. 





Promote the aluminum wire screening of these leading weavers — 


for big markup, big profits and for greater customer satisfaction! 


Alabama Wire Co.., Inc. Gulf Screen & Wire 

American Wire Fabrics Corp. Hanover Wire Cloth Division, 
Clark Wire & Supply Corp. Continental 

Donald Ropes & Wire Cloth, Ltd. Copper & Steel Industries, Inc. 


Keystone Wire Cloth Co. 
New York Wire Cloth Co. 
Pennwoven, Inc. 

Phifer Aluminum Screen Co. 


Seneca Wire & Mfg. Co. 

Spargo Wire Co. 

Standard Wire Cloth & Screen Co. 
Wire Products, Inc. 


aiser Aluminum 


setting the pace—in growth, quality and service 
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ee tt) a and still only°239! 


New 1956 
AMF De Walt 
is easier to sell 
than ever! 














Model MB-F 
34 hp motor, 9" saw 
cuts 2/2" deep, rips 24° wide 





Big new custom-built 

% hp motor— 

50% more power at no increase 

in cost — gives customers the power for 
any home woodworking job. 


New all-purpose saw blade cuts faster, easier... w£ 
cross cuts, rips, bevels, etc. 


New tamper-proof key switch gives extra safety in the home. > i \\AT b i 


All scales calibrated in single degrees — a *h da hele) 
are easy to read and set. 


Plus many other features...the 1956 De Walt is the finest 
value on the market, for your customers, for you. 








And selected dealer franchises are still available! 


. Write, wire, phone, 

. Get all these added profit advantages! or send the handy coupon, today! 
I Direct factory-to-you franchise—no middle men. 2 Selected “RAR Set creogee sat kona co aa aire carne a tacame 7" 
distribution, limited competition. 3 Convenient packaging - AMF De Walt inc., Dept. HA-55-10, Lancaster, Pa. 

. freight allowed to destination. 4 Established consumer ac- SS 
ceptance. 5 Year-long market—with high turnover. © Lib- 
eral cooperative advertising plan. 7 Factory demonstrators 


: ) Please send me full literature and price lists 
for local store promotions. 8 Powerful year-long advertising 7 

| 

| 

' 


[) Please hove District Manager coll 


NAME — 
in all markets. 9 Free point-of-purchase sales aids. 10 Free 
training for your salesmen at DeWalt’s own factory school. ADORESS — 
If Full line of profitable accessories for extra sales. a a so 


_——— 
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iuetration showing type! istole 
ten of PUUMB SHOP Bosie Suppy 
trom floor. Use of straight top monkes 


-. “— 


EASY TO NSTALL————C~S 


bends in any direction or shape 








PROFESSIONAL jOB 
for Do-It-Yourself Plumbing 





fle 
—T manct ofuet in the flexible tube te oct os 
rrr vy 





erTtTe~G // 


SIMPLE INSTRUCTIONS 
illustrated . . . step-by-step 








INDIVIDUALLY CARDED 
for full product protection 
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NO LONG EXPLANATIONS—— 
REQUIRED OF DEALER 
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i 
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LOGICAL ARRANGEMENT 


all parts for any job 





woxrmo$-— 4 Oma & 
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IDENTIFYING SIZE 


exact size stamped on every nipple 


NEATNESS 


Stainless steel flanges cover ‘rough-in’’ holes 


oy 





COMPLETE SELF-SERVICE 


customers wait on themselves 


CLEARLY MARKED TRAYS 


part number, size, picture and price 


CONVENIENT 


valves for under-fixture shutoff 
INDIVIDUALLY PACKAGED 


in window box with cellophane overwrap 








FREE MERCHANDISE — Send for the 4 page 
get free merchandise with each PLUMB“: SHOP 
Write Plumb Shop, 1341 Temple, Detroit 1, Michigan. 


atalog telling how you can 
bid WB MERCHANDISER 
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Kcep an extra can in the garage for 
ning car doors. generator, distriby- 

r.etc. Meghly penetrating 3-IN-ONe 
makes things run better—tast longer 
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SOUTH BEND 


PR 


7 
wth 





Precision Makes the Sellerénes 


Let your mie rons ter show you the difference Se 
tween South Bend and other lathes. Here precissoe 
6s measurable and oot a hollow clam. And vou h 
fad i reflected in your work professional qua! 
ity over the whole wide range of lathe operatrons 
Remember pre mnt the only measurement of 
a lathe. You want precimon, versatiiny aod depend 
ability you get « at its best in « South Bend 
Wrote for catalog 


SOUTH BEND LATHE 
SOUTH SEND 73. INDIANA 
Buriding Better Tools Since ) OA 


2 STANLEY w= 20 » ms 


re ere ee Ee Oe eo Se eee ee ee ee eee ee 
Beppe twee (FE The bre wie, Were. 
et the & Mew Gere Come 


ee es | 
, 


MECHANIX 
ILLUSTRATED 


A FAWCETT 


67 West 44th Street 


PUB 


‘a Ua ae a ee ee 








ITLL BE A LUCKY DAY FOR YOU when yow stock 
ICEGARD. We're not bragging, we're just going by what 
buyers who have put in ICEGARD tell us. It mooooves! And 
what ao mark-up! 

Once again, ICEGARD proves the adage, “Give ‘em 
something new, different, exciting and of good quality 
and you'll sell ‘em at a price on which you can profit.” 


HERE ARE THE HIGHLIGHTS: 


@ Light yet sturdy. Designs are uniquely molded right 
into the outer Fiberglas shell. Cannot peel, stain, 
scuff, mar, tarnish or wear off. Alcohol does not 
phase it. 

@ Cover snaps on tight as a drum, yet off-center knob 
makes it easy to remove. 


@ No bothersome handle. Upper curved rim is the 
handle. 


@ Keeps ice freezer-hard up to 24 hours. 
e@ ICEGARD can't leak or rust as inner liner is shock- 


resistant polystyrene molded into one piece... 
imperts no taste to ice cubes. 


And of course ICEGARD is going to be promoted... 
nationally by us and locally with stores on ca liberal co-op 
basis. First advertisement will appear in full color in the 
November 26th issue of THE NEW YORKER, just in time 
for the holiday trade. 


SEND TODAY FOR CATALOG AND PRICE SHEET 











6 Designs .. . Beautifully Colored . . . Startlingly Different 


x WwW 


TURQUOISE BURLAP 





GOURMET 





WHEAT BURLAP BOULEVARD CAN-CAN 





@ 


“ Contempein PRODUCT BY 


ki INDUSTRIES INE 1) West 42nd Street, 


New York, N. Y. 
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BROWNELL 
TWISTED VIA. LINE 


made from 100% DuPont NY ai 


Ae 






gif 


When buying Twisted Nylon Durable — it’s 4 times as strong as cotton! 


Mason Line, look for this , a ; 
Te aie! ECOnOmiIcal — additional tensile strength over cotton permits 


SEAMING e of smaller sizes — guins yardage, reduces cos 


, 100°% DuPont Nylon and scien- ; ; ; , Bad 
TIMI mia Practical — Your choice of 2 handy sizes — 1/4 Ib. size in 


amount of elasticity. 4” or 6” tubes at the same price . . . 1/2 and 1 Ib. tubes if desired. 


OTHER FACTS WELL WORTH 
NOTING ABOUT BROWNELL 
a NYLON MASON LINE 


Is mot affected by water — never has to be dried 





Mtg. & By 
ANY INC. 


* Twisted for proper amount of elasticity 
* Will not swell when wet 
* Flameproof 


* Absorbs much less water than cotton 





* Is mot affected by mildew 


* Much greater abrasive qualities than cotton 





* Is not affected by gasoline, kerosene, oils, paints, etc. 


% Ib. size (6” tube) % Ib. size (4” tube) * Superior to cotton in withstanding sunlight 


Popular Twisted Nylon Mason Line Sizes 
Carried in Stock for Immediate Delivery” 


Always specify 


FOUNDED (nm (064 










Number Approx. feet Approx. 
per % Ib. tube Break 
| 15 375 114 cana sadn 
) 18 275 146 the quality brand for over a century — made by 
Brownell & Co., Inc. the largest manufacturers of Nylon 
21 199 185 Seine Twine and serving the fishing industry since 1844. 


Write today for descriptive Catalog Sheet 





*Additional sizes can be made on special order. 
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You get an “extra” salesman... 


a safety switch display stand 
with the new Westinghouse 


“Switch with Safety 


promotion package 





Over 30° of the total market for fusible devices 
for the home, farm and small shop—a multimillion ; 
dollar business—is handled through retail hardware Here Ss what you get eee 
— gp — a co gions erage ee > A ele de play — 
motion elp you get a bigger share o 

valued at $15) 


profitable business. miieiiid me 
You sell a product of proved quality to prospects estinghouse satety switches 








who are pre-sold on the Westinghouse name—a BIG (retail value $55.40) 
name in electrical equipment. * A supply of handy safety switch 

A compact display stand stops these prospects application guides for your prospects 
right on the sales floor. While a simplified selector * 3 Newspaper advertising mats 
and application guide takes the mystery out of safety ° 
switches—makes it easier for your prospects to buy, All for just $33.24 
easier for you to sell. J-30192 





ASK YOUR WHOLESALE DISTRIBUTOR ABOUT PACKAGE NO. 100 


you can BE SURE...1¢ its 


Westinghouse © 
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To 
WESTINGHOUSE 


At Home On the Farm in the Shop 








vou canoe $ 


«fe Westi “ hous . 
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Three fas Moving 
Money-Makere from 






EVERY SEASON’S 
A SELLING SEASON 
FOR THESE 


THREE QUALITY LINES 


Here’s why! Customers recognize 
quality when they see _ these 
houseware items in your store. 
What's more, they recognize the 
famous Cream City Met-L-Top 
brand name because they've seen 
it in so many leading magazines 
through the _ years. Reasons 
enough to assure you far more 
sales...much more profit. 








MET-L TOP \ 


Last word in comfort for the house- 
wife. Model C-690 provides sit- 
down ironing...more knee room. 
Famous double-top construction, 
sparkling decorator colors. 









For more information on how you 

can set sales records with these 

famous items, write, wire or phone 
G.P. & F. today. 


GALVANIZED 
WARE 


Cream City makes over 
75 different galvanized 
products. A complete 
line... all popular sizes 
...hot dipped and sheet 
metal items. There's al- 
ways a ready market, 
and your customers value 
the better construction 
and quality they get 
from Cream City. 





PADS and COVERS 


Made right . . . to fit tighf. Yes, they fit snug and tight 
on all standard 54-inch tables. Sell the table— 

and get pad and cover sales, too. Attrac- 

tively boxed gs pod and cover 

set, or table cover only. 
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THERE 





MUST BE 


BIG 







MONEY 


IN IT! 


Almost two million Pearl-Wick units were sold in the past year to consumers 
throughout the country. There must be big money in it! Why else would 
so many dealers stock, promote and sell so many Pearl-Wick hampers? 
Add up these selling features yourself: 

© Self-ventilating Duroweve®, steel-ribbed fibre — no mildew — no odor. 

e Slim-rim, rust-proof frame — no posts to snag or catch. 

e Super-strength construction — no bending, no bulging 

¢ Washable, chip-proof, stain resistant finishes. 


The only completely merchandised Hamper Line backed by a consistent 
advertising program in America’s leading consumer magazines. 


There's big money in Pearl-Wick. Are you getting your share? 















Contact your distributor 
now or write for his name. 


PEARL WICK 


MANUFACTURERS OF AMERICA’S FASTEST SELLING 
UNE OF BATHROOM ACCESSORIES, NURSERY 
FURNITURE AND STOR/SGE HASSOCKS. 





Send in this coupon today. 
Pearl-Wick Corp. HA 10-21 
27-50 First Street, Long Island City 2, N. Y. 
Please send me complete catalog and price 
list of the three famous Pearl-Wick lines. 
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A Challenge! 


This message is addressed to hard- 
ware retailers who may not now 
stock Cyclone Hardware Products. 
To all such merchants, we say: place 
an order for some of each of the 
various Cyclone products. Set up an 
attractive, well-located display of 
these Cyclone Hardware Products 
alongside a display of similar prod- 
ucts from any other line you carrv. 
Then compare the sales results—and 
see why we say: people prefer prod- 


ucts with quality brand names! 





For Faster Turnover. 


HARDWARE 
PRODUCTS 


'T axe A LONG, CRITICAL LOOK at your stock of wire 
hardware products. Because such items take up more 
valuable floor and storage space than most other prod- 
ucts, fast turnover is essential if you’re to realize the 
proper profit on your investment. That’s basic. It just 


doesn’t pay to carry slow-moving brands. 


So, if you haven’t been selling as much wire screen- 
ing and fencing, as many gates, baskets, and steel mats 
as you think you should, you'll do better—a great deal 
better—with the popular Cyclone line. For here is a 


quality line with customer-acceptance second to none! 


When you stock and feature Cyclone Hardware 
Products with their nationally recognized USS Cyclone 
Red Tag label—you’ll sell more of these items than ever 


before and greatly increase your stock turnover. 


To be sure that you don’t miss a sale or lose a cus- 
tomer, check your stock now. If you’re short on any- 


thing, get in touch with your Cyclone jobber at once. 


CYCLONE FENCE DEPT., AMERICAN STEEL & WIRE DIVISION 
UNITED STATES STEEL CORPORATION 
WAUKEGAN, ILLINOIS - SALES OFFICES COAST-TO-COAST 
UNITED STATES STEEL EXPORT COMPANY, NEW YORK 


Convenient New Catalog makes it easier 
to stock and sell THE NO. 1 QUALITY LINE 


Here, in one convenient, file-size book is the most up-to-date information 
on such fast- -moving items as Cyclone Insect Wire Screening and Hard- 
ware Cloth, Cyclone Lawn Fence and Gates, Cyclone Catch-All Baskets, 
and Cyclone Flexible Steel Mats. 

If you haven't already received this useful book, ask your jobber for your 
copy, or write direct to Waukegan. It is the kind of quick- reference 
buyers’ guide you need. It is also chock-full of selling information— 
sound reasons why your customers will like Cyclone Hardware 
roducts. Yes, get this new catalog without delay. See for yourself just 
how complete the famous Cyclone line is. 





Turn To “CYCLONE” 
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REALLY MOVES GOODS! 
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If it’s by CYCLONE, it’s a better ‘“‘Buy”’ 
FOR YOUR STORE... FOR YOUR CUSTOMERS 


Ae NL NE LL TL RA Nr Se a eR a No 


LAWN FENCE - GATES - HARDWARE CLOTH - INSECT WIRE SCREENING - CATCH-ALL BASKETS ~- FLEXIGLE STEEL MATS 


USS CYCLONE <ee777 HARDWARE PRODUCTS 


: wNM ET € OD > ti&2 3 § ar ee 
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MV AZEY BRINGS YOU 


4‘. 
5 


ANOTHER FIRST... THE NEW 


Kwik-Kut Junior 














A NEW OUTSTANDING VALUE IN THE CAN OPENER FIELD! 
For fast action in your retail sales, stock the new @ Single Action—Fast, Easy-to-Use 
single action KWIK-KUT JUNIOR can opener by Fits F oo 
Dazey! Made to sell at a price—but with no sacrifice of © its Famous Dazey Wall Bracket 


traditional Dazey quality and service—this rugged 
opener has features that can’t help but capture ; : vis 

ae Never Needs Oiling 
the mass market. 


@ Super-honed Cutting Wheel 





| : Fully Guaranteed by DAZEY 
One motion of the handle is all that’s needed to set 


. + . . . . ‘ 
the can for cutting. Famous Dazite finish gives lasting 
brightness. Complete with wall bracket . . . only $1.95 
(Available with Magnetic Lid-Lifter $2.95) 1) A/ a 
Get the full story from your Dazey Distributor or write 


direct. Remember, it’s a Dazey for volume sales! St. Louis 7, Mo. 
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Dramatically 


inden 


the field 


TOTAL CIRCULATION with 


| /35¢ 629 


Popular Mechanics showed the largest circulation 


gain in the field—a gain almost fifty times greater 


than that of the next mag 


Here's the score... 


azine in the field. 





TOTAL CIRCULATION 


Circulotion 


POPULAR 
Pct. gain MECHANICS 
or loss LEADS BY 





POPULAR MECHANICS 1,354,629 


Popular Science 





1,212,418 


Mechanix Hiustrated 953,025 
eo —_——_ 


Science & Mechanics 549,301 





+ 102,859 + 8.2 
+ 2,090 + 0. 142,211 
3,667 401,604 


13,749 : 805,328 








® DOMESTIC CIRCULATION 


POPULAR MECHANICS 


also leads 
the field in: 


® SUBSCRIBER CIRCULATION 


NEWSSTAND CIRCULATION 
BONUS CIRCULATION 
ADVERTISING LINAGE 


Figures besed on June 30, 1955 ABC. shetements 


abuiay 4. , the BECT BUY /e voPuinn MECHANICS 
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new decorator styling for 


famous BUCH home barrows 


exciting new colors... new features 
for the best-selling BUCH “Whiz” Barrow! 


Feature for feature... 
BUCH gives you more! 


1. NEW TUBULAR UNDERCARRIAGE. The 
new “Whiz” really eats up shocks and bumps! 
And a wide plate brace gives the legs extra 
strength! 


2. SCRATCH-RESISTANT “AUTO-FINISH”! 
Developed for Buch by DuPont, after consum- 
er-preference surveys! Bermuda Green and 
Buff! Colors stay bright, finish stays smooth! 


3. NEW “LIP”—%" rolled edge around tray, 
for extra strength and a more ruggedly attrac- 
tive appearance! 


4. SEAMLESS TRAY. No seams to corrode or 
spread apart! Tray is sturdy pressed steel. 


5. CHOICE OF WHEELS AND BEARINGS! Get 
the new “Whiz” with a 10 x 2.75 semi-pneu- 
matic tire on a welded, ball-bearing wheel (in 
fully-packed single carton), or order it witha 
10 x 2.75 tire on a welded, plain-bearing 

NATIONALLY ADVERTISED wheel (in fully-packed single cartons, or semi- 


pack—trays nested, parts in individual cartons). 


x; a C Fi Lawn Care Equipment 


IN THE SATURDAY EVENING POST 


er 


AMERICA’S COMPLETE LINE OF ROLLING LAWN CARE EQUIPMENT 
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— 
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New Barrows Lawn Rollers Power Edger New Lawn Carts 


Buch Manufacturing Co., Elizabethtown, Pa. 








3 Big 


Leaders 


w DIXIE’S 


new 


MODEL R1-20 


ALL NEW 3-Wheel Design: 
Direct Drive Rotary; 2 hp, 
vertical shaft, 4-cycle en- 
oy Also available in 18°". 


~ \ Pw 


MODEL D-3 


COMPLETE POWER 
MOWER LINE 


MODEL R2-20 


COMPANION MODEL 4-Wheel Design: 
Direct Drive Rotery; 2 hp, vertical 
shaft 4-cycle engine. Also in 18'". 


> 


REEL TYPE with automeotic 
clutch, fingertip control; 18°° 


and 20 


Here's your chance to get behind Dixie's Complete 
Line for the biggest power mower year of them all! 
Sell Dixie's top-seller, the Rl three-wheel design . . 


or its companion, the R2 four-wheel! Make more 


DIXIE 


POWER MOWERS 


“The Grass Always Looks 
Greener in a Dixie Yard!" 
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profits, more sales with the power mower that out- 
strips all others—DIXIE! 

SEE YOUR JOBBER TODAY OR WRITE FOR 
CATALOG, PRICES, COMPLETE INFORMATION. 


see ee Se SS eS eS Se eS eS SS eS eS eS eS eS SS eS ee eS eS eS eS eS eS eee eee ee 
DIXIE POWER MOTORS 

SOUTHLAND MOWER COMPANY 

SELMA, ALABAMA 


Send me complete details on how | con moke bigger soles, bigger 
profits with Dixie! 


NAME 
ADDRESS 


ciTy STATE .. 


ROTARY * HAND * REEL TYPE * ELECTRIC 
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new decorator styling for 
famous BUCH home barrows 


exciting new colors... new features 
for the best-selling BUCH “Whiz” Barrow! 














Feature for feature... 
BUCH gives you more! 


1. NEW TUBULAR UNDERCARRIAGE. The 
new “Whiz” really eats up shocks and bumps! 
And a wide plate brace gives the legs extra 
strength! 


2. SCRATCH-RESISTANT “AUTO-FINISH”! 
Developed for Buch by DuPont, after consum- 
er-preference surveys! Bermuda Green and 
Buff! Colors stay bright, finish stays smooth! 


3. NEW “LIP”—%" rolled edge around tray, 
for extra strength and a more ruggedly attrac- 
tive appearance! 


— 4. SEAMLESS TRAY. No seams to corrode or 
spread apart! Tray is sturdy pressed steel. 


5. CHOICE OF WHEELS AND BEARINGS! Get 
the new “Whiz” with a 10 x 2.75 semi-pneu- 
matic tire on a welded, ball-bearing wheel (in 
fully-packed single carton), or order it witha 
10 x 2.75 tire on a welded, plain-bearing 


NATIONALLY ADVERTISED wheel (in fully-packed single cartons, or semi- 


pack—trays nested, parts in individual cartons). 
° 
al 0 ¢ a Lawn Care Equipment 


IN THE SATURDAY EVENING POST 





AMERICA’S COMPLETE LINE OF ROLLING LAWN CARE EQUIPMENT 
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New Barrows Lawn Rollers Aerators Power Edger New Lawn Carts 


Buch Manufacturing Co., Elizabethtown, Pa. 
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3 Big Leaders 


_» DIXIE’S 
new “an me 














\ MODEL R1-20 \ 
ALL NEW 3-Wheel Design: = 
\ Direct Drive Rotary; 2 hp, — ££ MODEL R2-20 
’ vertical shaft, 4-cycle en- == COMPANION MODEL 4-Wheel Design: 
. gine. Also available in 18'". Direct Drive Rotery; 2 hp, vertical 
: 18°". - shaft 4-cycle engine. Also in 18°’. 





> 






MODEL D-3 
REEL TYPE with automatic 
clutch, fingertip control; 18°' 
end 20°’. 






Here's your chance to get behind Dixie's Complete profits, more sales with the power mower that out- 
Line for the biggest power mower year of them all! strips all others—DIXIE! 
Sell Dixie's top-seller, the R1 three-wheel design... SEE YOUR JOBBER TODAY OR WRITE FOR 


or its companion, the R2 four-wheel! Make more CATALOG, PRICES, COMPLETE INFORMATION. 


‘ SOUTHLAND MOWER COMPANY 
- SELMA, ALABAMA 
- Send me complete details on how | con moke bigger sales, bigger 
P . ’ profits with Dixie! 
POWER MOWERS 1 NAME 

' 
- ADDRESS 
' 

“The Grass Always Looks S  soem oe — bo, ew 
' 

: Greener in a Dixie Yard!" =* ROTARY * HAND * REEL TYPE * ELECTRIC 
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Here’s the PERFECT COMBINATION for BIG, NEW PROFITS! 


New DORMEYER | 
Power Iool Line | 


1. Lowest investment in the industry! 


2. Complete line... quality -built for professional performance sunee 
ooo OF eas y-to-reach prices! FEATURE-PACKED 


3. Most liberal, uniform profit margins! Yo" DRILLS! 
4. New $1,000,000 Perry Como TV Show for sizzling traffic 
and faster turnovers. 


5. Dormeyer— world-famous name in electrical equipment! 
You just can’t beat that combination! 


Regardless of what power tools you now carry .. . the new 
Dormeyer Power Tool Line hits a brand new market: millions 
of homeowners and craftsmen who want professional quality 
at low prices. On this basis no other line competes with Dormeyer! 


Model 220—'4” Drill with famous Geared Chuck 
47% more torque! 


Dormeyer’s finest! Precision-cut alloy steel gears. Extra-long- 
life ball bearing construction. Extra-long handle for easier 
gripping. Built-in switch lock. Exclusive nena armature 
ock for easiest removal of chuck. Capacity in 

steel, 4"; in hardwood, %". Retail Price 

Model 210, also with Geared Chuck, Retail Price $24.95 


Model 200, with exclusive Wrench-Lok Chuck, Retail Price $21.95 


THREE 
NEW SAWS WITH 
EXCLUSIVE 


TWO RUGGED 
PEATURES! 


Ye" DRILLS WITH 
SUPER-TORQUE 
DRIVE! 


Model 720—Portable saw with 6" Blade 


Never before has any saw offered ai/ the features of Dormeyer saws! 
Professional quality throughout! All ball bearing and needle construc- 
tion. Exclusive eye shield protects eyes from flying chips makes cut- 
ting edge always visible. Cuts 2” lumber at 45° bevel with blade to spare. 
Fingertip adjustments. Blade guard telescopes automati- 5 

cally. Stands up to most rugged journeyman use. Retail Price . 69.95 


Model 710, $89.95 and Model 700, Retail Price $49.95 


Touagn 


MR. DEALER... Model 520—%” Drill with Famous 
Hottest Offer of the Year! Geared Chuck 


47.3% more torque! Extra-powerful motor, 
Powerhouse Promotion No. 182 built by Dormevyer. Bal! bearing construc- 
with FREE Display! tion Hardened steel gears Balanced de- 
rod sign for easier handling. Removable pipe 

A sure-fire sales promotion! Comes handle. Beautiful polished sil- 
all assembied, in heavy-duty con- ver finish. Retail oe $49 95 
: ball thrust 


rower Feo. 


struction, four striking colors, com- hea ' 
jlete with sales literature. Contains Mode! 510 ones ater why Mae: on , 
Model 330 Drill Kit, Model 200 4’ SSGTING GRE oniflubricating Searing 
Drill, Model 220 Heavy-Duty \’ Rated Price $09.96 
Drill and Model 700 Power Saw. 
Entire package costs you only $865.50 


POWER TOOL DIVISION 
Your quick profit $51.30! 


DORMEYER CORPORATION 


CHICAGO 10, ILLINOIS 
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for you, VLCHEK meow... 


Each Vichek item is a best seller. You can buy 
Vichek Tools with confidence, display them 
with pride, sell them at a handsome profit! 



































Here’s how two typical stores 
Sell MORE Stanley -Handyman Toois 


Ralph French of Oakwood Hardware in West Hartford, Conn., sells 
the plus features of the Stanley-Handyman X246 Zig-Zag Rule to a 
customer stopped by the Stanley-Handyman wall unit tool display. 


@ KSTANLEY 





This Is A Hot Label on a Hot Line 


Popular Priced Matched Tools 





For All Your Customers! 


ee ee 
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TOOLS 


Stanley-Handyman is a short line of 
fast turnover tools for the “Do-It- Your- 
self” market. It’s easy to stock and easy 
to sell. Your customers buy these hand- 
some red and grey matched tools with 
pleasure, and come back to your store 
for more. They buy Stanley with con- 
fidence — it is the known name for 
tools. 

Buy Stanley-Handyman, open stock 
orina Tl Unit — 171 tools — 95 dif- 
ferent items with our sales tested wall 
display, island display, Pexto conver- 
sion unit, or for your own fixtures. Be 
one of the smart dealers who know 





Leigh Simms of Simms Hardware, Minneapolis, sells a “‘Do-It-Your- 
self’ customer from the Pexto Tool Bar converted to a Stanley- 
Handyman Merchandiser by using Stanley’s free conversion kit. 


that Stanley-Handyman does increase 
tool sales. 

Ask your wholesaler about Stanley- 
Handyman, or write Stanley Tools, 140 
Elm St., New Britain, Conn. Ask about 
the matched tool line and display fix- 
tures. We'll send full details, including 
particulars on the conversion kit for 
Pexto Tool Bars. 


Stanley-Handyman from 
The Tool Box of the World 


The Stanley Works 





New Britain, Conn. 


TOOLS « ELECTRIC TOOLS «© HARDWARE «¢ STEEL « STEEL STRAPPING 
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A report of the 


Atlantic City Convention 


the 61st annual convention of the 


A Special Report 
By Hardware Age 


National Wholesale Hardware Association 


the 45th annual meeting of the 


National Assn. of Sheet Metal Distributors 


109th semi-annual convention of the 


American Hardware Manufacturers Association 


Convention Highlights 
President's Address 
Conference Booth Meeting 
Dealers’ Competi ion 
Central States Banquet 
Construction Outlook 
Presidents’ Reception 
Unit Pricing 

X-Club Meeting 
Catalog Costs 

40 and Under Breakfast 


Ladies’ Luncheon 


Office Machinery, a panel 
AHMA Officers 
NWHA Officers 
NASMD Officers 
Warehouse Operations 
Distributors’ profits 
Slitting Services 
White Rust Problems 
IRHA Budget Plan 
Steel Industry Outlook 
Asphalt Roofing 
Developing Markets 











The need for more net profit at 
the wholesale level and how the 
profit situation can be improved 
through better management and 
improved operating practices was 
the theme of the Atlantic City con- 
vention held Oct. 23 to 26. 

This was the 6lst annual conven- 
tion of the National Wholesale 
Hardware Association, the 109th 
semi-annual convention of the 
American Hardware Manufactur- 
ers Association, and the 45th an- 
nual meeting of the National Asso- 
ciation of Sheet Metal Distributors. 
The three associations jointly spon- 
sor the convention. 

“We are barely exchanging a 
new dollar for an old,” declared 
Charles L. Hildreth in his presi- 
dent’s address at the opening ses- 
sion of the wholesalers’ convention. 

Manufacturers share in the re- 
sponsibility for a better net profit, 
Mr. Hildreth declared, in providing 
adequate gross profits on items on 
which they control resale prices 
and added that “some manufac- 
turers have added distributors 
without any selectivity, thereby 
encouraging actual price cutting 
and discount selling.” 

Wholesalers should “not blame 
it all on the manufacturers or ex- 
pect them to solve all our problems 
for us,” he continued in pointing 
up the wholesalers’ share of re- 
sponsibility for the situation. 

“Let’s have more courage to say 
‘No’ when our judgment so dic- 
tates,” he continued. 

“Let’s have less fear of our own 
fellow competitor and more confi- 
dence in sound business practices. 
“Let us be selective also in the 
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Highlights need for more... 


lines we carry and put our efforts 
on the lines we are compensated 
for. 

“Let’s have the guts to say ‘No’ 
to this rat race for volume without 
profit for the glory of the manu- 
facturer. He is not as much ta 
blame for it as we are.” 

The election of officers brough! 
new presidents to two associations. 
Mark J. Lacey, of Peck, Stow & 
Wilcox Co., Southington, Conn., 
was elected president of the manu- 
facturers’ association. Roger K. 
3ecker, of the Ohio Valley Hard- 
ware Co., Evansville, Ind., was 
elected president of the sheet metal! 
distributors association. Mr. Hil- 
dreth, Emery - Waterhouse Co., 
Portland, Maine, was re-elected 
president of the wholesalers’ asso- 
ciation. 


New products aid profits 


A report by the product and in- 
formation committee of the sheet 
metal distributors association 
showed that steel and aluminum 
curtain walls will be stocked by 
sheet metal distributors for homes 
and smaller commercial buildings. 
Corrugated plastic window panes 
are another new product of dis- 
tributors. 

Distributors also are on the 
lookout for new tools and equip- 
ment according to the report made 
by Louis F. Demmler, chairman, 
of Demmler Bros. Co., Pittsburgh, 
Pa. 

New products and new methods, 
the report indicated, have _in- 
creased gross margin by 1% to 
2 percent. 

Catalog standards, unit pricing 
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Wholesale net profits 


and decimal packaging were re- 
viewed in formal papers, and the 
wholesalers adopted resolutions 
supporting the work of the com- 
mittees on these operating prob- 
lems. 

The resolutions urged manufac- 
turers to follow the recommended 
standards on catalogs and that 
wholesaler members call these 
standards to the attention of their 
suppliers; urged manufacturers to 
change to decimal packing where 
practical and to do it on an indus- 
try basis if possible; and urged 
manufacturers to adopt unit pric- 
ing. 

The wholesalers also adopted a 
resolution to continue support of 
efforts at the federal government 
level to tax cooperatives and to 
support the work of the National 
Tax Equity Association. 
interested in 
new office machinery and methods 
to speed the handling and to cut 
costs on order handling, invoicing 
and billing, and a panel discussion 
on office machinery ended in a 
lively question-and-answer period 
from the floor. 

New methods, 
wholesalers reported, have reduced 
errors in neglecting to fill orders 
or to bill them, in pricing, and in 
writing up orders. Service to deal- 
ers has been improved by getting 
out invoices with shipments. 

Other panel sessions on ware- 
house operations, and on the budget 
program of the National Retail 
Hardware Association were well 
attended and indicated much in- 
terest in operating and dealer mer- 
chandising problems. 


Wholesalers are 


machinery and 
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Registration was 116 more than 
at last year’s convention, or 2597 
against an all-time high of 2659 
in 1953. The manufacturers asso- 
ciation reported a net gain of 15 
members this year, and the whole- 
salers gained 41 members. 


, Sales by wholesalers for the first —- 
' ‘ = reside 
nine months of this year were 7 
percent greater than for the same CHARLES L. HILORETH 


1954 months, Thomas A. Fernley, 
Jr., executive secretary, reported 
at a wholesalers’ session. Septem- 
ber sales were 11 percent ahead 
of September of last year. Ac- 
counts receivable as of Sept. 30 
were up 10 percent over the same 
1954 date, while inventory was up 
4 percent. The figures represented 
business activities of 136 member 
firms. 





Mr. Fernley also pointed out the 
rise in sales among various kinds 
of retail stores. Taking 1935 as a 
base year at 100 percent, he re- 
ported hardware retail sales were 
580 percent and hardware whole- 
sale sales 530 percent last year, 
against department and mail order New AHMA 
sales of 357 percent and variety President 
store sales of 345 percent. MARK J. LACEY 


























Presidents greet guests 





The social activities of the con- 
vention began with the Presidents’ 
Reception and then the dinner and 
entertainment of the Central States 
Hardware Club. 

James Perry, president, presided 
at the Central States dinner, and 
was presented with a silver bow! 
by J. Earl Jones, of P & C. Hand 
Forged Tool Co. Rol. B. Plumb, 
Keuffel & Esser Co., led singing of 
the national anthem. Brief ad- 
dresses were given by Herbert 
Megran, past-president of AHMA; 
Franz T. Stone, AHMA president; 


and Mr. Hildreth, NWHA presi- New NASMD 
dent. Jack Kilty, of Lou Braden President 
Associates, sang several songs. ROGER K. BECKER 


On the second and third eve- 
nings there was informal dancing. 

















An inspirational address was 
given by Dr. Kenneth McFarland, 
General Motors educational con- 
sultant, of Topeka, Kansas. 

For the ladies there was a spe- 
cial entertainment program with 
boardwalk chair rides, and a la- 
dies’ luncheon addressed by a radio 
commentator on the Washington, 
D. C., political scene. 
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Presidents Address 





by Charles L. Hildreth 
President 

National Wholesale Hardware 
Assn. 

and President, 
Emery-Waterhouse Co. 
Portiand, Maine 





Charles L. Hildreth 
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[Opposite page) Officers and executive committee and 
advisory board members of the National Wholesale Hard- 
ware Association, who directed the 1955 convention. Clock- 
wise, left to right are: George A. Fernley, managing director; 
W. W. Conde, W. W. Conde Hdwe. Co., and Burrows Mor- 
ley, Morley Bros., executive committee; Henry J. Allison, Alli- 
son-Erwin Co., William P. Tracy, Tracy-Wells Co., and Wil- 
liam A. Parker, Beck & Gregg Hdwe. Co., advisory board 
members; W. W. French, Jr.. Moore-Handley Hdwe. Co.. 
Inc., vice-president; Charles L. Hildreth, Emery-Waterhouse 
Co., president: John S. Stiles, Morley-Murphy Co., vice- 
president; Thomas A. Fernley, Jr., executive secretary; How- 
ord W. Price, Salt Lake Hdwe. Co.; Joe W. Pitts, Brown- 
Roberts Hdwe. & Supply Co., Ltd.; Spencer W. Cram, W. 
Bingham Co., and E. H. McLaughlin, Union Hdwe. & Metal 
Co., executive committee members: Robert C. Fernley, 
NASMD secretary. Inside, clockwise, left to right are: Lee 
J. Haines. E. E. Souther Iron Co., vice-president of NWHA 
and president of NASMD; Sterling W. Tucker, Fones Bros. 
Hdwe. Co., executive committee: Edward F. Pritzlaff, John 
Pritzlaff Hdwe. Co., advisory board: James P. Townley, 
Townley Metal & Hdwe. Co., executive committee: R. M 
Miller, Railey-Milam, Inc., and John H. Mize, Blish, Mize & 
Sillimon Hdwe. Co., advisory board. 
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* |... what we need most of all is 
the simple virtue of the courage 

to say ‘No’ to the foolish practices 
in which we indulge...” 


If I had a subject for this report, it would read: 
what in H is the matter with us and what are we 
going to do about it? 

The first part of this subject can be very easily and 
quickly disposed of. The matter is we are operating 
as a group with little if any profit. 

In July of this year all members of this association 
received a letter from our headquarters carrying an 
analysis of what has happened to our profits in the 
past five years. This figure has shrunk, in profits be- 
fore taxes, from 6.26 percent in 1950 to 2.80 in 1954 
or down 55 percent, and in profits after taxes from 
3.70 to 1.43 or down 61 percent in the five year period 
and the trend has been steady and relentless over each 
successive vear. 

The second question, what are we going to do about 
it, is much more complicated and difficult to answer, 
with plenty of room for honest differences of opinion. 
These figures quoted were forwarded to you with 
malice aforethought so you could come to this conven- 
tion in the proper frame of mind and well prepared 

I wonder if the manufacturers with whom we are 
doing business would care to lay before us a com- 
parable set of figures. We, I’m sure, would like very 
much to see them. 

When we are reading the Wall Street Journal or 
other financial news, let’s take our eye off the stock 
market and give a gander to the reports of some of 
our suppliers and compare their earnings both per 
dollar of sale and also on a basis of invested capital 
with ours. It might be worth our while. From the 
reports I have observed, the manufacturers’ profits 
both on a basis of per dollar of sale and on a basis of 
invested capital would be from five to eight times 
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what our industry shows. 

We should not begrudge the suc- 
cess of our manufacturing friends. 
We should congratulate them. 

Could it be they are not aware of 
their partners’ predicament? After 
all, we have only been preaching 
about this situation for four or 
five years. 


Well, let’s get the attention of 


ee rd ue ~ . our manufacturing friends. In get- 
oe ce Mf ' ting their attention, let’s not draw 
- ™ s = 630©a bead on the manufacturer who is 4 
giving us adequate margins even 
if he is doing a lot better than we 
are, but let’s fight to get an ade- 
quate margin where it is not being 
” given to us. 
“ 
> Courage to say no 
1 Let’s have the courage to say 
>. “No” on handling lines that do not 
om carry an adequate margin. 
~ Let’s have the courage to say 
~ “No” when we are not given the 
= 2 percent cash discount which we 
= in turn have to allow our custom- 
~ ers both as historical trade custom 
om and as a matter of practical ad- 
_ ministrative operation. It costs us 
* more to segregate the few lines 
é that do not allow the 2 percent 
= than it does to allow it across the 
om board and it eliminates arguments 
= and confusion as well as expense. 
ge: Nothing could be more stupid or 
ha unfair, however, in analyzing our 
S problems than to place all the 
> blame or responsibility for our 
v poor record on the shoulders of the 
> manufacturers. That would just be 
t playing the part of an ostrich. 
~ 
We gave away margin 
The record will show that. time 
and again, when an adequate mar- 
gin has been provided, we ourselves 
have been guilty of giving it away 
either in fear of our own competi- 
tors or in a stupid attempt to be 
smart alecs and get the jump on 
one of our own industry. I cannot 
put it more succinctly than to : 
quote one of our own members 
when he wrote, “How we love to 
slit our own throats.” : 


Even in this situation the manu- 
facturer is not without responsibil- 
ity. We admit that we may have 
some incorrigible members, but the 
manufacturer alone chooses his dis- 
tributors. 
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A little more selectivity on the 
part of manufacturers would do 
more to correct this situation than 
the pretense of relying on fair trade 
laws which most manufacturers 
make little or no effort to enforce. 
Our hat is off to the few manufac- 
turers who have made an honest 
effort to enforce fair trade. We owe 
them our allegiance and support. 

What is going to happen to fair 
trade is a moot question. “No law 
is any better than the public opin- 
ion that supports it.” You cannot 
legislate morality, the prohibition 
law proved that. I, for one, do not 
believe that laws are the answer to 
economic ills. 

The study of history is supposed 
to be valuable in that by its lessons 
we are able to cope with the present 
and the future. Taking this as a 
cue, | have spent some time in read- 
ing the records of the early meet- 
ings of this association in hopes of 
finding some pearls of wisdom 
from our founding fathers that 
would help us in our present prob- 
lems. I was disappointed. 


The first meeting in 1895 


As a lawyer by training, I am 
convinced that, as of today if we 
should attempt some of the an- 
swers tried then, some of us might 
land in jail or maybe we would be 
lucky enough to get off with bank- 
ruptcy from fines. 

I have the record of the second 
annual meeting of the National 
Hardware Association held in Phil- 
adelphia in 1896. In passing it is 
of interest to note that this associa- 
tion was formed in 1895 in Cleve- 
land with 28 firms. At the second 
meeting there were 95 firms pres- 
ent. Checking last year’s meeting, 
68 years later, I found that there 
were 39 firms represented, which 
were at the second meeting in 
1896. I think that is a pretty good 
record of survival. 

The executive committee was 
then made up as follows: 


F. P. Strong, Farwell, Ozmun, 
Kirk and Co., St. Paul; Brace, Hay- 
den, Dunham, Carrigan & Hayden 
Co., San Francisco; Theodore D. 
Buhl, Buhl, Sons and Co., Detroit: 
John Bindley, Bindley Hardware 
Co., Pittsburgh; William Chamber- 
lain, The Emery-Waterhouse Co.., 
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Portland, Maine; Col. Morris B. 
Belknap, W. B. Belknap & Co., 
Louisville, Ky. 

Going back to the records of the 
second meeting in 1896, we found 
under discussion for example a mo- 
tion: “We support the executive 
committee on all arrangements 
made with manufacturers for our 
benefit.” etc. 


The motion came up in connec- 
tion with the practice of a certain 
nail company selling the grocery 
trade. 


We may as well disband 


The discussion was acrimonious 
indeed. To quote one, “if we cannot 
uphold the hands of our executive 
committee, we may as well disband 
the association right now. This 
matter is not play, it is busi- 
ness and unless we can bring our 
minds so that we are prepared to 
do everything in our power — in 
order to maintain the character of 
this organization we might as well 
stop.” 

In short, in those days there were 
no legal questions involved as far 
as collusion, price maintenance, and 
restraint of trade were involved. 
As one member said, ““Are we brave 
enough to right this wrong? Shal! 
we ring the old Liberty bell and 
proclaim our independence? Are 
we strong or are we weak?” 

They did things with a big stick 
in those days and the only question 
was whether the stick was big 
enough. 


| wish to apologize 


I learned something else from 
perusing these old records. | have 
always blamed some of my con- 
temporary Boston competitors as 
city slickers for starting this 
frankenstein monster of free de- 
livery. I wish to apologize to them. 
Let me quote from record of the 
1895 meeting: 

“One year ago last July the hard- 
ware jobbing trade throughout the 
country saw fit to abolish the cus- 
tom of charging package and cart- 
age, a custom that has stood for 
many years and a custom that was 
founded on right and justice to all 
parties concerned. I am here to 
criticise the wisdom of the course 
taken at that time and my reasons 
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for it are that it was foolish, un- 
businesslike and unnecessary and I[ 
think you will agree with me that 
all have suffered in consequence. 
Not only the promoters of the 
scheme but we ourselves!” 

Following a discussion a motion 
was made that they adopt a charge 
for case and cartage. This was put 
to a standing vote for tally and 
every man in the room rose and the 
clerk declared the motion unani- 
mously carried! Well, that appar- 
ently took care of that problem, or 
did it? 

Still trying to solve some of the 
hardware problems that existed in 
the late 1920's, a hardware council 
was formed to analyze and report. 
This council had representation 
from manufacturers, distributors 
and retailers. 

In September of 1929, it made 
its report. I would like to quote 
from its conclusions and recom- 
mendations under the title of prob- 
lems of wholesalers: 


Extravagant and wasteful 


“Tt is common knowledge that as 
a result of their competitive strife 
wholesalers are rendering so-called 
service, much of which is extrava- 
gant and wasteful, and most of 
which was never originally de- 
manded nor requested by retailers. 

“Examples are seen in the exten- 
sion of store door deliveries, the 
reversing of telephone charges and 
other allowances which have con- 
tinually increased overhead. 

“Since the cost of such unneces- 
sary and uneconomic service can 
be eliminated only through coop- 
erative effort, all wholesalers should 
work to a common purpose. 

“They should require that tele- 
phone charges be paid by those 
who initiate the calls, and refuse 
to accept calls conditioned upon the 
charges being reversed. 

“Effort should also be directed 
to the limitation of truck deliver- 
ies to the city in which the whole- 
saler is located. 

“All special service to retailers 
should be in keeping with sound 


(Continued on page 144) 
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How Dealers Can Meet Today's Competition 
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by J. T. Samuel 

Wickliffe Wholesale Division 
Stambaugh-Thompson Co. 
Youngstown, Ohio 


< 





Opposite page—Officers, who directed the 1955 conven- 
tion and some of the members of the executive committee 
and advisory board of the American Hardware Manufac- 
turers Association. First row, left to right: Harold F. Sey- 
mour, Columbian Vise & Mfg. Co.; H. B. Wilson, Mathias 
Klein & Sons and Robert G. Thompson, Lufkin Rule Co., 
advisory board members; C. M. McCreery, Revere Copper 
& Brass Inc., Rome Mfg. Co. Div., vice-president; Mark J. 
Lacey, Peck, Stow & Wilcox Co., vice-president; Franz T. 
Stone, Columbus McKinnon Chain Corp., president; B. 8B. 
Wood, Wood Shovel & Tool Co., vice-president; George H. 
Halpin, Minnesota Mining & Mfg. Co., advisory board; and 
A. S. Johnson, National Carbon Co., Div. of Union Carbide 
& Chemical Corp., executive committee. Second row, left 
to right: John S. Tomajan, Washburn Co., advisory board; 
George F. Wright, G. F. Wright Steel & Wire Co., executive 
committee: R. H. Coleman, Remington Arms Co., Inc., ad- 
visory boord: John C. Cairns, Stanley Works, executive 
committee chairman; John Gibson, III, McKinney Mfg. Co.. 
executive committee: Herbert P. Ladds, National Screw & 
Mfg. Co., advisory board: Sheldon Coleman, Coleman Co. 
and James G. Geddes, H. K. Porter, Inc., executive com- 
mittee: and Arthur L. Faubel, secretary-treasurer: Third row. 
left to right: R. R. Osborn, Turnbuckles, Inc., and Robert 
G. Patterson, Lamson & Sessions Co., executive committee 
members: Richard L. White, Landers, Frary & Clark, advisory 
board; Paui C. Nicholson. Jr.. Nicholson File Co. and G. S. 
Culver, Richards-Wilcox Mfa. Co., executive committee mem- 
bers: Herbert B. Megran, Starline, Inc., advisory boord. 
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..- follow planned merchandising 
programs, train sales staff, use 
inventory controls, support suppliers 
who have favorable policies...” 


The subject “How Can the Retailer Compete 
with the Super Market, Auction, Etc.,” is a diffi- 
cult one. The difficulty stems from the necessity 
of dealing at one time with so many different 
kinds of competition. 

In addition to the super market and auction, 
we must think of others, including: the bargain 
barn; the discount house, the mail order house, 
the auto supply chain, and the variety store chain. 

Others are less important, but still part of the 
problem. They have different methods of opera- 
tion. They appeal to customers in various ways, 
but the end results are the same: The diversion 
of more and more hardware business from the in- 
dependent hardware retailer. 

Because this is true I believe our question is 
an important one. I believe the answer to it is 
vital to the future welfare of every hardware 
retailer, every hardware wholesaler, and every 
manufacturer who depends on this wholesaler- 
retailer team for distribution of his product. 

Of all the many kinds of competition, by far 
the toughest, in my opinion, are the mail order, 
auto supply and variety store chains. Their 
merchandising methods, which we all know are 
most effective, and their rate of expansion com- 
mands an ever increasing share of the hard- 
ware dollar. My suggestions to the retailer will 
be influenced by this belief, and will be aimed 
directly at helping him meet what I think is 
his most serious competition. I am quite sure, 
however, that the retailer who effectively meets 
chain store competition will be troubled less by 
other competition, whatever its nature. 

[ believe that the first steps the retailer can 
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take to meet his competition are in 
the field of merchandising and 
sales promotion. 

His most pressing need is an ad- 
vertising program. Most hardware 
retailers today do some advertis- 
ing. However, there is a world of 
difference between advertising and 
having an advertising program. 

I recall being in a small town 
hardware store when the advertis- 
ing solicitor for the local paper 
came in. The retailer had not pre- 
pared an ad, and not having time 
to do so, simply ordered a repeat 
of the ad he had run the previous 
week. In talking to him later I 
learned he did not remember what 
the ad had been and didn’t know 
whether it had been successful, 
nor did he know whether he had 
merchandise to support it. 

I suppose this is an extreme 
case, but I’m afraid entirely too 
much advertising is done with too 
little thought. To the retailer who 
wants to meet his competition to- 


day, 1 would suggest that he set 
up an advertising budget by allo- 
cating a definite percentage of his 
sales for advertising and merchan- 
dising and then spend it wisely. 

Advertising should be planned 
well in advance, giving plenty of 
attention to season and tieing-in 
wherever possible with promotions 
by manufacturers, and those of his 
national association. 

Store personnel should be in- 
formed of the ad in advance. Mer- 
chandise needed for the promotion 
should be ordered in plenty of time 
to insure delivery before the date 
of the ad. 

Window and interior displays 
should be planned to tie-in with 
the advertising program. Attrac- 
tive windows in themselves can be 
traffic builders and sales getters. 
Co-ordinated with an advertising 
campaign they are doubly effec- 
tive. Interior display is equally 
important. 
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I personally believe in, and 
would like to see a great many 
more signs and banners on win- 
dows and in store interiors. These 
signs need not have beauty, but 
they should be functional. They 
should attract attention, tell a 
story and create interest. 

I would further suggest to the 
retailer that he develop a training 
program for sales people. Training 
must be two-sided. It must first 
provide product knowledge. There 
is no way to estimate the number 
of sales lost because sales people 
cannot answer customers’ ques- 
tions, but I am sure it is sub- 
stantial. 

Training must also cover sales 
techniques. Too many potential 
sales are nipped in the bud by ap- 
proaches that are clumsy or dis- 
courteous, or in some other way 
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displeasing to the customer. I see 
very little suggested selling of re- 
lated items and creative selling. 
The kind where the clerk arouses 
interest and desire leading to a 
sale is virtually unknown. 

In moving to meet his competi- 
tion the retailer today must im- 


prove his merchandising efforts 
by: 

(1) Setting up an advertising 
budget. 

(2) Planning his advertising in 


advance. 


(3) Co-ordinating his window 
and interior displays. 
(4) Providing sufficient mer- 


chandise to support ads. 
(5) Inform sales people as to 
ads to be run. 


(6 


Train sales people on prod- 
uct knowledge and in selling. 
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We hear and talk a great deal 
about turnover. We all favor a 
rapid rate of turnover. The diffi- 
culty lies in trving to attain it. 

There are two ways in which 
retailers attempt to do this — by 
increasing sales and 


by reduced 


buying. Neither is successful. In- 
creased sales, while always wel- 
come, seem to result in increased 


buying and the ratio of stock to 
sales remains about the same. 

On the other hand, the retailer 
who hopes to increase turnover by 
buying too close-to-the-vest soon 
finds himself having outs and los- 
ing sales; tending to make his pic- 
ture worse rather than better. 

We can talk about turnover for- 
ever. I’m afraid we cannot expect 
much improvement as long as re- 


tailers use the by-guess and by- 
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golly methods of buying used by 
most of them today. 

The answer lies in a method of 
inventory control which will give 
the retailer accurate and reliable 
information on which to base his 
buying. Such a method will per- 
form a multitude of services for 
the retailer: 


(1) It will reduce inventory by 
preventing over-buys. 

(2) It will help prevent lost 
sales due to under-buying. 


» 


3) It will point up slow movers 
which can be closed out and elim- 
inated from the retailer's 
ment of merchandise. 

(4) It will enable the retailer 
to spot and to eliminate unneces- 
sary duplication in his stock. 

All of which 
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The Construction Outlook 





by Thomas S. Holden 
Vice-chairman 

F. W. Dodge Corp. 
New York, N. Y. 


“.,. the construction industry took 


a terrific jump in 1955. Pros 


pects 


are for a continuation of the up 
ward trend at a slower pace... ” 


The preliminary estimate for the 
gross national credit of this coun- 
try, for the third quarter of this 
year, was $392 billion, at the an- 
nual rate. 

The interesting thing about the 
$392 billion is that it is by far the 
highest figure on record. Appar- 
ently, the volume of activity in this 
country during the third quarter of 
this year is the highest we have 
ever had, and that in turn can be 
translated into the highest pros- 
perity we have ever had. 

Back in 1939 the gross national 
product, translated into present-day 
prices, was $190 billion. Currently 
we are running at a rate better 
than double the level of the year 
1939, which is only 16 years ago. 
That is a terrific jump ahead. 

During that time, of course, we 
had more people. Our population 
back in 1939 was 131 million. Today 
it is very close to 166 million. 

In that period, when we had 
about 26 percent more people, we 
had about 106 percent more goods 
and services, so practically every- 
body in the United States is much 
better off in terms of the yoods and 
services they can command than 
they were 16 years ago. They are 
on the average about 60 percent 
better off. 

Total construction has also been 


98 


at a peak. The total of building and 
engineering work actually _per- 
formed has been running at the 
annual rate of about $42 billion, in 
the grand total of $392 billion, of 
all the activities of the economy. 
That was a peak for the construc- 
tion industry. 

In a general sort of way this 
economy had been running at some- 
thing near capacity. The estimate 
as of last August, for total numbers 
of persons gainfully employed in 
this country, was 65 million—by far 
the biggest number we have ever 
recorded. That is practically full 
employment. Unemployment at the 
present time is a negligible amount. 


Tightness in steel 


We have seen tightness in certain 
key materials. Steel has been men- 
tioned. I say tight—we won’t say 
shortages—on the verge of stretch- 
ing the capacity of the steel] in- 
dustry. 

In spots this past year we have 
seen arbitrary tightness in cement. 
So it goes for other key materials. 

Apparently the only surpluses we 
have in the economy are the gov- 
ernment subsidized surpluses of 
agricultural products. 

Residential building has for sev- 
eral years been running over a mil- 
lion new nonfarm dwellings a year. 
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This year will not be a peak in 
terms of housing starts. This year’s 
total will probably be about 1,325,- 
000 new units. 

The volume was stimulated early 
this year partly by the terms of the 
Housing Act of 1954 and partly by 
very easy credit. 

You will remember the news- 
papers were full of all kinds of stuff 
about the no down-payment loans 
and the 30-year loans and loans 
where they even counted in the 
closing costs of a mortgage into the 
loan itself. 

That has been pretty well stopped, 
and I don’t think there is any ap- 
preciable amount of 30-year loans 
or mortgage money going out and 
there is no more of the no down- 
payment business. I think that is a 
good thing. 

Credit is the life-blood of our 
activities, but credit takes manag- 
ing on the part of those who direct 
it and determine how much credit 
you may have. It looked as if the 
tendency was toward going crazy 
on it in the early months of the 
year. That has been corrected. But 
that has caused in the last month or 
so a moderate falling off in the vol- 
ume of housing starts and emphasis 
is on the word moderate. I think 
that is all it is likely to be. 

We have, currently, about 800,000 
to 850,000 new nonfarm households 
per year at the present time. That 
is down somewhat from earlier 
years for the reason that the birth 
rate in the 1930’s was low and the 
number of people of marriageable 
age at the present time is somewhat 
lower than it was at an earlier time. 

At the present time some 300,000 
to 400,000 dwellings are withdrawn 
from the housing market each year. 
We have begun to scrap old, obso- 
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lete buildings on a larger scale than 


we used to do. 
As you acquire larger areas and 
larger inventories of buildings, in- 


crease comes about naturally. And 
also, as you become more prosper- 


ous you can afford to scrap the 
marginal or submarginal types of 
buildings and they will be aban- 


doned, and people will acquire bet- 


ter living quarters. 
That has probably been assisted 
recently by the fact that it is over 


20 years ago, now, that we adopted 


the general system of amortizing 
mortgages. Nowadays housing prop- 


pretty well paid off, and, conse- 
quently, the cost of abandoning old 
buildings is better than it used to 
be when people went on what to us 
today is a funny theory, that there 
is residual value in old, dilapidated 
property. 

So far as we can see, then, the 
housing starts are not likely to drop 
much below 1,200,000 a year in the 
next several years; possibly a little 
below that, but from that as a low 
point of about 1,175,000 up to 
1,300,000. 

For next year, by reason of the 
fact we are currently in the down- 


ately tight credit situation, we 
think that the total volume of hous- 
ing, In terms of numbers of units, 
will be somewhat less than in 1955. 

We think that probably the de- 
cline, percentage-wise, in units, will 
be greater than the decline in 
rented floor space or in dollars, for 
the demand today is for somewhat 
larger and more spacious houses, 
and houses of better quality. 

While the number of units may 
go off somewhat, the amount of 
floor space total will go off in less 
degree and the dollars spent for 
new residential buildings will prob- 


erties more than 25 years old are swing and currently in a moder- (Continued on page 151) 
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Unit Pricing 





by Burrows Morley 
Chairman 

Committee on Packaging 
and Treasurer, 

Morley Brothers 

Saginaw, Mich. 


This is the report of your 
NWHA Committee on Packaging, 
and | want to express my ap- 
preciation and thanks to Jack 
Chamberlain, Spence Cram, Bill 
French, Wilton Terstegge and 
Chuck Tracy for the many letters 
they wrote and the work that they 
did. And while we are at it, while 
we tip our hat to them, | would 
like to do the same to Tom Fern- 
ley and to the executive commit- 
tee for their help. 

I think we have some rather in- 
teresting results to te!! vou. We 
separated the committee into unit 
pricing and decima! packaging 
and the committee was originally 
set up to take care of net pricing 
and decimal packaging. The term 
was changed to unit-pricing and 
it was decided in the meeting of 
the executive committee to con- 
centrate for this year on unit 
pricing and then if that was ac- 
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*,.. on this simplified pricing we 


can work out our problems and then 
have a better procedure that you 


Will MEME wee 


complished, decimal packaging, as 
much as possible, would follow 
along. It seemed that the time 
was ripe for that sort of change. 

Our committee was really a post- 
office or correspondence school 
committee. The work for the most 
part was done by mail, and many 
letters were written. 

When we asked for unit pricing 
we felt that it would increase ef- 
ficiency and reduce overhead. Ac- 
tually, we mean that when you 
receive an invoice from the manu- 
facturer, there are so many hun- 
dreds or so many thousands, at 
so much each. 

We don’t have a long string of 
discounts and we don't have to 
foo! around with dozens of this 
and grosses of that, and prefer- 
ably, if it can be worked out in 
the same unit in which the dealer 
is going to sell it to his customer, 
all the better, because these are 
the fellows that really want it. 
It is our customer, the dealer, who 
is interested in this, too, so don’t 
let us forget him. 

Just visualize your own busi- 
ness. Think, in the morning, of 
the hundreds of invoices that 
come in from manufacturers. 
Whether vou use IBM or have 


there are so 
many units at such and such a 
price, there is one operation in- 


Comptometers, if 


stead of two. If it is a string of 
discounts and all the rest of it, 
everytime you check an item on 
an invoice you are doubling the 
amount of work. 

And when you are pricing or- 
ders to the dealers, the same is 
true. And does it show up at iIn- 
ventory time, particularly if you 
have outside help come in, where 
vou have 115/6 dozen of this at 
so much a dozen, and maybe the 
sheets are written in gross lots 
instead of dozens. In back-check- 
ing the time consumed in correct- 
ing errors is terrific. 

I just wish all the manufac- 
turers could come in and help us 
around Dec. 31! 

Many of the distributors today 
will have between 22,000 and 30,- 
000 items. That’s a mess of items, 
believe me 

Now all we say for the distribu- 
tor is true for the dealer, except 
that he is dishing it out generally 
one by one, so that it is as impor- 
tant for him as it is for us. In 
fact, it is more so. 

Many distributors have now 
taken the bull by the horns and 
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ili tneir Calaiogs that a ‘.a 4 VU 
ie trade they nave priced every 


. 


Sil iec tning VY Lie init, Wherever 


it is possipie LO do 8O., | nave it 
Lie es of our committee dozens 


of ietters from distributors who 
Sav tneir new catalogs are com- 
pletely by unit. We will see how 
they stack up. 

Originally 228 of 247 members 
of the National Wholesale Hard- 
ware Association, or 92 percent 
replying, were in favor of unit 


pricing and decimal packaging 
So the executive committee and 
the committee on packaging and 
interested members of our asso- 
ciation wrote letters to manufac- 
turers 

Of the 192 from 149 


replied that 


letters 
manufacturers LOO 
they already have unit pricing in 
whole or in part. That was 67 
percent of the manufacturers 
heard from. Thirty-five of them 


point of consider- 


were past tne 


ing | Dut were incorporating if 
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in their next price list. That rep- 
resented 25 percent. So of the 
149 heard from 90 percent already 
have it or will have it by the first 
quarter of the year. 

Fourteen said they were not 
contemplating it at this time 
There were only two that | can 
recollect who were not in favor 
of it. 

Now there are some problems 


It isn’t all easy For example, 


take hammers. There is no prob- 


lem there. Two hundred or three 
hundred, or whatever it is, Can 


be priced to the distributor at 
so much each. The wholesaler can 
do the same with the dealer, for 
the dealer is yoing to sell them 
one at a time 

sut other things are not as 


Take chain. which re- 


cently was sold by the pound and 


is now being sold by the foot. We 


hope rope will come to that. It 
makes sense. It is a simplified way 


of pri ny 


li. F. Seymour Is Elected X-Club Chief-X 
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Then you come to a probiem 


such as wood screws that 18 a 
re dificult point You package 
screws, now, but those are eithe 
chrome or cadmium plated screws 
Maybe this will take some work- 
ing out—I don’t know. But if they 
were packed 100 in a Dox, price 
by the hundred, the dealer would 
find it easier to handle them 

| know that 


ncrease the manufact irer s COs 


while that would 


, 


f packaging and therefore would 
increase the cost of the screws t 
distributor and dealer, | am not 
so sure it wouldn't increase the 
end cost because rem mbe! 
hardware dealers today are mak 


ing about two turns a year 


If vou have ever watched a 

| . , 
clerk trving to figure out how 
much a few wood screws ar 


going to cost, says 20°, x 8 f.n 
brass wood screws a fina 
says, “Oh, make it 20¢ 

And they only cost him 30e. & 
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How Manufacturers Can Help 


Wholesalers Reduce Catalog Costs 





by Richard F. Becker 
Ohio Valley Hardware Co.., Inc. 


Evansville, Ind. 


Richard F. Becker 


During the past year I have had 
a rich experience and a real educa- 
tion in studying the catalog prob- 
lem in our industry. 

This experience started before 
our meeting® last year and has con- 
tinued all through this year of our 
work. 

First, let me tell you how much I 
appreciated the privilege of being 
able to talk to you again and of 
having had the opportunity to 
work with our fine committee. I 
want to say now that the associa- 
tion is fortunate to have such men 
as Brace Hayden and Bill Steltz, 
Jr.. to call upon for committee 


* “Cutting Catalog Costs” given by Mr 
Becker as chairman of the NWHA cata- 
log committee at the 19854 NWHA con- 
vention begins on page 180 of Hardwere 
Age, Oct. 14, 1954 
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*,.. What we are seeking is a com- 
mon ground on specifications to 
which we can adapt our opera- 
tions within the limits of individ- 


ual control...’ 


work. They were both able and 
interested. 

As is to be expected of men of 
experience, they had definite ideas 
which didn’t always agree. That, 
however, made this committee 
work so rewarding, because if we 
were to find a common ground for 
the industry it must retiect many 
different points of view of men 
who know what they are talking 
about. 

The best place to begin is at the 
beginning. Let’s see where we are 
now, before we try to chart where 
we can go. This we call the whole- 
saler’s dilemma. When he thinks 
of catolags this type of picture 
flashes through his mind; he 
knows that sales depend on prod- 
uct knowledge and advertising ap- 
peal; information must travel 
through his salesman to the 
dealer. How can he do this ade- 
quately at a price he can afford? 

Trying to solve this dilemma the 
wholesaler asks these questions: 
“What do I want? Where can I get 
it? How can I use it? What will it 
save me?” 

Costs are his problem but the 
job must be done. How? 

Then we turn for a minute and 


look at 
manufacturers’ dilemma. Requests 


what we might call the 


for all sorts of things are coming 
in. He has cost problems, too. He 
wants to 
know how. 

He is asking “What do they 
want? Can I provide it? What will 
it cost me? Will anyone use it?’ 


cooperate but doesn’t 


These are fair questions—hon- 
est questions. Everything rests on 
whether or not they can be an- 
swered. 

Let’s remember these questions 
because we propose to answer 
them. A solution is possible. All of 
our studies over the past year 
have convinced us that they can 
be answered. With the right ap- 
proach, a solution is definitely pos- 
sible. We have not only better re- 
sults, but a saving in time and 
money. Yes, we can do it. Here’s 
how. 

To find the solution that is pos- 
sible, it is first necessary to take 
an objective view point. In other 
words, look at the facts as they 
are, not as I would like them to be. 
What is the situation as it now 
stands in the industry? The hard- 
ware industry as a whole has de- 
veloped its catalog work on an 


HARDWARE AGE, OCTOBER 27, 1955 








individual customized basis. High 
grade professional catalog com- 
panies engaged in the printing 
business had certain customs and 
styles which were followed by 
those houses who were their cus- 
tomers. Many new processes of 
catalog printing were developed 
over the last 10 years and many 
independent techniques have re- 
sulted from this progress. As a 
result there is considerable differ- 
ence of opinion and difference in 
practice in catalog compilation. 

The Southern Hardware Associ- 
ation drafted a report some years 
ago in an attempt to help bring 
some unity into the field. 

In recent years the Southern 
and National Industrial Distribu- 
tors Associations became very ac- 
tive in the development of stand- 
ards and have put out comprehen- 
sive reports and suggestions in 
this field. These recommendations 
have been accepted by a number 
of manufacturers and a strong at- 
tempt is being made to spread this 
activity. 

There are some specific prob- 
lems which arise from these re- 
ports due to the fact that they are 


not the same in all particulars. | 
would like to quote one paragraph 
from the preface of the report 
on catalog style recommendations 
prepared by your committee. 

“Studies were made by the com- 
mittee of previous reports on this 
subject issued by the Southern 
Wholesale Hardware Association 
and the National Industrial Dis- 
tributors Association. It was re- 
alized early in the study that the 
best interest of all associations 
would be served if a common 
ground could be reached on which 
all could agree. Unfortunately this 
has not been possible in all cases 
because some of the reports al- 
ready issued are at variance in 
some particulars, but it is still be- 
lieved that the area of agreement 
is sufficient as to permit a con- 
structive program 
tuted.” 


to be insti- 


We see differences 
Viewing objectively, we there- 
fore see differences. We see the re- 
sults of different traditions within 
an industry. Being 
know that no matter what solu- 
tion may be offered no company is 


realists we 


going to scrap its. traditional 
methods, its traditional catalog, 
and start over from the ground up. 

In the first place, there is too 
much investment in the present 
method of doing things to permit 
it. No benefit of uniformity could 
counterbalance this loss over a 
reasonable period of time. 

What we are seeking is a com- 
mon ground to which we can adapt 
our operations within the limits of 
individual control. 

I would like to quote again from 
the preface of our committee re- 
port. 

“It is necessary in view of the 
assignment of this committee to be 
specific and therefore it will not 
be possible to be all things to all 
people or to expect that this re- 
port will completely satisfy every- 
one who reads it. Its acceptance 
will require some modifications in 
existing practices due to the wide 
area over which these practices 
are now distributed.” 

Let us then survey the problem 
specifically. We have tabulated the 
printed area width of pages sent 
in to us by 96 houses who an- 


Younger Wholesalers at Forty and Under Breakfast 
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swered our request for informa- 
tion. You will see that the narrow- 
est width is 64% in. and the widest 
width 11 in. You will see that the 
most common width is 7‘ in., but 
only one-third of the pages fall in 
that category. Thirty-nine of 96 
ure smaller than 74% in. in width. 
Twenty-five of 96 are wider. 

We have also charted the width 
of columns used in the make up of 
these catalog pages. Because some 
submitted both two and 
three column work we had a total! 
of 112 samples pages from 96 com- 
panies. Here again there is a wide 
variation. You will see that no size 
indicates a usage by more than 20 
percent of those reporting. 

Our purpose in showing you 
these tabulated results is to let 


houses 


you see the extent to which cata- 
log practice varies within our in- 
dustry. If we are then to say that 
any solution is right so long as the 
way | do it is the one selected, you 
see what kind of a problem we 
have. We ask your indulgence to 
remember this when you try to as- 
sess in your own mind the work- 
ability of our suggestions. 

That is the problem viewed as 
objectively as possible, viewed to 
see the facts as they are, not as we 
would like them to be. Seeing this 
before us we then have a choice 
to make. What approach will we 
take? 

The first lesson is that the 
printed width of a page is not the 
important thing. All printed pages 
are broken down into columns and 
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the column is the thing which is 
important. 

From columns of proper sizes, 
we can make a much more flexible 
page. By spacing properly we can 
adjust to appreciable differences 
in overall width and still be pleas- 
ing to the eye. 

We have another positive funda- 
mental almost like an axiom in 
geometry. I would state it like 
this. If necessary to adjust our 
practice to specifications other 
than our own, a narrower printed 
area with a wider binding margin 
can always be used, but a wider 
printed area with a narrower bind- 
ing margin cannot always be used. 

A little thought will show you 
why this is true. The thicker the 
catalog, the harder it is to read the 


Advantages of 
standardized 
page for whole- 
salers catalog is 
pointed out by 
Richard F. Becker 
during his ad 
dress at NWHA 


convention. 





inside edge of the page. If the 
printed area is too wide and the 
binding margin too small it cannot 
be done. 

No matter what our specifica- 
tions are, however, we can always 
use a narrower area and a wider 
margin, and preserve readability. 
It is true we may lose a small 
amount of printed area, but we 
can still use the page. 

Therefore, if we must make ad- 
justments we must remember this 
axiom and make our adjustments 
in that direction. 

There is one more positive ap- 
proach. Many companies have 
their own photographic equipment 
and can in their own plant enlarge 
or reduce when making their pho- 
tographic negatives, and thereby 
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compensate for differences in size 
recommendations. We cannot how- 
recommend any program 
which depends upon such a pro- 
cedure because many of our mem- 
bers do not have this equipment 
and would therefore be denied the 
benefits of our program. 

Finally the most important posi- 
tive approach is the cooperation 
with other associations. Uniform- 
ity will produce cooperation on the 
part of our manufacturing friends 
because they can see how they will 
benefit. We cannot walk different 
paths together. 

These are the yardsticks. Let’s 
look now at how we can apply 
them. 

In this application our whole- 
sale distributors might well be 
divided roughly into three groups. 


ever 


Do their own work 


The first group we call our per- 
fectionists, our houses who want 
the top professional job, do all 
their work themselves and want 
their own specifications followed. 

The second group would include 
those companies who do some or 
all of their own work, who also 
want a good job, but who are will- 
make some 
where definite cost reductions can 


ing to concession3 
be shown. 

The third group will include 
those companies who are not do- 
ing any of their own catalog work 
now. They may be contracting for 
their work outside, or their cata- 
log may consist entirely of manu- 
facturer’s sheets with interleaved 
price pages. Many of these com- 
panies may wish they were in the 
catalog publishing business, but 
are either afraid, or don’t know 
how to do it. 

Our promised solution must 
meet the test of all three groups. 
We say it can. Let’s be specific. 

First is the company which 
wants the top professional job. We 
offer this group illustrations avail- 
able in proper size and quality and 
copy pre-written. No expensive 
copy writing. 
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will have two 
The 
specifications which we have of- 
fered do not fit 


lhis company 


basic objections. sizes and 


their existing 
practice. 

Manufacturers who will cooper- 
ate with our program will not all 
have exactly the same type face 
and composition. This will not per- 
mit an absolutely uniform catalog. 

We have intentionally been gen- 
eral in recommendations of type 
that 

im- 


faces because we know 

throughout the country it is 
possible for all participating peo- 
ple to use one absolute standard. 


Here is for this 


problem. Since many of these com- 


our solution 


panies use their numbering 


own 
systems which no 
could provide, it will be necessary 
for them to set at least a substan- 
tial portion of their own copy. 
They will, however, have available 
immediately an illustration of the 
proper size and quality which | am 
sure they do not have under pres- 
ent conditions. They will also have 
pre-written copy and will be saved 


the 


spending 


time which they are now 


in copy writing. 


manufacturer 


The biggest bottleneck in all 
catalog plants is copy writing and 
up. Even if it is necessary 
to re-set for individual the 
copy writing is done and a satis- 
factory illustration is at hand. This 
means big money savings. 

For the the 
group, we perhaps have 
offer in the way of 
catalog man in this company 
use exactly the art and copy which 
will be supplied. All he has to do is 
cut and paste. 


paste 


use, 


second 
most to 
saving. The 
Can 


house in 


Accepts compromise 


If there are slight differences in 
type face throughout his book he 
will accept this compromise tO save 
the money necessary to re-set it. 

If the printed area is not exactly 
what he would want he 
this 
involved. 


will also 


accept because of the great 


Saving 

He will probably use some manu- 
facturer's pages together’ with 
payes of his own make. If there is 
a slight difference in the printed 
area size, this will not bother him. 
A display type page will 


not ap- 


pear uniform in a catalog along 


; 


side of a columnar page and after 
all his catalog probably looks much 
worse than that right now. 

If he wants a wider page than 
we have recommended he can paste 
up the column material on a wider 
sheet and have what he wants. He 
can enlarge his photographic nega- 
tives and be free to make his 
size if he so desires. 

Now we come to the third group 
which is the house that 
side work only. First 
say to this man that if the material! 
asked for in our report Is furnished 
he can with very little experience 
and with very little cost to himself 
prepare 
great savings. 

There 
to be 


OWT 


uses oul 


we would 


his own catalog pages al 


is no longer any reason 
afraid to take the 
own salesmen’s 
Do it yourself. The manu 
facturer’s pages which you see will 


step of 
preparing your 


pages. 


be uniform, your problems of where 
to put page number, 
pricing information, will be solved 
Perhaps 
some 


your and 
eliminate 
interleaf-price This 
with recommended 
paper weight will make your book 
146) 


you can even 


pages 
together our 


(Continued on page 
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For a number of years we have 
studied different systems with 
three purposes in mind: 

1. To speed up shipping 
2. To reduce cost 
3. To reduce errors 

Studies showed that where typ- 
ing of orders occurred, proof read- 
ing became a necessity, so we set 
out to eliminate all possible typing. 
This has been accomplished on all 
outside salesmen’s orders, as well 
as on all phone orders through use 
of 8-part snap-out carbon sets spe- 
cially made for us by Moore Busi- 
ness forms. These cost seven-tenths 
of one cent each. Orders mailed in 
by customers are typed, of neces- 
sity, on generally similar forms. 

It is amazing how hand writing 
among the salesmen has improved. 
Most of them use ball point pens. 

Our procedure works as follows: 

The incoming order goes into a 
basket marked orders in. From 
there it passes under close scrutiny 
Then 
goes to the credit department for 
their ok. 

At this point the warehouse cop- 
ies are snapped out of the set. The 
billing copies are held in an alpha- 
betical file until the warehouse or 
shipping copy comes back to the of- 


for description, price, etc. 


fice. The warehouse copy goes to 
the shipping department and the 
three tissues go to different floors 
for order working. These ware- 
house copies are slightly longer 
than the office copies and so are 
readily detached from the set. 

As these parts return to the ship- 
ping department they are assem- 


bled, checked and back-checked on 
the pink warehouse sheet which, 
with shipping information noted, 


comes back to the office. 


The matching invoice set is 
pulled and billing takes place on the 
Burroughs billing machine. This 
billing set gives us 

origina! invoice to customer 

file and back-order copy 

posting and sales analysis copy 


salesman’s ct py. 


By L. R. Clemmer 


As Mr. Duer has said, there are 
several systems that can be followed 
100 percent and I don’t think that 
is the reason for this meeting 
today. We primarily want to dis- 
cuss the various systems that are 
being used with the thought that 
possibly each of you can pick up a 
point. 

The No. 1 step before the proc- 
essing of an order is to obtain the 
order. At times that is not very 
easily done, but occasionally we do 
pick up one. 

I have before me one of the forms 
which we use to originate an order. 
It is a form similar to what all of 
you use; it is a four-copy form. 
The original copy is of sensitized 
paper. Our reason for using the 
sensitized paper is the fact that we 
use the Ozalid duplicating equip- 
ment, and that calls for using a 
sensitized paper. 

Our forms are made up in four 
copies, the original, a tissue copy 
for the customer, a House copy, 
which is pink, and a fourth copy 
that is also a tissue copy, but one 
that can not be removed from the 
salesman’s order pad very easily. 
It can be torn out, but it is not a 
perforated form, and it is retained 
A few of the 
them to big ad- 
vantage; some do not. 

Our orders, after they have been 
entered by the salesman, arrive at 
the office. Our warehouse manager 
first receives the order, at which 
time he takes the original order and 
indicates whatever department in 
the warehouse the merchandise is 


by the salesman. 
salesmen use 
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located. As an example, there may 
be five different locations in the 
warehouse involved. In the left 
hand column of the order, the man- 
ager makes a note as to how many 
copies he is going to need. The 
reason for that is so that when the 
order comes to him, he will have 
sufficient work-copies. 

The orders then are turned over 
to a sales executive who analyzes 
the work each morning before it is 
turned over to the credit depart- 
ment for credit approval. After 
the order has been turned over to 
the credit department, the credit 
department retains a copy of that 
original order, which is the house 
copy Our for retaining 
this is that we can be assured that 
at no time can the order ever be 
misplaced without the customer 
getting billed for the merchandise. 


reason 


After the credit department has 
approved the orders, the Ozalid ma- 
chine operator picks them up from 
the credit department and carries 
them down to the duplicating office, 
at which time they make up what- 
ever number of work copies the 
warehouse is going to need to proc- 
ess the order. The operator gets 
that from the original order. 


Copies for order pickers 

She makes up the work copies 
for warehouse use only, which is a 
white copy. The warehouse man- 
ager then distributes the work copy 
to the various departments in the 
warehouse. 

The warehouse manager retains 
order—the original 
order never goes out of the ware- 


the original 


house manager’s office. These work 
after they are referred to 
departments 
to the packing bin, all to- 

We try to place them in 


copies, 
the various come 
down 
gether. 
order so that in case they are mer- 
chandized in four or five different 
departments, the same order can be 
in process at all times. 

After the merchandise has been 
gotten up and comes to the pack- 
ing department, the checker will 
combine all of the various depart- 
work copies and make one 
original package. The orders then 
are turned over to the shipping de- 


ment 


partment; the bill of lading is 
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made out, and the order is on its 
way. 

The shipping department re- 
tains the original order until the 
department picks up the 
order, which is about four times a 


pricing 


The pricing department goes 
through and costs each individual 
order as well as the selling price. 


day. 


Then it is passed over to the exten- 
sion clerk. All of our extending is 
done on a Comptometer. Then it is 
checked, also on the Comptometer. 

After the 
tended, the billing clerk picks up 
the original order and prepares the 
All of our cus- 
tomers receive an invoice and we 
use different colored paper so that 
we can eliminate any possible mis- 
takes. We still do make mistakes, 
but certainly by different 
colored paper it will help to elimi- 
nate some of the mistakes. 

After the clerk makes out the 
customer's 


order has been ex- 


customer's invoice. 


using 


invoice, she then pre- 
pares to either mail the invoice to 
the customer or mark the invoice 
so that it will go back to the ware- 
house manager, so that it can be 
delivered to the customer at the 
time the merchandise is delivered. 

We operate a fleet of trucks and 
make quite a few deliveries on our 


own trucks. When the delivery of 





its 
xg wre 


cn 
ct 


merchandise is made by our own 
truck, we attempt to deliver the in- 
voice to the 


Lime. 


customer at the same 


This has been somewhat of an 
advantage, as well as a disad- 
Once you establish with 
the customer that practice, he is 
forward to receiving his 


vantage. 


looking 
invoice with the order all the time, 
but if you slip up on it and fail to 
give him his invoice the same day, 
he is not too happy about it. 

At the same 
clerk is running the 
copy of the invoice; she is also pre- 


time, the billing 


customer's 


paring the bookkeeping copy, which 
different 
bookkeeping copy is attached to the 
original order, and by that time it 
is late in the afternoon 


again is a color. The 


The bookkeeping copy, as well as 


the original order goes into the 


safe for safe-keeping until the fol- 
lowing morning. Early the fol- 
lowing morning the analysis clerk 
picks up the bookkeeping copy, as 


well as the original and separates 
the order, so that the analysis can 
individual salesmen’s 
At the same time, the book- 
keeping department is given their 
posting copy. 


be made of 


sales. 


We have found that before we 


put in 


this system that there was 








a possibly of losing anorder. Con- 
sequently, this pink copy to which 
I referred previously as being the 
house-copy, is going to be checked 
against the original, so that after 
the analysis clerk has worked it 
and has made a breakdown by 
salesmen, she then goes to the 
credit department and picks up the 
house copies and checks them 
against the white copies. 

If she runs across one that hasn't 
shown up in a couple of days, she 
will call it to the attention of the 
credit department and they will 
check with the warehouse depart- 
ment to make sure the order has 
been shipped, and if so, what hap- 
pened to the original! order. 

Our primary reason for using 
the Ozald machine for making up 
the house copies, as well as the 
customer invoice and bookkeeping 
department copy was the fact that 
it is certainly rapid, and it is not 
too expensive. It takes about ten 
seconds to run a copy of an order. 
However, you can run four copies 
at one time, so that what it actu- 
ally amounts to is that in about 2% 
seconds you can reproduce work 
copy, invoice for the customer, or 
the billing copy—whichever you 
desire. 

We have run a pretty close check 
on the cost of the Ozalid operation 
in an attempt to find out what it 
costs to make out an invoice as 
well as a work copy. As well as we 
can establish, it is about 1¢ a copy. 
That includes the cost of the paper, 
the necessary fluid to go in the ma- 
chine, and also the labor. 


by Gordon W. Farr 


In organizing our system of han- 


dling orders, we have established a 
program to permit us to operate 
with the maximum amount of sim- 
plicity and accuracy, and one that 
will give us speed with a minimum 
of expense. 

Some of the changes we have 
made during the past few 
are: 


years 


The elimination of pricing orders 
by our salesmen. We feel that the 
time spent by our salesmen in pric- 
ing can be used to greater advan- 
tage in selling, or planning their 
sales for the following day. 
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The discontinuation of writing 
orders on several different or de- 
partment order forms. All orders 
are now written on one style form. 

The discontinuation of continu- 
ous billing forms. We now use the 
Bruning Copyflex system. 

The preparation of shipping 
tickets directly from the salesmen’s 
order by the use of the Bruning sys- 
tem. This has eliminated the chance 
of error in copying names and ad- 
dresses. 

Our salesmen 


write on light- 


weight paper, approximately 11% 
lb stock, 84x11 in. size, containing 
27 lines. We use a green ink in 
Parker pens for a clear reproduc- 
tion on the Bruning machine. This 
light-grade paper permits mailing 
10 sheets with a three-cent stamp, 
an increase of 20 percent more 
sheets than when we were using a 
heavier paper stock. 

The orders, upon reaching our 
sales department, are sorted and 
shipping 
schedules: current deliveries, future 


classified according to 
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shipments, direct shipment orders 
or special orders. 

After receiving our credit de- 
partment approval, the orders are 
priced, shipping tickets are pre- 
pared with customer’s name and 
address on the Bruning equipment, 
directly from the salesman’s order, 
and the order is sent to the ware- 
house where it is registered by 
number, with number of pages, 
order-picker’s name and time and 
date order is assigned for filling. 

When the order has been filled it 
s cleared by another clerk who 
checks the number of pages, along 
with time of completion, etc., and 
the order is returned to the billing 
department. Here a memorandum 
of unshipped items is made, back- 
orders written if customer accepts 


| 
s 


back-orders and the extensions and 
totals are posted and checked. 

Prior to the installation of our 
Bruning equipment these orders 
distributed to the billing 
clerks for writing. Now we accu- 
mulate the orders until afternoon 
and all of our billing is accom- 
plished in an average of three hours 
daily. 

Tests taken at this point indicate 
that 750 lines, normally requiring a 
typist approximately two and a 
quarter hours to prepare, can be 
handled on this equipment in about 
20 minutes. In this 20 minutes is 
included the assembly of the several! 
sheets, checking for totals, and 
other details. 

In addition to this saving of time 
we obtain an accurate reproduction 


were 
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without the errors that might occu 
through the use of a typist, and by 
an individual who requires only a 
few hours of training. 

After customers’ bills are pr 
pared, sales are posted for comput- 
ing salesmen’s commissions and for 
the account’s monthly statement 
We use a three page form state- 
ment, prepared on a Sundstrand 
bookkeeping machine, the origina! 
copy going to the customer, second 
copy to the sales department fo! 
posting monthly purchase amounts 
on customers’ card records, and th 
third copy to the cashier’s depart 
ment to check against the custom 
er’s payments. 

Because of the question that 
might arise in the minds of some otf 
our members as to the reproduction 
of our salesmen’s handwriting, con 
cerning the objection on the part of 
customers as to the appearance of 
their invoices because of poor 
careless writing, I would like to add 
that we overcame this problem by\ 
requiring all of our sales depart 


ment members to take a course 


printing prepared under the Rine 
hart Svstem, when we purchased 
our first Bruning Machine. While | 
have referred to the writing of o1 
ders—actually everyone prints h 


orders. This results in a further 


saving of time in order-filling and 
on the part of any others involved 
in the handling of eustomers (?) 


dere 


: 


by Don Warren 


We use the same system, with 
some that we 
used for a number of years. We 


alterations, have 
use a ditto, pencil or pen, for sales 
men. They write up and 
their own orders. 


price 


We have a certain number of 
departments, such as floor-cover- 
ing, that they write on a separate 
sheet. If the same customer has 
hardware there may be three dif- 
ferent departments and they make 
three different pages. 

Incidentally, we are very proud 
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of the fact that we are shipping 
something over 80 percent of or- 
ders the same day they are re- 
ceived. We have gotten up to 
almost 90 pereent, when business 
is not too good. 

When the order first reaches 
our warehouse or office, it goes to 
the office of our sales manager, 
where it is recorded for each sales- 
man, so that the sales manager 
can look down the list and tell 
which salesmen are working or are 
sick. 

He can also tell at a glance how 
many orders we are getting in by 
salesman. The same single form 
goes to the credit department. Af- 
ter the order is ok’d, it goes by 
pneumatic tube to a checker who 
checks all prices before it goes out 
in the warehouse. 


Lost orders are traced 


We have a man that has been 
with us about 40 years and we find 
he can check more orders than any 
three other men. When he is on 
vacation we have to get three other 
men to take his place. 

Then the order goes to the Ditto 
Room, where the original order is 
held, and copies are made for the 
departments. When the 
orders are reassembled, after they 
are filled on each department, if 
the Ditto Clerk finds that three 
departments are back and the 
fourth is not, he has got to be on 
his toes to get the fourth depart- 
ment back, have a 
warehousing manager on top of 
him all the time to see that those 
orders are gotten out. 


various 


because we 


We feel that by getting prompt 
shipment we have received much 
favorable comment. By getting 
that order shipped the day it is 
received, we can stamp on the in- 
voice “This order was shipped 
same day received.” This has been 
a great deal of help to our salesmen. 

We use the Burroughs Billing 
Machine. I mentioned we use the 
Ditto System on our orders and 
on some of the orders we use just 
a regular Comptometer. We don't 
bill our orders in the city like you 
do in the country, but that is be- 
cause we also have a_ register 
where the orders are registered 
when they go to the Ditto Room, 
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so there is no chance of the order 
being lost. They are rechecked 
later on. 

Each order number is rechecked 
against the order that is going or 
has gone to the warehouse and we 
don’t have the problem of losing 
an order. 

We do have a little trouble get- 
ting invoices out as promptly as 
we would like to. We can get them 
shipped, but can’t get the invoice 
always to the man the same day the 
order is shipped. There is a little 
lag there. You sometimes have a 
problem if you have an order 
shipped on a Friday and you have 
to carry over and it doesn’t get 
billed until Monday or maybe 
something happens and it does not 
get billed even until Tuesday. The 
man has the merchandise and no 
invoice. We are trying to correct 
that. 

We use a snap-out form for back 
orders, and any copies of the order 
we might need. 

The salesmen’s orders are priced 
by them, and if there is any varia- 
tion in price it can’t go through, 
unless it is referred to the sales 
manager or an official, before it 
is shipped. We think that by hav- 
ing it already priced up and ready 
to go, that we save a lag in time 
there. 


By Henry J. Allison 

Ours is an Ozalid system of in- 
voicing and our procedure is built 
around that. Our salesmen write 
up their orders with the Rinehart 
system of printing which already 
has been referred to and which has 
been most satisfactory to us. 

Our salesmen write up an origi- 
nal on translucent paper and three 
carbon copies. The original and 
one copy, a pink copy, are mailed to 
the house, one other copy goes to 
the customer and the tissue copy 
remains in the salesmen’s books. 
When received in the house, both 
the original and the pink 
clears through the credit depart- 
ment. 


copy 


If okayed, both copies are then 
numbered. The original copy is held 
in a register file and the pink copy 
is sent to the warehouse for proc- 
essing. We make no copies. One 
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copy only goes on to the warehouse. 
When completed by the warehouse, 
the pink copy, with all shipping in- 
formation on it, is returned to the 
billing department which transfers 
all pertinent information to the 
original. 

The pink copy then becomes the 
register copy and the original goes 
to the merchandising department 
for pricing extension verification. 
We use Freeman machines for cal- 
culation and the Ozalid machine for 
billing. After billing and balancing 
with the adding machine, totals of 
invoices are made and then the 
original, with the adding machine 
tapes, goes to the IBM department. 
When the IBM cards are punched 
it provides for salesmen’s credits, 
sales analysis by salesmen, by ter- 
ritories, by department and by lo- 
cation, and also for ledger posting 
and for dollar inventory control. 
The originals are then returned to 
the register file for matching with 
the pink register copy. It is a sys- 
tem similar to that outlined by Mr. 
Clemmer. 

Both copies are then stapled to- 
gether and filed permanently in 
post binders, arranged geographi- 


cally. 


by George W. Welles, Jr. 


Our target on order handling is 
to get it done as cheaply and as 
fast as possible. 


Our orders are entered on a 
single sheet printed order form in 
special pen, pencil or typewriting 
suitable for reproduction on Ditto 
machines using the gelatin process. 
Outside salesmen and inside men 
write their orders with Ditto pen or 
Ditto pencil. Orders received by 
mail are transcribed from the let- 
ter or other form in which they 
are received onto a regular order 
form by a girl using a typewriter 
equipped with a Ditto ink ribbon. 

With a few minor exceptions, 
original orders are never sent into 


HARPWARE AGE, OCTOBER 27, 1955 





the warehouse, all warehouse oper- 
ations being conducted from Ditto 
copies of the original order. 


After all appropriate informa- 
tion as to routing and any other 
instructions pertaining to handling 
orders for the particular customer 
have been entered on an order, one 
copy of each page of each order is 
made for each warehouse floor or 
location which will be required to 
furnish any merchandise listed on 
that page. 

These copies, which average 
about 34% copies per order page, 
are run off on blank paper the 
same size as the order, so there is 
no cost of a printed form involved 
for these. 

Each warehouse location in- 
volved for an entire order receives 
a shipping data form printed with 
the various commonly used de- 
scriptions of merchandise as used 


for bill of lading 
which are to be entered the num- 
ber of parcels of each description 
and the weight thereof. The cost 
of these forms is approximately 


purposes, on 


$4.15 per thousand. One packing 
sheet is included in each order 
when shipped, to show the packers 
who worked on it. These are also 
run on Ditto and the forms cost 
$4. per thousand. 

One Ditto machine operator is 
able to run off the warehouse cop- 
ies required on about 600 order 
pages per day. This could be higher 
if orders were received steadily 
throughout the day rather than 
with peak periods. 

As orders are processed prior 
to warehouse copies being run off, 
sach page is stamped with an au- 
tomatic numbering machine which 
affixes an order number to that 
page. The number represents the 
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month, day of the month, and a 
serial number, the three being sep- 
arated by dashes. 

As the orders are numbered, an 
entry is made on an order log sheet 
with space for 100 orders, the entry 
showing the respective order num- 
bers, together with the name of 
the customer and the state in 
which located. 

Each day these order log sheets 
are given to an accounting clerk 
who also receives the completed or- 
ders after they have been billed, 
posted to accounts receivable and 
processed by the sales statistics 
department, but before they go to 
the files. 

Orders missing an unusual 
length of time are investigated, 
with a duplicate copy which was 
run off at the time the warehouse 
sheets were made being a helpful 
reference in locating the particu- 
In this way, we assure 
ourselves that all orders put into 


lar order. 


the warehouse are billed to cus- 
tomers. 

interesting 
point. We have started something 


This may be an 


on which Mr. Clemmer commented. 
Our original order, having been 
dittoed is sent to the pricing de- 
while the 
merchandise is being picked out 
If early in the 
price them in the 


partment and priced 
in the warehouse. 
morning, we 
pricing department at that time. 


Back orders checked off 

After the order has been filled, 
it comes back to the billing depart- 
Back orders are checked off 
on the original price orders and 


ment. 


we run a Comptometer for exten- 
sions and don’t double check, al- 
though we make spot checks regu- 
larly. On the 
simply send the customer the Ditto 
CcOpS of the original order. 


invoice copy we 


The printed invoice form which 
we use costs $3.50 per thousand. 
Right now about 75 copies can be 
produced per hour by one operator 
on one machine and readied for 
mailing by the operator. Our prob- 
lems in that department are basic- 
ally that the copies may not be 
clean enough so that the operator 
has to retrace some of them. And 
we have not yet been able to train 


(Continued on page 174) 








Atlantic City Convention 





Improvements in Warehouse Operations 





by F. V. Coke 


We have three members of the 
Committee on Warehouse Opera- 
tions picked from various parts 
of the country because of their 
different types of warehouses. 

Our president has pointed out 
the somewhat disastrous decline 
in profits for your industry. One 
part could certainly be attributed 
to the marked increase in the 
costs of warehousing. In 1954 it 
was 2.81 percent. This is the high- 
est that it has been since 1932 and 
it has shown a vearly increase to 
its present position. 

It looks as if there is about a 
half of one percent that could be 
squeezed out of this if more at- 
tention was paid to the problem. 

We are grateful to the South- 
ern Hardware Association for per- 
mission to quote from a recent 
publication prepared by the 
George D. Wilkenson Co. which 
analyzed 10 wholesale houses in 
the South. They are average com- 
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panies of our type of distribution. 
| would like to read just one page 
of it, because I think it points up 
some of our problems. 

“The physical 
warehousing is 


operation of 
materials han- 
diing. The typical hardware 
wholesaler, as revealed by these 
surveys, employs more people in 
the warehouse than he does in the 
office or selling force. The ware- 
house and its content represent 
the bulk of the assets of his cor- 
poration. Material handling there- 
fore should be one of the most 
important activities of any hard- 
ware operation. If the 10 com- 
panies of the survey are typical 
of the industry, then these parts 
of the operation are being shame- 
fully neglected. 

“The difficulty with material 
handling operations is they are 
not considered important enough 
to justify the full-time attention 
of a first-class executive. 

“We were given many reasons 
why a more effective job could not 
be done. We were told that hard- 
ware wholesaling was different 
from any other business, or that 
the particular building did not 
lend itself to efficient warehous- 
ing, or that the quality and quan- 
titv of labor was poor. 

“The real reason, however, was 
that an intelligent, capable execu- 
tive was not in active charge of 
the operations. In only one com- 
pany of the survey did the ware- 
house superintendent have execu- 
tive status. In all other cases the 


a panel discussion by 


F. V. Coke 

Chairman 

NWHA Committee on Ware- 
house Operations 

Van Deren Hardware Co. 
Lexington, Ky. 


Glenn R. Torbett 
C 


Johnson City, Tenn. 


W. W. Conde 


W. W. Conde Hardware 
Watertown, N. Y. 


Robert H. Flato 
Corpus Christi Hardware 
Corpus Christi, Texas 


actual Cnarge Was at best 
a part of middle management. In 
most cases his sole qualifications 
for the job was the fact that he 
had started with the company as 
a boy and had served faithfully 
and well until his predecessor had 
dropped out of the picture. 

“All of these men were good 
practical warehousemen, but they 
were not executives. They were 
more at home operating a fork 
truck or pushing a float, than they 
were planning for better ware- 
housing. It is little wonder that 
we did not see any outstanding 
jobs of material handling or cost 
analysis.” 

This is an indication, certainly 
in the South, of what is going on, 
and I think it may also be applied 
in other parts of the country. 
When I read this to one of the 
committee members this morning 
he said. “That fits us to a ‘T.’”” 
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Summers Hardware & Supply Co. 





by Glenn R. Torbett 





Part of these remarks refer to 
the problems of business 
from a building erected prior to 
1935. 

One of the important 
problems in the post-war period 


doing 


more 


with the wholesale hardware job- 
bers has been ways and means to 
increase the capacities and effi- 
ciency of their warehouses. 

The firm I represent, Summers 
Hardware & Supply Co., still has 
many warehousing problems. 

We have the distinction of oper- 
ating from a plant that covers an 
entire city block, 
plan. 


rectangular in 


Our original which 


covers approximately one-third of 


building 


the block is multi-story, contain- 
ing four floors and basement. All 
these floors are served by two 
elevators. 

Our remaining warehouse space 
is single story, on the same level 
with the first story of our multi- 
story building. 

The multi-story 
constructed in 
section of our single story build- 
ing in 1955. Even with this dif- 
ference, our warehousing is very 


building was 
1911, the newest 


well coordinated between the new 
and old. 

Our older hardware owners and 
officers planned for the largest 
percent of incoming merchandise 
to be by railroad. Such was the 
planning for our operation — in- 
coming merchandise by rail to be 
unloaded from siding along one 
entire side of the building, with 
room inside the multi-story build- 
ing for four box cars. 


shipments 


Outgoing 


were 
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planned from the opposite side by 
wagons, trucks and conveyances 
other than rail. 

With the percentage of incom- 
ing freight handled by 
transportation greatly increased 
over the post-war years, our ware- 
housing problems were multiplied. 
Carload 


percent. 


motor 


receipts down 60 
This 
trated our incoming and outgoing 
shipments all on one side of the 
building; creating a traffic jam 
among our will-call order custom- 
ers, outgoing shipments, incoming 
freight—all trying to pass over 
two or three 
space at the same time 


were 


situation concen- 


spots in shipping 

To correct this we have plans 
that have been slow to material- 
ize—to bring in part of our in- 
coming motor freight 
railroad siding. There are a few 
difficulties 


over the 
because of elevation 
and location of street to building. 
If we can again establish the flow 
of incoming merchandise from the 
railroad side of the building, we 
will have corrected our 
one problem. 


number 


Another problem is the low roof 
on a portion of our 
building. The low roof does not 


one-story 


enable us to take full advantage 
of the cubic feet of 


Space In a 














Mark J. Lacey, Peck, Stow & Wilcox 

= 
oenrT-eiectT esents Oo pioque 7 rror 
’ in . rine r = Aon? > > c r 









steel warehouse with overhead 
trusses and gabled roof. 

We stock quite a bit of will-call 
base- 


order merchandise in the 


ment and the elevator service 
slows down our service of filling 
orders in a short time. 

A great deal of credit is due to 
our order and shipping depart- 
ment for handling today’s volume 
of orders which is many times 
what it was in the pre-war years 
with same 


amount of shipping and packing 


approximately the 


space that we used 20 years ago. 

Delivering of part of our out- 
going merchandise by our own 
trucks has eliminated our lack of 
adequate shipping space from be- 
coming a bottleneck. 

Our achievements in bette! 
warehousing have not been out 


standing, but we have made 
changes, built new storage, tried 
new ideas, al! with a reasonable 
degree of Success. 

In building our post-war ware- 
house extensions, we included sev 
eral truck bays These have been 
very useful because of their close 
location to our warehouse stock 
of heavier merchandise such as 
pipe, plumbing and heating sup- 
iron, major appliances, 


duit, eavestrough, field fence, as- 
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phalts, agricultural tools, and 
other items. We use fork lift 
trucks in this section of our ware- 
house. 

Our main building had room in- 
side for four box cars. Since our 
carload receipts were off greatly 
and we had plenty of room out- 
side for unloading approximately 
15 cars, we decided to remove the 
rails from about two-thirds of our 
inside space and floor it over on a 
level with our main floor. This 
was done at a low cost, and we 
have from this move about 3000 
ft of extra floor space. 


Portable bin arrangement 


On the third and fourth floors 
which we use for bulky and light 
merchandise we have initiated a 
flexible portable bin arrangement. 
The carpenter builds bin end pan- 
els 4 or 6 ft wide, depending on 
the merchandise intended for, and 
12, 14 or 16 ft long, depending on 
ceiling height on the floor. These 
are fastened to the floor and then 
fastened together at the top, and 
braced as needed. 

Our most inexpensive and yet 
most valuable addition was about 
four years ago when we erected a 
small, straight, gravity chute from 
our second floor to the shipping 
department office. 


by Robert H. Flato 





Our company does about $8 mil- 
lion a year. We handle about 60,- 
000 different items. We have four 
different sales divisions, and they 
are almost separate companies. 

Hardware and sporting goods is 
one division. Plumbing which in- 
cludes heating is another. Elec- 
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trical supplies which are prima- 
rily construction materials is a 
third. Automotive is the fourth. 

Before we moved into our new 
building we have seven different 
warehouses scattered all over 
town. Since moving, we have 
rented these for enough to almost 
meet the payments on the new 
building. That helps our overhead 
picture. 

In 1952 we started with a trian- 
gular piece of ground. We ended 
up with an L-shaped building with 
103,000 sq ft in the warehouse 
area and a two-story office with 
some 16,000 sq ft. We have about 
30,000 sq ft of black-top paved 
area. The entire warehouse is car 
height. 


Wants more skylights 


The warehouse is a concrete 
tilt-up job with steel beams, steel 
roof and a deck with lightweight 
aggregate poured on top. We have 
23 skylights. If I had to do it over 
I would put in about four times 
as many skylights. They would 
cost about the same. I would use 
smaller skylights and get better 
light distribution. 

Railroad tracks are on one side. 
The truck loading dock is on the 
other. 

We do a lot of city business and 
we have to be geared to serve 
plumbers and electricians. We 
have to give super-service over 
the counter. We had to move the 
service counters to the warehouse 
to get faster order filling out of 
the bins to these customers. 

After I saw some other ware- 
houses, this palletizing of bulk 
stock looked good to me. We 
bought a lot of pallets and fork 
lift trucks. When you don’t sell 
too many of any one item, with 
some 60,000 items, you end up 
selling only part of a pallet load. 
And the humidity is high in Cor- 
pus Christi, and the boxes tend to 
give way. 

We still have a good number of 
items on pallets in the areas 
where it still pays to maintain 
palletizing. We got pallet racks 
and installed them so we could 
stack up the pallets and fill out 
the lower racks. 

We are using three fork lift 





which have worked out 
very well, particularly in the yard 
for carrying pipe and other prod- 
ucts. The fork lifts, also, make 
good portable elevators. 

We use a couple of pallet 
movers. They pick the pallet off 
the floor on short hauls. They 
are particularly useful in the re- 
ceiving department for receiving 
merchandise off trucks. Truck 
drivers drop goods on the pallets 
and the merchandise is dropped 
off at the appropriate place in the 
warehouse with the pallet movers, 
or fork lift trucks. 


trucks 


We stress responsibility 


We have tried to do something 
about management. 
Our company is a closely held 
company, like most of yours, so 


warehouse 


we have made up our board out 
of management. As far as the 
operation goes, our office, ware- 
house and credit departments are 
the three service ends of the busi- 
ness. The heads of the four sales 
divisions comprise the rest of our 
board. I think that has been a 
healthy development. 

Another improvement is in the 
handling of personnel and better 
The way people are 
handled is important. 


supervision. 


We started stressing responsi- 
bility and have cut our warehouse 


force down 25 percent, about 11 
men out of the force of 49 men. 


by W. W. Conde 





Our Watertown warehouse is an 
old foundry type of building, built 
in 1898, of saw-toothed construc- 
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tion. We have had our headaches, 
but it has worked out well enough 
when you consider our costs per 
rental basis 
around 18¢ a 


Square foot on a 
which figure to 
square foot. 

By the same token, due to the 
saw-toothed roofs, we have had 
to use mezzanine decking practi- 
cally throughout, since it is im- 
possible to use the fork-lift type 
operation. So from our headaches 
there, when we build the new 
warehouse, contemplated next 
year in the Syracuse area, we 
hope to get rid of the mezzanine 
decking practically 100 percent. 

We will have about 8000 sq ft 
at one end of the building to take 
care of light merchandise. We 
will probably not use fork lifts to 


elevate merchandise into the deck. 
At the present time we are con- 


templating a motor conveyor to 
take the merchandise up, and we 
will probably use a chute to bring 
it down. 

Land matter 
where you build, is one of the 
most expensive items. In our new 
building we are contemplating 30,- 
000 sq ft. We will have a truck 
well in the front of the building 
to receive the merchandise for 
that part of the building. We will 
have doors on the one side only. 
We have found in the past five or 
six years that the number of car- 
load shipments in the New York 
state area is a minor factor. Most 
of our carloads come by 
truck. 


cost today, no 


today 


At one side of the building we 


will have the main shipping door, 
and another receiving door at the 
far end, to receive heavy and sea- 
sonal type merchandise. 
son we are not having any doors 
on the other side of the building 


The rea- 


is that it requires 80 ft, at least, 
in depth, by 180 ft in length. 

We have done one thing in our 
binning in Watertown which we 
will use again in Syracuse. We 
don’t use steel, but all wood 
binning. To eliminate ladders for 
the order pickers we have a little 
lift on each bin, going up 8 ft in 
the air, so that the order picker 
can climb up the side of the bin 
without using a ladder to take out 
the merchandise. 
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Distributor Profits 








oy Noel E. Girard 


Girard Stee! Supply Co. 
St. Paul, Minn. 


A decline in net profits has been 
suffered by the average American 
distributor in recent years, ac- 
cording to the statisticians. There 
can be many reasons for this 
decline. Some distributors could be 
charged with management, 
lack of cost knowledge and weak 
selling methods. Those who are 
guilty of any or all of these 


pn OT 
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« |. take corrective measures al 
once if vou have poor management, 
if vou lack cost information and 


have weak selling methods... 


practices should take immediate 
corrective measures. 

Since a distributor cannot com- 
pletely control his expenses, cost 
reduction is not the entire answer 
to the profit problem. 

For example, he must meet the 
going wage rate in his area to 
keep his work force intact. In ad- 
dition, his costs have risen sharply 
on all supplies, office equipment, 
trucking and other items. 

Other corrective measures, such 
as increased margins, may be 
necessary if the sheet metal distri- 
butor is to continue the quality of 
service he has provided for his 
customers in the past. Generally 
speaking, the industry is still 
operating on pre-war margins. 


oD) 


Kvery person in business is 
always conscious of how to reduce 
or at least, he should be. 
One way to hold down the over- 
head. we have found, is to use a 
stevedoring contractor—a _ device 
that has eliminated the need of 
paying men’s wages so as to have 
them around in case of a sudden 
rush of business or the receipt of 
a large shipment of material. 

To purchase merchandise in 
excess of reasonable requirements, 
because an executive officer is sure 
that prices are going up, can lead 
to a top-heavy inventory. 

If prices should fall, nothing can 
stop a write-down which will re- 
duce—or possibly wipe out—profits. 

Other factors which can cut into 


overhead 
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net profits are heavy receivables, 
past due or questionable accounts, 
and top-heavy fixed assets which 
can burden the operating account 
with more than its normal share of 
yearly depreciation. 

We started in business less than 
three years ago, and our sales at 
first were confined to rain-carrying 
equipment and galvanized flat 
sheets. 

When we had been in business 
less than five months, we took over 
a wholesale heating supply com- 
pany that was having difficulty 


because of poor management. It 
took us about a year to reorganize 
the operation, change personnel 
and get the business headed in the 
right direction. 

Because of various obstacles and 
our rapid expansion, there was no 
net profit for the first 20 months. 
There was, in fact, a slight loss. 
This was just a year ago, and we 
realized that something had to be 
done—and done quickly. 

Knowing that our personnel was 
the best and that our products 
were tops in every case, we rea- 


soned that what was required of 
our organization the magic 
of enthusiasm and the sincere 
belief that our organization was 
the best supplier in our territory to 
the sheet metal trade and warm 
air heating dealer. This enthusiasm 
has been passed on to our customers 
and suppliers, and the result is 
that our sales have increased 50 
percent in the past 12 months with 
an overhead increase of only about 
8 percent. We should, therefore, 
come up with a satisfactory net 
profit this year. 


Was 
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Cut-To-Length and Slitting Services 





by Alexander Thomson 


Tanner & Co. 
Indianapolis, Ind. 


Cut-to-length and slitting ser- 
vices are important and profitable 
to the distributor with some quali- 
fying exceptions. 

It depends upon how far you 
want to go into the operation of 
cutting-to-length and slitting. It 
depends upon the market you want 
to serve, and the type of customer 
you will contact. The volume of 
sales that you contemplate is an- 
other factor. 


This operation can be somewhat 


116 


« .. we believe there is a place 
for these services in a warehouse 
operation and that it will be : 


profitable service... 


compared to 
bolts in a 


cutting cloth from 
local drygoods store. 

Our own experience was confined 
to slitting to widths, but we made 
some investigation as to equipment 
necessary for cutting to length and 
flattening. We believe that there is 
a place for these services in a ware- 
house operation, and that it will be 
profitable service. 

We were cramped for space and 
there was also the consideration as 
to the size and extent of markets 
we could and would serve. A fur- 
ther consideration, not to be over- 
looked, is the location of the opera- 
tion and the distance from the pro- 
ducing source of supply of sheet 
steel in coils. The nearer to the 
production source, the less freight 
absorption is necessary to compete 
with operators of such equipment. 

You could not effect any saving 


in purchasing galvanized sheets in 
coils in preference to flat galvanized 
sheets cut to size. 

Equipment necessary to perform 
the foregoing operations will cost 
anywhere from $30,000 to $100,000 
or more, and you can readily under- 
stand how many thousands of tons 
of material must handle to 
make this equipment pay for itself 
and be profitable for you. 

At an average saving of $4 per 
ton for cold rolled steel sheets you 
would have to process anywhere 
from 7500 tons to 25,000 tons to get 
any return on your investment. At 
an average saving of $9 per ton 
on hot rolled steel sheets, you would 
have to process from 3000 to 11,000 
tons to get a 
vestment. 

There are certain other features 
that the foregoing does not take 


you 


return on your in- 
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into account for further advan- us to just enter the field of slitting Operating a slitter on a custom 




































tages. cold rolled sheets in coils since cold slitting basis for your customers Is 

For instance, if you were ware- rolled strip steel stops at 23 15/16- a profitable operation. A break-even 
housing lengths of 96, 120 and 144- in. widths. The reason for three point is at the rate of 100 tons per 
in. cold rolled and/or hot rolled slitters was because we could slit month at a cost of $15 per ton. This 
steel sheets in various widths, you the remnant coils, less than the will give you $1,500 per month to 
must purchase 10 tons per item to standard widths we normally pur- cover handling material in and out 
obtain the minimum price on each chased, and also we could set up of your warehouse together with 
specification. these smaller slitters with more slitting costs. 

Possibly your distribution pic- speed than we could with the larger With one slitter, the largest one 
ture does not warrant this volume slitter. It requires about an hour we have, our capacity for slitting 
of purchasing for some of the sizes. to set Up the larger slitter and in and handling material in and out 
Or you may encounter a storage one-third to one-half the time to set of our warehouse is about 30 tons 
problem. , up the smaller slitters. per day, which would be a return 

aii ; a ee Cold rolled strip steel is sold to of $450 per day, and for a 250-day 
nd purcnasing steel in oe « those customers requiring cold vear about $112,500 sales. 

arene wane, ~ ee — rolled strip steel tolerances and Operating at capacity, you can 
suai tities abana aa generally to manufacturers who see that this would indeed be a 
of 20 eens of matesial of & anes. were stamping small precision profitable operation. If you had an 
parts by the thousands where cost operational cost of $1,500 per week 
Greater stock flexibility of the material was a small prob- for a capacity operation of such a 
A : ; lem compared to production time slitter, and this would be excessive, 
in a san nip resto and engineering. This is especially _you should still realize a profi for 

30-in. widths or 24-in. and 36-in. _ = the electronic Bold. the dies of at least ¥54,00 

. eg ee While the number of customers A mill representative told me 
widths. Or 72-in. widths could sup- i, wei thetied to thet Old that ene ef the taseest Guaebsen 
ply 36-In. widths, Or 30 and 42-in. establishment of your company as operators in the business, one han- 
widths. And 48-in. widths could a source of supply does not put you dling over 100,000 tons per year, 
supply their own width as well as in the competitive situation that never had a dime invested in steel 
24-in. widths. Any standard lengths you encounter in the commercial tonnage. His operations were ware- 
could be supplied from the coils, quality field. housing and inspecting and custom 
and special lengths could also be On an order amounting to $134 slitting of customers’ material. 
supplied to your customer’s require- we made a gross profit of $49.30, I would say that any services 
ments. This saving feature of ton- or almost 37 percent on our sales such as straightening and flatten 


nage required can be taken into price, or a markup over 58 percent. ing, slitting and shearing, on either 
account in your warehousing prob- This operation multiplied many a commercial or a custom basis 
lem and would also give you a times a month cannot help but be would be profitable to anyone offer 
greater flexibility in stocks. profitable for any warehouse. ing them. 


Generally speaking, the coils will 
weigh from 200 to 250 lb per inch 
of width, making them weigh from 
4800 to 18,000 lb. 

You will need equipment to han- 
die at least five tons. If your widths 
are in excess of 48 in. a 10-ton ca- 
pacity equipment would be re- 
quired. 

We did have a very profitable 
operation of slitting cold rolled 
strip steel in coils. In many cases 
we realized as high as $60 to $200 
per ton gross profit on a cost not to 
exceed $150 per ton. In this in- a 


stance we specialized on close toler- 
















ance work and precision work. 
Our inventory was about 500 to 
600 tons of cold rolled strip steel, 
and we could turn this inventory 
about two and one-half times a 











Final meetina of some of the wholesaler association officers at close of 1955 
year convention. left to riaht. Thomas A. Fernlev. Jr.. executive secretory: Roaer 
We used three slitters, one 12 in. K. Recker Ohio Valley Hardwore Co. yice-president Chor es L. Phidretn 
wide, one 20 in. and a third 26 in. Emery-Woterhouse Co., president: and J stiles, Moriey-Murpnhy 
wide. The latter size slitter allowed vice-president. 
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The White Rust Problem 





... my own feeling is that air 


conditioning may be the answer 
to the problem, to dehumidify. 
not just to warm warehouses...” 





py R. P. Farrington 


Potts-Farrington Co. 
Philadelphia, Pa. 


When | was asked to discuss 
the subject of white rust, I sug- 
gested that the secretary's office 
issue a questionnaire to members 
to obtain a record of experience. 

There was a fairly good re- 
sponse to the questionnaire, which 
revealed that some distributors in- 
curred very heavy losses from 
white rust on galvanized sheets. 

Nearly 20 years ago a U. 5. 
patent was issued to Taddeus 
Zensimir, of Warsaw, Poland, on 
a method of continuously coating 
long strips of steel with molten 
zinc. 

Continuous galvanizing sub- 
stantially lowered the cost of coat- 
ing steel with zinc and produced 
a much more adherent coating of 
the zinc to the steel than the prod- 
uct formerly produced by pot gal- 
vanizing. 

A second patent was issued to 
Zensimir covering the addition of 


a certain percentage of aluminum 
to the zinc. 

The aluminum is to inhibit the 
formation of the brittle iron zinc 
alloy between the steel core and 
the zine coating. It was this in- 
termediate layer of iron zine alloy 
that broke on bending and caused 
the zinc to spall off. 

Wheeling Steel’s patent on Sof- 
tite covers the heating of the zinc 
near the bottom of the pot by in- 
duced heat from high frequency 
electricity. The effect achieved is 
to keep the molten zinc stirred up 
so as to maintain the correct per- 
centage of aluminum at the level 
where the galvanizing takes place. 

As the coating cools, however, 
there is a separation of metallic 
aluminum which finds its way to 
the surface and thus metallic 
zine is in close juxtaposition with 
metallic aluminum. 

The grade of zinc known as 
Prime Western is not 100 percent 
pure, and may contain 1 or even 
1.75 percent of lead and perhaps 
cadmium. Since zinc and alumi- 
num are electro-negative to lead, 
if the surface becomes wet and 
stays wet even for a couple of 
days, electrolytic action causes 
white rust. 

While continuous galvanizing 
offers great economies in produc- 
tion, the product is still imperfect 
because of its susceptibility to 
white rust and wet storage stain. 
The aluminum added to inhibit 
growth of the iron zinc alloy is 
the villain. 

For a while the mills oiled their 
galvanized sheets to protect them 
from this corrosion, but many 
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sheet metal shops objected to the 
slipperiness, which it was felt was 
dangerous and that the cure was 
worse than the disease. 

In answering the questionnaire, 
some of our members showed that 
their losses sometimes wiped out 
any profits from dealing in gal- 
vanized sheets. One member, with 
five or six warehouses in the 
Southwest, said that white rust 
cost him $100,000 last year. 

Other losses ranged from none 
or slight loss to $900, $2,000, $15,- 
000 and up to $50,000. Still other 
members reported no losses, but 
declare that their warehouses 
have always been heated. Some 
reported that considerable sums 
of money have been spent to pro- 
vide heat or move the air. 

I think some distributors got off 
without much damage because of 
their favorable climate. One 
Southern warehouse I visited did 
not have a single unrusted sheet. 
My own feeling is that air con- 
ditioning mav be the answer to 
the problem—to dehumidify, not 
just warm, warehouses. 

There is still another aspect to 
the situation that must not be 
overlooked: the demoralization of 
the price structure. Customers 
sometimes report lower prices 
quoted by a competitor, but do not 
reveal that such prices are for 
rusted material rather than for 
prime material. 

Some of those answering the 
questionnaire said that their mill 
sources were successful in chemi- 
cally treating galvanized sheets, 
but there is no evidence that any 
mill has definitely solved the prob- 
lem of white rust or wet storage 
stain. I am of the opinion that 
the problem will be solved, and 
air conditioned warehouses may 
provide the answer. 
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Compiler's Note: Lists and dis« 
Editor's Note: Presented herewith is the 1955 edition of the Table of Values of Manu- 





Market Values of Manufactured Hardware 
































































































































































































































































































































































































































































































































tity prices as required doing 1 
factured Hardware and affiliated lines compiled by Oliver Brothers, Inc., information —— cm poss Aste ag hago , 
and buying service for wholesalers. This table supplements the Table of Values of From December, 1913 to Se tember 1955 Screws represent the discounts red 
Iron, Steel, Wire and Metals which is also published as an insert in this issue. Dp f resent what would be recognize 
tacturer to the wholesale: 
Published by Hardware Age, Chestnut and 56th Sts., Philadelphia 39, Pa. ; 
Compiled by Oliver Brothers, Inc., 421 Canal St., New York 13, N. Y. 
Col. No. 1 2 3 ‘ 6 6 7 g 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 
nf og MATERIAL ma | Dec. March July Nov. Jan. | March Dec. | Dec. _ Dec. | March | july | July | July | June _ june | June | Dec. Sept. Sept. Dec. 31 | Sept. 30 | Se it. 30 Sept 30 | Sept. 30 Sept 
nit 1913 | 1916 i917 | 1918 | i920 | 1922 | 1923 | 1928 | 1929 | 1933 | i934 | i936 | i937 | 1938 | 1939 | 190 | 1941 | 192 | 1944 | 1945 | 196 | 1 1948 | 1949 | 1960 
4 Steel railroad spikes, % x 614... .. ‘ 100 Lb. 1.60 | 1.35. 5.00 3.90 | 3.60 | 2.10 | 3.16 | 2.80 | 2.80 : | 2.15 2.40 2.60 3.00 3.00 2.90 | 3.00 | 3.009  3.00@ | 3.00 | 3.260 | 3.650 4 5.35 | 6.35 | 6.9 
: nab Track bolts, square nut, 423% ee meee 100 Lb. | 2.15 1.70 7.00 4.900 5 60 | 3.00 : 4.000 3.81 3.81 | 2.86 3.81 3 81 4. 22 4.22, 4.31 | 4. 16 | 4.7 The | 4 15@ | 4.15@ | 4.15@ l 6.00 | 7 7.60 Q 
3 Crow bars, 10 to 26 Ib., , average all sizes 100 Lb. | 1.90 1.66 6.50 ] 7.60 | 6.26 | 4.50 | 5.76 | 5.89 5.89 | 5.89 | 6.00 6.00 | 6.30 | 6.30 6.15 | 6. 26 7.67 | 7.61@ | 7.67@ | 7.67@ | 7.67 8 0 | 11.20 
4 | Striking hammers, ee oo : Ea pret “sat” oe | 4-74 | 3-64 10.80 | 10.80 | 9.28 | 6.41 | 8.75 | 0.70 | 0.70 | 0.70 | 0.68 | 0.68 | 0.60 | 0.65 0.6 59 | 0.63 | 0. 10 0.70@ | 0.10@ | 0.70@ | .7 | 0 1.38 | 1.16 
6 | Railroad picks, 6 Ib.. ste eeweresererseeserens | Doz. | 2.43 1.87 7.29 | 9.00 | 7.69 | 4.86 | 6.20 | 5.70 | 5.70 | 6.70 | 6.70 | 6.70 | 6.4 16 | 6.73 | 6.06 | 6. 39 | 7.58 | 7.68@ | 7.58@ | 7. 58@ 8.93 | 9 1.60 | 12.60 | 13 
ie Machine bolts, 4 x4, oT, Sq. & Sq., carload. .... 100 Pes. 161 | 1.32 4.97 | 3.83 | 4.06 (| 1.68 2.43 | ‘3.33 | 3.33) | 2.49 2.70 | 3.16 | 3.42 2.78 | 2.68 | 8. 06 | 3.29 3.29@ | 3.290 a 290 lwadrac| 4 3 5.36 ‘ 
v1 pressed nuts, square, blank, }4 in., hvy., carload Since Apel 1, 1827, per be. | 2.60 2.20 6.50 | 6.60 6.50 | 3.26 5.20 | 0.566 0.655 | 0.41 | 0.45 — 0.627 | 0.87 0. 43 | 0.44 0.44 | 0.57 | 0.67@ | 0.57@ | 0.57 er 0 92 0.92 
8 | Iron turnbuckles, 1 x 6 in., take up, with stub ends 100 Pes. (27.80 | 26.34 57.20 | 67.20 | 61.60 | 39.60 | 39.80 | 66.00 | 65.00 | 39.60 | 56.00 00 | 55.00 | 55.00 | 45.00 | 47.30 | 60.50 | 60.50@ | 60.50@ | 60.50@ | 66.00@ | 79 8.00 {112.50 
Seer enibenh IN ON o.oo. esc cc cs ccosccseccoess. 1000 Pcs. | 0.44 | 0.41 0.96 | 1.02 | 0.78 | 0.62 | 1.05 | 0.78 | 0.78 | 0.78 | 0.80 | 0.76 | 0.96 | 0.84 | 0.95 | 1.05 | 1.05 | 1.05@ | 1.05@ | 1.05@ | 1.370 | 1 1.98 | 1.98 | 2 
ce : R. H. steel rivets, 4 x14, cao. Se ae 100 D Lb. | 2.66 | 2.40 8.21 | 7.20 | 7.20 | 3.70 | 5.10 4.32 | 4.38 | 3.90 J 4.56 4.66 4.80 5.05 4.79, 6.04 | 6.32 | 5.04@ | 6.04@ | 5.04@ | seri re 6 3.40 | 8.40 
11 Upholsterers cut tacks, No. 4, blued, in bulk* 100 Lb. | 6.20 | 4.96 16.25 | 16.10 | 17.15 | 11.75 | 12.40 | 11.33 | 9.91 | 6.45 | 8.37 | 7.63 | 9.15 | 9.15 | 9.30 | 9.30 | 10.65 | 10.65@ | 10.55@ | 10.55@ | 14.000 | 16 1s | 14.65 
12 | Wood screws, flat head, steel (new list prices July 1, 1947)... Per Cent Off List | 0.926 | 0.920 , 0.784 | 0.78 | 0.82 | 0.885 | 0.834 | 0.646 | 0.629 | 0.811 | 0.726 | 0.783t| 0.700 | 0.783 | 0.734 | 0.735 | 0.634 | 0.634@| 0.634@| 0.6340, S7Apes | 0 167 | 0.804 134 
cy Shovels, plain back, I , No. 2, C grade........ ses a Doz. 4.31 | 3.90 | 8.60 | 11.61 | 10.90 | 9.90 | 9.16 | 8.28 | 6.62 | 7.45 | 8.75 8.75 | 9.60 | 9.60 | 9.60 | 9.50 | 10.25 | 10.25@ | 10.250 ne os 13 15.80 | 16.80 
ce Ball tip, loos loose pin, steel butts, 334 x 334, plated, No. 241F Doz. Pr. | 0.90 | 0.90 2.76 | 3.00 | 3.60 | 240 | 2.76 | 1.97 | 1.62 | 1.61 | 2.00 | 1.83 | 2.22 | 1.85 | 1.80 | 1.92 | 2.35 | 2.36@ | 2.230 | 2.450 | 2.980 | 3. 12 | 4a2 | 4 
16 | Wrought brass butts, 2 in. narrow........... Gress Pr. | 3.38 | 3.80 | 7.17 | 7.81 | 7.08 | 6.49 | 7.20 | 7.20 | 7.20 | 5.4 | 6.48 | 6.48 | 7.20 | 6.48 | 5.83 | 6.83 | 6.83 | 6.880 | 5.880 | 6.410 | ea'drie| 8 8.64 | 8.64 
16 | Stillsom pattern wrenches, 10 in., steel handle.......... : Do. | -4.87 | 4.75 | 9.00 | 10.00 | 10.00 | 8.78 | 9.00 | 4.86 | 6.13 | 3.25 | 3.92 | 6.13 | 6.00 | 6.38 | 4.85 | 4.60 | 6.80 | 6.800 | 6.800 | 6.16@ | 7.860@| 10.610 11.97 | 10.26 | 11.28 
49 «| Monkey wrenches, steel handle, 10 in... Be eee —sDoz.~=Sti(‘(‘é‘] Kk | CR) 10.49 «| 08 =| ces | 7.13 | 9.62 | 9.62 | 9.14 | 6.94 | 6.93 | 7.70 | 7.70 | 7.70 | 7.70 | 7.4% | 10.90 | 11.00@ | 11.00@ | 11.0 00@ | 1 12.62@ | 1: 16.50 | 16.00 | 16.60 
«18 | Files, 10 in. flat bastard......... aE ¢ | Dos sas | as 2.op | 273s | aso | 2.70 | 1.75 | 1.69 | 1.60 | 1.00 | 1.00 | 1.00 | 2.36 | 2.36 | 2.36 | 2.36 | 2.36 | 2.260 | 2.360 | 2.360 | 2.76 | 2. 3.53 | 3.63 | 3.99 
19 | Carbon twist drills, 14 in., round straight shank, Jobbers Lengths Doz. | 0.86 | 0.79 | 1.42 | 1.46 | 2.30 | 2.08 | O97 | 142 | aan | aaa | 2.93 | 193 | 1.43 | 1.42 | 1.43 | 143 | 1.48 | 1480 | 1.430 | 1.430 | 1.680 | 1.5 1.95 | 1.96 | 2 
90 =| Chisels, plain handle and edge, 1 in. socket firmer. os | Doz. | 197 | 1.97 | 4.01 | 4.70 | 6.35 | 5.49 | 5.36 6.35 | 6.35 | 5.36 6.35 Ce | oe 1 ome ‘6. 65 | 5.66 | 6.27 | 6.27@ | 6.27 | 6.27@ | inte! 8 8.08 | 9.26 9 
 91—s|- Soldering coppers, 8 Ib. per pr..............0---. eee a os ose | Oe | 0.48 | 0.29 | 0.18% | 0.19 | 0.23% | 0.26% | 0.12%, | 0.165| .17 | .224%| .17 | .18 | .20 | .26 26@ | .26@ | .26@ |,,257%8,61 0.2 0.4114| 0.38%1| 0.4 
2 Post-hole diggs diggers, , Eureka pattern, 4 ft. handles... oak: Pa “Doz. ee uy | 6.00 | 9.00 | 12.60 | 13.00 | 10.00 | 11.60 | 11.60 | 11.50 11.50 11.26 | 11.25 | 11.26 | 11.75 11.76 11.00 | 14.00 | 14.00@ | 14.00@ | 14.00@ | 15.40@ | 18.00 21.00 | 21.00 | 24 
23 Car movers, Badger #9, (Since 1964 #249) GE ERA Dor, | 24.00 | 25.00 27.60 | 36.00 | 34.80 | 48.00 | 48.00 | 48.00 48.0 00 | 48.00 48. 00 | 48.00 | 48.00 | 48.00 | 48.00 | 4s. 00 48.00@ | 48.00@ | 48.00@ | 48.000 60.00 60. 85.20 | 86.20 | 91.2 
24 Wire rope, plow steel, 6 by 19, 84 i in. bright, non- preformed, f.c.. | 100 Ft. 4.72 | 4.41 | 11.90 11.55 9.28 7.81 8.62 8.62 8.62 9.71 8.81 8.81 9.33 9.33 8.81 8. 81 9.27 9.27e 7 9.27e 9.40@ 9.4 12.24 12.24 14.40 
(Prices previous to 1948 on crucible cast steel, now discontinued. i | 
26 | Poultry netting, 2-in. mesh, 20 gage wire, galvanized after woven | Roll of 600Sq. Ft. | 1.97 | 1.69 | 3.47 | 4.13 | 4.13 | 3.61 | 3.76 | 3.13 | 3.01 | 2.48 | 2.09 | 2.66 | 2.00 | 2.72 | 2.63 | 2.71 | 3.12 | 3.12@ | 3.12@ | 3.12@ | 3.192@| «0 | S20she | astute | ceil 
___|___ (rev. to Sept. 30, 1947 were quoted on galv. after woven only.) | SE RS Se IRR SS Pees See se OR eS aS Re: Oe : ‘3 a . y nas Bee Lat hetero | Sap hetwe | $63 tedere 
26 Wire screen cloth, 12 mesh, black, less than carload. Since 1950 100 Sq. Ft. 1.10 0.90 1.765 | 1.96 2.06 1.80 | 1.95 | 1.71 1.42 | 1.36 1.29 1.49 | 1. 1.475 1.33 1.50 1.53 148344 1.57'4@| 1.57',@| 1.98@ 2.6 295 binck | 2.78 block | 3.86 ga 
galvanized 18 x (ae a a Rae eee aa | Let | | | | 1.5740) 1.48 gale 3.48 gale 
. 27 | Galvanized water pails, 10 qt., light pattern, less than carload... Gross tséz|«C(«é‘«é‘(‘SSC«d«CABAASC*| 93.60 | 46.97 | 40.82 | 22.98 | 24.19 | 23.06 | 24.12 | 18 12 | 20.78 | 24.36 | 31.68 | 24.40 | 25.08 | 26.40 34.20 | 36.2 20@ | 34.200 | 34. = 40.20@ | 40.80 | 61.66 | 48.00 | 62.16 
98 | Boameled cast iron sinks, flat rim, 18x30.......................) Bach” ‘| a.e0 | 1.00 | 8.35 | 445 | 4.65 | 8.05 | 4.05 | 4.05 | 4.15 | 2.95 | 3.02 | 3.15 | 3.15 | 3.15 | 3.12 | 3.97 | 4.76 | 6380] @ | 69 ee! 7.526 | 8.86 | 9.68 | 10.55 
29 | Finished brass compression bibbs, standard pattern, for LP. $4 ins) Doz §§ | 3.67 | 3.69 | 7.18 | 8.60 | 9.68 | 6.67 | 6.80 | 6.99 | 5.36 | 6.25 | 6.60 | 6.66 | 6.88 | 6.06 | 5.02 | 6.27 | fi-$2e SESS | . me [SeeBliis | eeas eae | ees | iG 
: 90 | Axes, handled, first quality standard grade, single OORT am Der. =» | 6.76 | 3.60 | 11.60 | 13.60 | 14.60 | 12.00 | 10.75 | 13.00 | 13.00 | 9.60 | 9.60 | 9.60 | 10.60 | 12.00 ‘| 32.00 (12.00 | 12.75 | 12.760 | | 12.15@ | 12.15@ 12.15@ | 13 60 | 14.86 | 14.86 | 17.2 
prior to Sept. 30, 1961 on unhand! | | | | | | | 
$1 | Circular spring balances, 30 Ib. xoz..................... ee Heh |... | 6.00 | 7.60 | 8.00 | 9.00 | 7.60 | 7. 6914 | 1.6914 | 7.6034| 6.60 | 6.60 | 6.00 | 6.00 | 6.00 | 6.00 | 6.00 | 6.00 | 6.009 | 6.009 | 6.00@ | 6.00 | 6.30 | 6.30 | 6.60 | 17.60 | 13 
$2 | Lawn mowers, 16 in., ball-bearing, medium grade, 5-blade ( irices eam | 9.00 | 3.60 | 6.00 | 6.60 | 6.40 | 7.00 | 6.00 | 6.60 | 3.76 | 610 | 3.66 | 4.90 | 6.30 | 3.65 | 3.86 | 6.60 | 4.3600) @ | gy s | 9.25 | 9.7% | 9.00 | 9.65 
previous to 1944 based on 14 in., 4-blade, cast iron) _. | 
Col. No. 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 a oe 
* Prices previous to June, 1926, were on American Cut Tacks now dis a} ot masefasterers. | ioe: Sic imaeiladi imitans ita nll aciiaceten RS Nel Mile ates a ate ten alten Wim pe a —_— 
© Ceiling prices established by Government Price Administrator in 194 r later through to 194 production. Mat ufacturer of finished all brass bibbs was temporarily discontinued on March 17. 1942 { July 31, 1942. A S&S per cent increase was allowed. Their manufacture has bee 
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Compiler's Note: Lists and discounts have been reduced to unit prices or unit quan- 
§ edition of the Table of Values of Manu- tity prices as required. In doing this, consideration has been taken of the fact that list 


iiled by Oliver Brothers, Inc., information prices on some items have been changed from time to time and the net prices shown 


2 are based upon the lists and discounts in effect on the dates given. The data for Wood 
able supplements the Table of Values of rom ecem er to P tem er Screws represent the discounts reduced to a unit percentage. The prices shown rep- 
Tod ox an insert in this ieane ’ J resent what would be recognized as a reasonable wholesale price allowed by the manu- 


facturer to the wholesaler. 
Published by Hardware Age, Chestnut and 56th Sts., Philadelphia 39, Pa. 


Compiled by Oliver Brothers, Inc., 421 Canal St., New York 13, N. Y. 


10 il 12 17 19 20 21 d 23 24 26 26 27 28 29 30 





March | July | July a | | Dec. : Sept. Dec. 31 | Sept. 30 | Sept. 30 Sept. 30 | Sept. 30 Sept. 30 Sept. 30 | Sept. 30 | Sept.30 | Sept. 20 
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NEW “LEADER” 
TAB-L-TOP 
Food Chopper 


Model No. 1580 





When it comes to food and meat 
choppers you just can’t match the 
world famous quality line of 
UNIVERSAL. From the 
exclusive Swing-A-Part 
model, to the new Deluxe 

All Purpose TAB-L-TOP, 
they’re packed with features 





that spell profits for you! 
And remember, for more than 
50 years Universal has been the 
best known name in 

Food Choppers. 


NEW DELUXE ALL PURPOSE 
TAB-L-TOP 
Food and Meat Chopper 


Model No. 1595 
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Atlantic City Convention 





IRHA Budget Plan 





a panel discussion by 


Russell R. Mueller 
Managing Director 
National Retail Hardware 
Association 

Indianapolis, Ind. 


James N. Jones 
Treasurer 

Decatur & Hopkins Co. 
Boston, Mass. 


J. F. Spaulding 
Vice-President and General 
Sales Manager 

Black & Decker Mfg. Co. 
Towson, Md. 


by Russeil R. Mueller 


It was two years ago, at this 
same convention, that a small 
group of manufacturers and 
wholesalers got together and we 
talked about budget selling with- 
in the hardware industry. We 
started to work on finding out 
what might be done in the retail 
hardware industry about budget 
selling. 
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We have better than 23,000 
stores, and less than 5 percent of 
them were offering across-the- 
board instalment convenience fa- 
cilities to the consumer. 

We took $35,000 from the oper- 
ating budget of NRHA and put 
together our operating manual in 
which we tried to tell the story. 
This manual was made available 
in February of this year. In nine 
months’ time some 6500 of our 
stores have responded and nearly 
2900 copies of this booklet have 
been distributed to bankers, 
wholesalers, credit institutions, 
and so on. 

It is needed not only for our 
customers, but actually for the 
livelihood of our own retail stores. 
We have shown sales increases 
over the last 10 years, and it has 
been a favorable increase each 
year in our retail hardware stores. 
But compared to the national 
economy we haven't gotten our 
fair share of the business, part of 
the reason for this being that we 
are not being competitive for the 
consumer dollar. 

Some of our dealers will com- 
plain that there is a lot of paper 
work in handling an instalment 
sale. Let’s take a look at this pos- 
sible objection. I am pleading 
with you for help in getting the 
dealer adjusted to the idea of in- 
stalment selling. 

Budget selling is a positive ap- 
proach to the discount house, be- 
cause time-payment buyers are 
list price buyers. They don’t make 
a deal on how much per week they 
are going to pay to the hardware 
dealer and then say, “How much 
are you going to give me off on the 
merchandise?” ; 


We have a dealer who says, 
“Show me one customer with $100 
and I'll show you 100 customers 
with good credit and only $10.” 

Instalment selling will enable 
the retailer to hold some lines of 
merchandise that are going to 
other channels. The manufactur- 
ers are looking for other outlets. 
There is a jeweler today who is 
the largest seller of portable elec- 
tric tools for one manufacturer. I 
don’t believe that jeweler knows 
any more than the hardware 
dealer knows about portable tools, 
but he is a good outlet, simply be- 
cause he offers a convenient out- 
let, to the consumer. We do not. 

Sporting goods, in jewelry 
stores! You have seen some of 
the ads. It is a come-on to get 
new accounts receivable, and to 
get the traffic flow that we so 
sorely need. 

There are manufacturers now, 
looking to the appliance dealer 
for stationary power tool distri- 
bution. Here is a field that has 
an 18-month mortality rate, ac- 
cording to Dun & Bradstreet. That 
is the turnover of the appliance 
dealer. 

Yet here is the retail hardware 
dealer who is rated as the best 
credit risk in the United States. 
There is no other retailer that 
holds that particular position. 

I think that instalment selling 
at long last makes us be truly 
competitive. We are the last in- 
dustry to move. 

The hardware industry is just 
20 years late in becoming truly 
competitive in this merchandising 
field. We are 20 years late in mer- 
chandising our product. 

When the retail hardware in- 
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dustry adopts budget selling right 
across the board, there is a sales 
potential available to us of $250 
million. From the retailer’s point 
of view it can represent the great- 
est and the most effective long 
time merchandising promotion in 
the history of hardware retailing. 


by James N. Jones 





The Hardware Budget Plan will 
materially increase sales for the in- 
dustry. As sales increase for the 
industry, your business and my 
business will increase. 


1 have interviewed a number of 
dealers and also sent out question- 
naires to others who were using the 
plan or contemplating putting one 
into operation. 

A Maine dealer said he liked the 
plan because “We sold more power 
mowers than ever before, since we 
have used the plan.” 


A western Massachusetts dealer 
told me, “We like the plan because 
we get steady payments, instead of 
irregular ones.” 

In an interview with a Massachu- 
setts dealer, I was told, “My first 
ad brought 21 inquiries on the 
Hardware Budget Plan items we 
were selling. We are enthusiastic 
about it.” 

Here is the story of one dealer | 
interviewed as to his opinion of the 
Hardware Budget Plan. He is the 
leading hardware dealer in a town 
of about 10,000, and does an annual 
volume of just under $100,000. 


He increased his advertising al- 
lotment last Spring by 1 percent to 
adequately promote the plan. He 
believes that the plan has been di- 
rectly responsible for a 5 percent 
sales increase in 44% months. 
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There are several things which I 
believe the hardware wholesaler can 
do to promote the Hardware Budget 
Plan. 

Enthusiasm is necessary. Credit 
managers and sales managers of 
wholesalers should work together to 
promote the idea among the com- 
pany’s salesmen. 

For the salesmen to do an intelli- 
gent promotion job for the Hard- 
ware Budget Plan they must be 
able to intelligently advise custom- 
ers. In order to sell dealers on the 
plan the wholesaler’s salesman must 
understand it. There are a number 
of valuable tools for the wholesaler 
to use in educating his salesmen, 
including slides developed by the 
National Retail Hardware Associa- 
tion and those developed by manu- 
facturers for promotion of budget 
plan selling such as the set devel- 
oped by Black & Decker Mfg. Co. 

Every hardware wholesaler’s 
salesman should carry the small fact 
booklet issued by NRHA to tell the 
story of the Hardware Budget Plan. 
At each sales meeting the sales 
manager and credit manager should 
devote some time to budget selling 
for greater sales and profits. 

The Hardware Budget Plan is not 
for the slow pay or marginal ac- 
count using all of his credit re- 
sources just to stay in business. 
The dealer must have access to ad- 
ditional capital to carry this paper, 


and it can come from surplus or 
increased borrowing. If the in- 
creased borrowing is not sufficient 
to enable him to stay on a discount 
basis. he should not consider budget 
plan selling until he has his finan- 
cial house in order. 

I sincerely believe that for the 
well-financed, wide-awake, ambi- 
tious dealer there is no better way 
to increase sales and profits than an 
intelligent use of the Hardware 
Budget Plan. 


by J. F. Spaulding 





The lack of credit facilities on 
the part of the hardware retailer 
can stop a sale as surely as if the 
retailer had built a wire barricade 
around his store. There is no more 
important problem facing your en- 
tire industry than the problem of 
how to spread credit buying to 





2 


New president takes office as Lee J. Haines, left, outgoing president hands 
gave! to Roger K. Becker, new president, and other officials continuing left to 
right are A. G. Earnshaw, new vice-president; W. S. Brown and Robert W. 
Mason, new members of the executive committee. 
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embrace the entire hardware in- 
dustry at the retail level. 

Today 65 percent of all American 
families are buying something on 
credit at this very moment. Eighty 
percent of all credit buying comes 
from the income groups that buy 
the most and are your best potential 
customers. Not only that, but 
business economists agree that the 
credit situation as it exists today, 
is a very healthy one, and that by 
and large the American people are 
not over-spending, as some gloom 
purveyors would have you believe 
but they are well within the limits 
of their incomes to pay. 

Our industry is trying desperate- 
ly to start a crusade in the hard- 
ware industry. We are approach- 
ing it of course from the stand- 
point first of the hardware dealer. 
Sut we recognize that in order to 
get the job done completely, so that 
our ultimate consumer dealer, the 
hardware dealer, is on the same 
basis as competition, it will be 
necessary to motivate all the whole- 
salers and manufacturers at the 
same time. 

Marketing, production and adver- 
tising plans are based on potentials 


that are new horizons to all of us. 

We are firmly convinced in our 
company and are investing a con- 
siderable amount of money in hori- 
zons, the horizons I am speaking of, 
to reach these goals that will be 
jlucrative to everybody in the hard- 
ware industry. 

It is the nature of the hardware 
dealer that he holds an unique place 
in the community in which he lives. 
He is the luckiest in some respects 
and the unluckiest in others. He 
is in position to know his cus- 
tomers, he is equipped to give spe- 
cial advice. No matter how at- 
tractively he decorates his win- 
dows and plans the flow of traffic 
through the store, and no matter 
how many signs he puts up, he 
must do something to facilitate 
buying. He can not compete with 
the poorer store having consumer 
credit facilities. 

I have here a superchallenge. It 
is very simple. If each of us—and 
I speak of “us,” collectively, be- 
cause we are a combined industry 
—can add one to every five of our 
customers in the credit plan, we 
would increase the total industry 
sales. 


In 1955, the estimate that I have, 
of hardware sales is $2,722 million. 
In 1956 $2,940 million, or an in- 
crease of $218 million, if we could 
get that one out of five. 

I would like to suggest a plan of 
action to people in this room, both 
manufacturers and _ wholesalers. 
First—go over the hardware as- 
sociation plan with your salesmen, 
either at the manufacturer’s level 
or at the wholesaler’s level. ZTwo— 
set quotas for yourselves as to the 
number of people, whether they be 
dealers, the wholesaler or from the 
manufacturer that you want to sell 
this plan to. 

Third—instruct your men on 
how you want them to go about in- 
creasing the number of dealers and 
wholesalers using the plan. 

Fourth—program the plan for a 
definite period of time and stay on 
top of it. 

Five—once it is accomplished, 
see how your business has bene- 
fitted, despite the extra demand on 
your men’s time. 

(At the beginning of his talk 
Mr. Spaulding showed a strip film 
illustrating the desirability of in- 
stalment selling. 


Steel Industry Looks Ahead 





by G. F. Sullivan 
Editor 

The Iron Age 
Philadelphia, Pa. 
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What’s ahead for the short 
term? For the long term? What 
about steel capacity and where do 
steel companies and the govern- 
ment stand on the question? 

First, the outlook for the com- 
ing year. 

Automotive: The market will 
stay amazingly close to the 1955 
record. 

There are three strong reasons 
backing this conclusion. Over 33 
million cars on the road over six 
years old offer a substantial re- 
placement market. There is a 
large increase in population re- 
quiring transportation. Higher 
standard of living contributes to 
automotive demand. 


Most auto leaders predict that 
business will be about the same 
in 1956 as it was this year. They 
contend that continued prosperity 
will assure an undiminished mar- 
ket. Some private predictions 
range even higher. 

Appliances: No industry reflects 
the value of high income better 
than does the appliance industry. 

Most major appliance companies 
are setting records in 1955 and 
see no reason why business should 
do anything but increase in 1956. 

Manufacturers will 
stantial backlogs 
into 1956. 

Should the continuing rise in 
gross and net personal income 
continue, coupled with the high 
rate of home building, present 
purchase patterns in appliances 
should hold well into next year. 

Electronics: Riding on television 
sales, the electronics industry 


have sub- 
carrying over 


HARDWARE AGE, OCTOBER 27, 1955 









tiome Fashion Note by Marion Paimer 
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MELAMINE* 1S THE SECRET! 


The practical star of this powder room is the counter you make by 
1 door with melamine laminated plastic Its smooth 
tch or spot \ damp cloth wipes tt new Melamine 

t's probably covering your kit hen counters so beaut! 
Buy Melamine surfacing at hardware, hoor covering 
y stores Choose your tavorite color and pattern - then 


xtures in your room to match or contrast 


spplies melamine resin for decorative laminates sold 
under these trade names: Arborite « Consoweld + Decartite + Fartite 
Fiberesin « Formica + Lamin-art « Micarta + Nevamar + Panetyte 


Pionite «+ Plastilight « Railite + Richelain « Textolite 








This is your ad, 
ements sending customers to your store! 


MONSANTO CHEMICAL CO 
PLASTICS DiviSiON 


Women dream of things like marble-topped tables and 
VYOryveous make up hor KS and powdel pars VMonsat tT”) 
reacnes out for these dreamers and steers them to vo 


«i 


: : ’ 
ideas on using economical melamine laminated pia 


Get Your Share of This Profitabie Business by 


aq you see here is Dut one example iT Will appeal 
Featuring Any of These Fine Melamine Laminates: | 
color in Better Homes & Gardens, this coming October 
Arborite Consoweld Decarlite of Monsanto’s broad campaign promoting melamine 
Farltite Fiberesin Formica 


Lamin-art Micarta Nevamar 
} melamine going to million and 
Panetyte Pionite Piastilight on meiamine going to millions... ame 


laminates f home decoration. Monsanto has the 


Railite Richelain Textolite the profitable sales are going to you! 


ANTO CHEMICAL COMPANY, PLASTICS DIVIStOn, SPRINGFIELD 2, MASSACHYU 


should repeat this year’s $10 bil- 
lion sales record in 1956. 

Bulk of the sales will be in reg- 
ular black and white TV sets, with 
color sets holding to an orderly 
growth rate. 


HALLMARK 


Construction: This industry, 
frequently called the backbone of 
the economic recovery, will not 
run out of steam in 1956. But the 
spectacular growth of recent years 
will probably level off. 

About 1.3 million new homes 
will be started and industrial con- 
struction will run at a little less 
than $700 million a month. Only 
federal] and state government ex- 
penditures for schools, roads and 
| other purposes, now running at 

about $1.2 billion a month, will 
ie | tend to rise next year. 


. : | | G, Prices of home building mate- 
2% lp #325 


na ihe Rent | rials are inching up, making new 
Gilroad or 
PICKS * MATTOCKS 


Clay Pick Stedge | homes more expensive. But recent 
4 








FOR MORE THAN 100 YEARS 


Your customers will recognize the IRON CITY Star as a mark of 
quality backed by 101 years of service to industry. They know that 
IRON CITY tools are unmatched for durability. 

Regardless of your location, you will find a sales representative of 
IRON CITY at a key distributing point near you. Call him for com- 
plete information on IRON CITY products. 


















NEW ENGLAND 

T. P. Milligan & Company 
734 Statler Office Building 
Boston 16, Massochusetts 


NEW YORK & NEW JERSEY 
Herbert M. Demores? 

50 Maplewood Avenue 
Meplewood, New Jersey 
PENNSYLVANIA 
Mexwell-Truitt & Company 
Bourse Building 

Philadelphia 6, Pennsytvenia 
H. K. McJunkin Company 

P. 0. Box 8346 

Pittsburgh 18, Pennsylvania 


Moicoim E. Reid & Associates 
2011-13 Cedar Springs 
Dollies 1, Texes 


HOES + SLEDGES 

BARS + WEDGES 
CHISELS + LEG VISES 
TRACK TOOLS 


SALES REPRESENTATIVES 


MIDDLE WEST 
Mork L. Bristol 

12 Hamilton Place 
Gorden City, L. I. 
New York 


John F. M. Detlefsen 
30 Church Street 
New York 7, WY. 


Robert E. Muzzy 
605 W. Washington Bivd. 
Chicage 6, Iilineis 


SOUTHEASTERN STATES 
Henry Keidel & Co. 

Snow Building 

Baltimore 2, Moryland 


Horry A. Hoffner 
P. 0. Box 4346 
Jecksonville |, Fleride 







. 
~ 


= 88 
Pest Hole 
“a Digger 


WESTERN STATES 


Hughson & Mertos 
1270 Bush Street 
Sen Francisco 9, Colifernie 


+ 
3209 Glendale Boulevard 
Les Angeles 39, Californie 
. 
910-8 Elliott Ave., W. 
Seattle 99, Washington 
+ 
509 Beason Building 
25 E. 2nd South 
Salt Lake City 1, Uteh 


CANADA 

J. W. Sleeth & Company 
4) Lomberd Street 
Terento, Onterie, Canede 


“Unit Oe We FOR LATEST PRICE LIST 





IRON CITY TOOL WORKS, :x. 


Si 








measures tightening home buying 
regulations will be scrapped at 
the first sign of a real slackening 
in home building. 


Machine tools: This industry 
confidently expects its first peace- 





i= 
= 


The past and present were linked in 
address by NWHA President Charles 
L. Hildreth quoting from association's 
second convention in his formal ad- 
dress. Then came W. F. Kennedy of 
Ott-Heiskell Co., Wheeling, W. Va., 
to intorm President Hildreth that he 
attended that second convention and 
aimost every convention since then. 
Mr. Kennedy celebrated his 82nd 
birthday during this year's conven- 
tion. 
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time $1 billion shipment year in 
1956 and 1955 will hit $900 mil- 
lion. 

Three government programs 
will give the heavy machine build- 
ers a shot in the arm. They are 
Navy propulsion production equip- 
ment, Air Force long lead time 
machinery procurement, and pro- 
posed purchase of large machine 
tools by GSA. 

Civilian demand should continue 
good and incoming orders are 
ahead of shipments. Backlog is 
now 50 percent over the same pe- 
riod of 1954. 

Aircraft: Nation’s aircraft in- 
dustry will keep soaring through 





Fred Heitmann of F. W. Heit- 
man Co., Houston, Texas, a new 
member of NWHA executive 


committee. 


1956. Sales will be near $8 bil- 
lion. Backlog for entire industry 
is now $14 billion, plus huge or- 
ders for guided missiles. Sub- 
contractors will share about $5 
billion in business from aircraft 
manufacturers. 

There may be a slight drop-off 
from 1955 activity. Military air 
units are now pretty well equipped 
with jet planes.* The new century 
series, planes with numbers start- 
ing with F-100, probably won’t 
reach a high production rate dur- 
ing 1956. 

Military will continue to be 
biggest customer, but passenger 
plane orders are at an all-time 
high with deliveries scheduled 
through 1959. 

New orders for jet planes are 
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Event *4 in the Boontonware Program 
is beautiful, full color backdrop for 


YOUR BOONTONWARE 
CHRISTMAS WINDOW 




















Splendid full-color reproduction in the shape of a giant Christmas card makes a 
heart-warming backdrop for your window. 


Who can resist this Christmas morning family scene? It’s 
the kind of setting sure to mark your store as neighborhood 
Christmas gift buying headquarters. Sure to bring you cus- 


tomers you don't ordinarily sell. 


As part of the Boontonware Selling Program, your resource 


has a backdrop reserved for you free for the asking. 


MANUFACTURED BY BOONTON MOLDING CO., BOONTON, N. Jj. 


Lyoorilonware 


YOUR #1 MELMAC DINNERWARE LINE 
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BETTER DISPLAY 
SELLS MORE 


PLIERS 


; 
hes 


KLEIN 





Successful hardware men know 
that the axiom of their business is 
“To sell more—display better.” 

Mathias Klein & Sons now 
offers the hardware trade a new, 
sturdy display that is a self-mer- 
chandiser. Supplied with two 
pairs each of the six most popu- 
lar pliers in the Klein line and 
with a supply of the popular 
Klein-Koat plier handles, this 
display will increase your sales, 
build profits for you. The display 
may be set on the counter or hung 
on the wall and is supplied free 
with an order for pliers and plier 
handles to stock it. 

Klein Pliers are the standard 
by which other pliers are judged. 
Be sure to have this Klein dis- 
play on your counter or wall to 
serve your good customers. See 
your Klein distributor. 


DISTRIBUTED THROUGH 
JOBBERS 


Foreign Distributor: Inter- 
national Standard Electric 
Corp., New York. 


"Since 1857" 





' 
; 





due to be placed in near future. 


Road building: Serious conges- 
tion and pure politics will prod 
the demand for better roads and 
more road building machinery. 


Higher rate of expenditures for 
highways is indicated by at least 
one important fact: 14 states 
raised their gasoline taxes this 
year. Most of the added revenues 
are expected to go to roads. 


Congress will be asked again to 
consider legislation leading to a 
vast new road building campaign. 
Estimates of the federal contribu- 
tion range upward from $30 bil- 
lion. Even without new legisla- 
tion the government is committed 
to contribute $875 million in this 
fiscal year for more road-building. 





Wilton H. Terstegge of Stratton & 
Terstegge Co., Louisville, Ky., a 
new member of the NWHA execu- 


five committee. 


Defense: Government outlays 
for defense will stay high in 1956, 
despite attempts of economy advo- 
cates to trim as much as $1 bil- 
lion from the total $34.5 billion 
military budget. 

Defense Secretary Charles Wil- 
telling the White House 
budget jugglers they will have to 
look elsewhere for places to cut 


son is 


the huge ($63.5 billion) cost of 
running the government. 
Outlook is that the Pentagon 


will get the $34 billion-plus sum 
it will ask for in January. 

Farm equipment: Next year’s 
farm income, state and national 
controls, tariffs and subsidies all 








HARDWARE AGE, OCTOBER 27. 


Atlantic City Convention 





loom as important factors in de- 
termining how much farmers will 
invest in 1956. 

Estimates now indicate buying 
will be off 5 to 10 percent com- 
pared with this year. 

Steel: The steel industry will 
have three things going for it in 
"56: backlogs of un- 
filled orders, high-level production 
by major consuming industries, 
and rebuilding of inventories de- 
pleted by heavy consumption and 


substantial 


slow deliveries. 


It’s generally agreed that major 
producers will operate at near- 
capacity levels for first six months 
of 56 on the basis of business al- 
ready booked and the business 
outlook for steel’s customers as 
detailed in a special! IRON AGE sur- 
vey. 


115 million tons in ‘56 

Barring an 
down of the the 
industry next has a good 
chance of equaling or exceeding 
this production, 
which is the 
neighborhood of 115 million tons. 
This compares with the previous 
1953, of 111.6 


let- 
steel 


unlooked-for 
economy, 
year 
years record 


expected to be in 


record, set in mil- 


lion tons. 


Certainly when steel is in short 
supply, as it is today, more peo- 
ple lean on distributors to meet 
their needs. On top of the orders 
that would normally be yours I 
suspect that there are some that 
might otherwise have 
rectly to the mills. 


gone di- 


Somewhere between 2 and 4 mil- 
lion tons of new steel capacity will 
be needed each year for the fore- 
seeable future. If we set the fig- 
ure at 3 million tons you have a 
yearly growth of between 2 and 
22 percent. Historically, the dis- 
tributor’s share of total steel out- 
put has rising. Some 30 
years ago it was around 10 to ll 
percent. More recently it has 
been averaging about 18 percent. 
So if you add this to the. incre- 


been 


1955 








ment in ingot capacity it looks as 
though your overall business 
should grow by at least 2% per- 
cent a year—taking the long term 
view. 

You are of course going to see 
additional capacity—as I men- 
‘ tioned before. But you are not 

likely to see steel expansion be- 

yond the 3 million tons a year that 

most steelmakers feel is needed 
° for civilian and current military 
demand. Direct defense orders 
actually amount to about 2 per- 
cent of total steel shipments. 


Yor are not likely to see an ex- 
pansion to 150 million tons in the 
next five years uniess the fast 
tax write-off policy is changed. 













George H. Day, Ii, Lumite Div., 
Chicopee Mills, new member of the 
AHMA executive committee. 





















Norman W. Foy, Republic Steel 
Corp., Cleveland, Ohio, is a new 
member of the AHMA executive 


committee. 
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Stanley Presents 


THE PRODUCT 


Here are rules made and pack- 
aged to sell. They’re what your 
customers want... Stanley 
quality in every inch, easy to 
talk about extras, and the new, 
free Magna View utility box 
...the box with the magnify- 
ing lens lid, that every rule 
comes in. Prices range from 
75¢ for the 6’ Pacemaker, to 
$2.89 for the 12’ No. 3612W. 


\ 
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wa 
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AND THAT’S NOT ALL 


All 81 of these metropolitan 
areas are reading Stanley Rule 
advertising in the supplements 
of their Sunday newspapers. 
This is local advertising with a 
real wallop. Watch for Stanley 
Rule ads in your town in This 
Week, Parade and American 
Weekly. We'll be glad to send 
you exact dates so you can tie 
in. Write Advertising Dept., 
Stanley Tools, 380 Elm Street, 
New Britain, Conn. 


Tools * Electric Tools * 





The Stanley Works ¢ New Britain, Conn. 


Hardware * 





















e Pacemaker Line 


mi gelois-lae 





THE PROMOTION 


19 times in September, Octo- 
ber, November and December! 
That’s the number of ads to 
rule buyers — your customers 
— that Stanley has placed in 
these national magazines, 6 
times in the Saturday Evening 
Post alone. 





STANLEY 


Steel + Steel Strapping 
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Now added to the most Com- 


Se EP 





Atlantic City Convention 





Asphalt Roofing Products 





by Conner Clapp 


Conner Mfg. Co. 
Louisville, Ky. 





plete Line of HARGRAVE 
* CLAMPS %* CHISELS 
* PUNCHES 
* MASONRY DRILLS 


A “Sales-Proven” marketing pro- | 
gram to aid you. , | 
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Clamp Be ae 
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Several 
asked: 
“Is the sale of asphalt roofing 


extensive enough to warrant pur- 
suit?” 


of our members have 


Of all building construction, ac- 
cording to the latest figures from 
the U. S. Department of Commerce, 
asphalt roofing accounted for 75 
percent of all roofing sales. Metallic 
roofing, including galvanized steel 
roofing, steel roof deck and alu- 
minum roofing accounted for 10 
percent, and all other types for 
15 percent. 


On roofs for single family dwell- 








Ask Your DISTRIBUTOR | 
for details or Write | 


J: for copy of NEW No. 
™ 65 HARGRAVE Com- 


/ plete Line Catalog. 








? 
” Clamps Are The Most Use- 
ful Tools —and they bring 
in additional tool sales. 


THE CINCINNATI 


TOOL COMPANY 


Mon Rd. 
Cin. 12, ir) 
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ings, in 1950, asphalt prepared 
roofing accounted for 82 percent, 
wood for 10 percent and built-up 
for 6 percent. All other types to- 
talled 2 percent. 

According to the National Roofer 
of December, 1952, the roofing in- 
dustry has increased in the United 
States from 8500 roofing contrac- 
tors in 1939 to 25,000 roofing and 
siding contractors in 1952, account- 
ing for a total volume of business 
topping the $1 billion mark, and 
employing 100,000 people in 1952 
as against 15,000 in 1939. 

It is apparent that the sale of 
asphalt roofing is of ample volume 
to be taken seriously. 





“ ,..1 consider asphalt roofing 
an essential line. | am expecting 
to retain my customers who buy 
these and other lines... 


99 


If we are losing out as dis- 
tributors, or if we are being 
squeezed out, we should put up a 
stiff fight to maintain one of our 
sources of income. 


How are we being squeezed out 
on roofing sales? 


One way is through the prefab- 
ricated homes industry. We began 
after World War II selling roofing 
to two prefabricated home plants 
in our area. After this business 
increased, we as distributors were 
forced out by numerous manufac- 
turers offering to sell direct at our 
cost. 


Loss of prefab homes 


This is a large segment to lose, 
as prefabs account for a large per- 
centage of the new houses being 
built. However, we are more than 
compensated for this loss by the 
sale of other items to the prefab- 
ricated homes industry. 


Another way in which we are 
losing sales is through a break- 
down of the manufacturer-distrib- 
utor-dealer relationship. 


A number of manufacturers have 
been by-passing wholesalers to sell 
direct to the dealer at distributors’ 
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prices. And the pressure is on to 
give these same prices to contrac- 
tors having large housing projects 
and subdivisions. 

In our area many of the larger 
contractors own lumber yards in 
order to get wholesale prices. 

This situation, I understand, has 
been a subject for discussion by 
the National Building Material 
Distributors’ Association. 

I recently attended a luncheon 
of a group of building material dis- 
tributors who had as their guests 
sales representatives of roofing 
manufacturers. They explained to 
the sales representatives that dis- 
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ELECTRICAL 
ACCESSORIES 
FOR CHRISTMAS LIGHTING 
With the holiday season around the corner, now is the 
time to stock up on the many electrical accessories your 
customers will need in setting up their lights. There's BIG 
profits in these small items and you can be sure of 


Guaranteed Quality when you choose from the 
complete Eagle line. 


a / 


FLASHERS 
and WINKERS 


uttons and 




























Pin and Socket Typ?. 8 
Cord Sets 
E shing gevices ore 
ce» their dependodie perto 
vad fine thermostatic mec 


No. 471 Pin Type shown 
NAIL-IT 


MOULDING CLIP 
No. 201 
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io 
EXTENSION 
CORD SETS 


Eagle mone fac 
~* 
compiete ne Oo 
xtension cor 
na customers every 
need ; 
Available on displey racks 


ul 
pow ow ad boxed oe 795 Tripl 
pe 


Eagle “O.K.” 
oan Plug Fuses 


Louis F. Demmiler, Demmlier Bros. 
Co., Pittsburgh, Pa., who reported 
on new products at sheet metal dis- 
tributors meeting. 











@ Extension cerd shown 


tributors account for a large por- 
tion of their sales, and that we do 
not see how we can stock their ma- 


No. 690 
, , ; , : ditional lrehts 
terial, maintain sales organizations With all the Of ees will be 
. . be ng ¥) ' ont fy e $0 es 
to merchandise it, and then have piown; and ye ' 


them sell direct to our customers. 

The group I mention could list 
over 40 dealers in a metropolitan 
trading area who are buying at 
wholesalers’ prices. It is hoped 
that meetings of this kind will pro- 
duce beneficial results. 

What are the reasons for these 
. direct sales? 


+ stock of Eogie 
america's mos 
qg fuse. 


Keep a msfficion 
GOOD - = uses, 

“OK” sopuier gloss piv 
iT SAYS "OK 








ire ? write tne if new 35¢r Awe versary Cota 9 
Is it because we are not doing a sger and better thon ever, showing a complete line of over 
400 approved wiring devices, 'omp and e ? pec 
good job of distribution for the 20 approved i ele 


industry ? 


ei glE SCO Pees RS ae SOLD THROUGH 
Bice we want this truckioa usi- WHOLESALERS 
Or ONLY 


RIC MANUFACTURING CO., INC. 


LAND CITY 1 . NEW YORK 






Or, are there more roofing manu- | 
ufacturers anxious for business ELECT 
than there are distributors to go SI 
around in a given trading area? ‘ . 

Are asphalt roofing and built-up Perfection (2 not an rtcecdent 


HARDWARE AGE, OCTOBER 27, 1955 


133 






















When you stock the STAR line, 
the first sale is easy . . . repeat 
sales are easier. You can’t t 
STAR’s combination of best- 
selling line and heavy, con- 
sistent advertising to your 
customers. 
Flexible or Flexible Steel 

—the economy blades for gen- 
eral household work. 

"Moly"® Speed Stee! Blades 
—Outlasts po Phas high speed steel] 
blades 10 to 1. 

STAR No. 10 Frame~—With green 
Tenite handle; frame has rust- 
proof crackle finish. Complete with 

12” Unbreakable Special Flexible 
Biade. Features easy blade chang- 
ing, automatic blade tensioning. 


STAR No. 15 Frame—Has red Ten- 


Blade. Features easy blade chang- 
ing, automatic b tensioning. 
STAR No. 20 Frame — The top- 
quality professional tool. Lasts 
longer, cuts truer and faster than 
any other hacksaw frame. 


USE ALL THE STAR 
MERCHANDISING MATERIAL 
STAR “FLEX-PAK’® ASSORTMENT 










Puts hacksaw blades 
where your customers 
can see them — and 
seeing means sell- 
ing. Helps you 

sell 

“Molyfiex’’® 

High Speed 
blades — at 4 times the 
profit to you! 


“Molyflex’’® Display Card No. 166 


Three-color easel- 
back card, 10” x 
1344" contains 10 
Blades — 10” as- 
sorted 18- and 24- 
tooth. 





Special Flexible Assortment No. 45 


Attractive 2-color 
card holds STAR PF 
Special Flexible 

Blades — a fast- 
selling, all-pur- 
pose assortment. 


Ask your Stor distributor for a supply 
of NEW Metal Cvtting Booklets and Wall Charts. 


Sold Only Through 
Recognized Distributors 
CLEMSON BROS., Inc. 
MIDDLETOWN, N. Y., U.S. A. 
Mekers of Hend ond Power Hack Sew 


Biode:, Frames, Meteo! end Woed Cutting Bond 
Sew BSledes end Clemson Lewn Mowers 
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roofing materials essential lines? 

A large portion of the shingles 
we sell are bought by roofing and 
sheet metal concerns. They come 
to us for their sheet metal and also 
for their roofing, roof cement, coat- 
ings and asphalt. They are able 
to get all their materials at one 
place. 

Would these customers go else- 
where if we discontinued shingles”? 

I believe that we would lose some 
customers to competitors who han- 
dle the complete lines. For this rea- 
son, alone, I consider asphalt roof- 
ing an essential line. I expect to 
keep my customers who buy these 
and other lines. 

There is more profit in selling 
from stock than in selling shingles 
in truckload quantities. And we 
are not gambling as much on each 
sale and stand to lose less if an 
account goes sour. 

Profits can also be increased by 
lowering operating costs. We han- 
dle as much roofing as possible with 
the fork lift. Our drivers take 
roller conveyors with them on de- 
liveries when they expect to have 
a long carry. 

One of our members, John Rob- 
ertson, at a previous meeting sug- 
gested that manufacturers load 
shingles in packs so that we can 
unload with fork lifts without the 
necessity of hand stacking of shin- 
gles on pallets. 

I believe that asphalt roofing 
products and built-up roofing ma- 


Office Machines 


(Continued from page 111) 


the salesmen to write in every- 
thing on the proper spots, so we 
are not using window envelopes at 
the present time. 

Briefly these are what we feel 
are the advantages of our order 
system: 

A single writing produces all 
the copies needed, reducing clerica! 
cost and the possibility for error 
in transcribing information. 

The of the Ditto gelatin 
reproduction process is lower than 
other reproducing processes. 


cost 


Handling single sheet orders is 
simpler than having order sets. 
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Thomas A. Fernley, Jr., executive 
secretary of the National Whole- 
sale Hardware Assn. 














































terials are essential lines and that 
distribution profits could be in- 
creased by several methods: 

1—If wholesalers express to 
manufacturers their objection to 
manufacturers by-passing us by 
selling direct to our customers. 

2—If we cut our costs by more 
efficient use of fork lifts, roller 
conveyors and other labor saving 
devices. 

3—If we concentrate more on 
sales to sheet metal and roofing 
concerns which are our natural 
customers. 

4—If we add salesmen to call on 
lumber dealers and contractors de- 
pending upon the distribution set- 
up in our local areas. 


We 
house 


have all ware- 
working on the 
same order simultaneously through 
use of the required number 
der copies. 

We are able to have the pricing 
department price the orders while 
the warehouse is filling them from 
the copies, if we did not pre-price 
the 

We have a complete numerical 


are able to 


locations 


of or- 


order. 


record of all order pages put into 
the warehouse for filling, giving 
a strong control over the possi- 


bility of shipping merchandise 
without billing it. The warehouse 
is instructed not to move merchan- 
dise except on a numbered order. 
The possibilities of a slip-up are 
less when each page bears a sepa- 
rate number than when a large or- 
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der bears a single order number 


With pages separately numbered 
manually. 
Additional copies of invoices, 


when required, are obtainable at 
low cost and with a minimum of 
inconvenience. Additional copies 
of the invoices in some cases up 
to five or 10 with the use of a Ditto 
pen are entirely practical and come 
out legibly. 

Our disadvantages include: 

Poor handwriting by the sales- 
man who prepares an order, which 
carries through to all the copies 
made of the order, as do errors or 
omissions in addresses, etc. This 
is a point brought up before and 
I have heard discussion of the 
Rinehart process and I think we 
will put it in next year. 

The men do not always use the 
hard board under the order pads 
and that makes the order a little 
light and when you run off a re- 
production you have difficulty get- 
ting a good one. 


by George W. Welles, Jr. 


IBM doesn’t cure defects in pro- 
cedure if you do not provide good 
basic procedures for it. A general 
rule of thumb is that the IBM card 
must be used three times, on the 
average to make the operation eco- 
nomical. 

Since maximum use of each card 
adds to the economic benefits pos- 
sible, integration of all closely re- 
lated functions using the same data 
into IBM procedures generally 
gives the most effective application. 

Examples of this are: 

Accounts payable, check writing, 
purchase and expense distribution 
and inventory control. 

Customer invoicing, accounts re- 
ceivable, cash receipts, sales statis- 
tics and commission and inventory 
control. 

Payroll, payroll distribution, re- 
lated payroll tax and payroll insur- 
ance reports. 

Do not load IBM with marginal 
odd jobs, or develop and continue 
reports which are seldom used. 

In your approach to starting to 
use of IBM equipment consider 
these factors: 

Give thorough advance consider- 
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Westinghouse Moat 
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Package 

























The stand is yours—free—when you order the “Motors 
On View” Package. It means more sales for you... 

more motor sales and more sales of power tools g 
and accessories. 

This attractive display stand actually puts motors on view in your 
store where they can be seen and sold. Use it as the center attraction 
of your “do-it-yourself” department. 

Included in the package are six Westinghouse Handy-Craft® 
motors in popular easy-to-sell ratings (one 4-hp, two }5-hp and 
three '4-hp motors). To aid their sale you receive two window 
banners, a motor decal for window or door, the “Tell-All-Tag®” 
on each motor, and newspaper advertising mats in addition to the 
stand and its colorful sign. 

Ask your local distributor for details. Or use the coupon below. 
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you cAN BE SURE...1F rs Westinghouse @) 























Westinghouse Electric Corporation, Small Motor Division, Lima, Ohio 








YES! I'm interested In increasing my motor sales. Tell me how | can get the 
“Motors On View” Package. 
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ation to the most advantageous 
applications. 

Keep in mind special require- 
ments of your company or your op- 
eration when procedures and re- 
ports are developed. 

You cannot let the machine com- 
pany do the basic procedure work, 
but just the machine application to 
do the job you want done. 

Scheduling of machine load must 
be kept in mind in adding func- 
tions. 

Here are advantages of IBM 
equipment when properly applied: 

It can provide presently available 
information quickly at low cost. 

It may facilitate clerical opera- 
tions at lowered cost, such as cus- 
tomer invoicing or maintenance of 
perpetual inventory, or payroll. 

It can pick up an added volume 
of work with minimum space and 
personnel requirements. 

Data punched in cards can be 
summarized in various periodic re- 
ports, etc., without time-consuming 
clerical effort and balancing diffi- 
culty. 

Because of factors previously 





cited, some very desirable reports 
and summaries are feasible as by- 
products of one of the main opera- 
tions, whereas they would be too 
expensive to get by manual or other 
machine methods. 


by Henry J. Allison 


Our IBM installation was made 
in 1947, shortly after World War II. 

We had investigated the matter 
with the IBM people prior to World 
War II, but were told at that time 
we did not have a sufficient volume 
of work to justify an installation. 
They may have had some misgiv- 
ings when the installation was 
made, but we were having increas- 
ing difficulty getting all the infor- 
mation we thought we needed, as 
promptly and completely as we 
thought we needed it, and could 
not discover any other method we 
thought would do the job to our 
satisfaction. 

Our original installation was in- 
tended primarily for sales analysis 
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and dollar inventory control. By dol- 
lar inventory control I mean the 
amount of money we have invested 
in inventory in each of our 25 de- 
partments, and at each of seven 
locations. We do not use IBM for 
item control of inventory. This is 
done partly by perpetual inventory 
and partly by stock purchase cards. 

Two or three years after our 
original installation, we added 
ledger posting. Our office manage- 
ment believes this has reduced the 
time required to post our customer 
ledgers by two-thirds, and at the 
same time has kept our ledgers 
posted up to date all the time. 

We are now in the process of add- 
ing both payroll and general ledger 
posting to our IBM system. We 
have also switched our accounts 
payable from a ledger system to an 
open-item system without ledger. 
The IBM machines prepare remit- 
tance forms and write the checks. 

Some of manufacturers of 
specialty lines, such as floor cover- 
ing and appliances, require many 
detailed reports by items, by cus- 
tomers, and by locations. 


our 


Overdose of statistics? 


These reports are prepared either 
by IBM or from IBM reports. One 
factory, in fact, requires IBM re- 
ports. A distributor who does not 
have an IBM installation must have 
the report prepared by an IBM 
office. 

We often wonder if we have an 
overdose of statisticitis but at least 
once each year we try seriously to 
go through our reports and elimi- 
nate any which do not seem to be 
serving a useful purpose. 

One reason we believe we are 
still living with IBM, after eight 
years, is because to a very large ex- 
tent we have set our own pattern 
of what the system does for us. 

Punch card accounting has its 
limitations, within which we have 
to operate. As a general rule, we 
have found it possible to obtain 
such information as we think is 
essential to keep us informed of 
our own operation, and to get this 
information promptly enough to en- 
able us to arrive at informed opin- 
ions while the conditions they re- 
flect are still current. 
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YOU CAN OFFER THE A/GH7 GUN 
FOR EVERY JOB 


Sell the caulking gun line that is COMPLETE. You 
can offer your trade sixteen different models of 
VITAL caulking guns with thirty different nozzles 
to select from. The guns illustrated here are just a 
cross section of the VITAL line. 


VITAL holds the original patents on most caulking 
equipment. We are the oldest and largest manufac- 
turers of complete caulking equipment in the world 
for home or professional use. 


Most caulk manufacturers package their compound in 
VITAL made cartridges. Make sure that your caulk is loaded 
in time-proven VITAL cartridges that expel easily and won't 
leak under pressure. 


A word from you wil! bring our catalog by return mail. 


I ital Products 


MANUFACTURING CO. 
7508 QUINCY AVE. * CLEVELAND 4, OHIO 
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“Rental machines definitely step up sales,” says Richard 
Robak (standing), Robak Paint & Wallpaper Store, Oak- 
land, Calif. On rental made at time of this photo he sold three 
gallons shellac, two gallons varnish, gallon alcohol and some 
brushes — $45.00 total, including the rental. High? Yes, but, 
even the average rental with proper display and intelligent 


follow-thru, should bring you $23.50. 


Like Robak, you will find it pays to standardize on HOLT 
sanders, edgers and polishers. They're built to take rental 
abuse — Robak’s HOLT machines, bought three years ago 
and in almost continual use since, have required no major 
repairs. Customers like HOLT balance, ease of handling, 
and the professional-like job it does. 

Cash in on the growing do-it-yourself market . . . build 
store traffic and volume with HOLT sanders, edgers and 
polishers. Fill in coupon NOW. 


OL 


Better floor machines for more than 25 years 
669 - 20th St., Ockland 12, Calif., or 
272 Badger Ave., Newark 8, N. J. 17 


MANUFACTURING 





COMPANY 





HOLT MFG. CO. 
Room P-10, 669 - 20th St.. Oakiond 12, Callf., or 272 Bedger Ave., 
Nework 8 N. J 


Please send me folders describing HOLT rental machines. 


NAME POSITION 
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ADDRESS 
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Unit Pricing 


(Continued from page 101) 


Fill 90% of Blade Requests | 
With Sensational Counter Display he wishes he didn’t have the 


darned things. 

You can see that all things are 
not going to automatically fall 
into place. There are going to be 
problems to work out, but I think 
they can be worked out. I think 

SABRE-TOOTH BLADE we have made a very good start. 

| Many manufacturers will say 
etd Sensational new nickle-chrome steel Roc-Edge | the string of discounts are more 
—T) ' natural. You have something 


DISPOS BL E blades are tougher, keener, truer and 
ei saeee TO Tt going to the distributor that goes 


sell for amazingly low prices. 
ve —_ $ 49 : 3 $ 69 25 for 20. Well, that’s fine, but it 
Oa 6 inch 7 inch 8 inch isn’t always kept up that way. I 
blade blade blade can think of one product for 


New Merchandiser gives you which the discount is 25-20 plus 
Blade Department in 6” x 12” 7.4. 
space. Invest only $24.38. 
Fill 90% of blade requests. : : 
SMALL INVENTORY Drop multiple discounts 
FAST TURNOVER So the 





Aae? 


so-called advantage of 
using that multiple discount sys- 

At your wholesaler tem certainly is not there, where 
or wee... they haven’t kept up-to-date. We 


ROCCO PRODUCTS leo maggie would like to see that dropped as 


Minneapolis, Minnesota 
quickly as possible. 





In decimal packaging much 
progress is being made of 229 


’ | enone | manufacturers now using unit 
Here’s the =i 43, or 23 


pricing, 43, or 23 percent also 


newest el , have decimal packaging. The 


| | comments we hear are to the ef- 
f Oo y , ‘ fect that they like it and the trade 
rom UNI N q , . | likes it. In the case of a particu- 
: lar type of industry, generally the 
majority of them have to go 


ckmas - : << Pie : | through it once. 
e r i ' — 
‘ : me 


No brush-off letters 


I certainly want to thank all 


+++ The most practical cabinet of its kind ever designed Die ro eyo of the manufacturers we have 
. ‘ ol + may nt ov? . : ° 
ee ee - ot og smo os shown to lock | heard from, for their cooperation 
“- - "Bae «6 6 } Lia 5 


. = ‘ . y . 
oo and their fine letters. We didn’t 


— 


os 





Same wicth to permit stacking in space-saving multiples aie ailh aet om 
of 12 or 24 drawers. Means minimum isiventory for you of the other. | have anv fast-brush-off-letters. 
too... All you do is stock fwo sizes! ; 
/ Write for | They are all concerned with our 
Features 


literature and “( ms as well ; wn. 
Sands on any fevel surface DE : sep | Pp yblems as well as their own 
KLEER-VU Plastic “Spill-Proof’’ Drawers As to those manufacturers who 


moke contents visible . . . easy to index IDEAL FOR STORING 
Has removable drawer dividers... Photo Supplies © Bolts, Screws, Nuts 


One-piece drawer guides ee ne tered . oom program, we are going to keep 

odio , eod . eo, . 

Welded steel cabinet frame Sete Gietien Gusafien © Same Glen asking you, and writing you. We 
. 


Boked ‘Silver Dentone™ enamel finish Washers, Nails, Brads Pins think that together, on this sim- 


plified pricing, we can work out 








haven’t yet gone along with the 


our problems and then have a bet- 


= TUN at | Mi Tt STEEL CHEST CORP. ter procedure that you will like. 
CHESTS 


LE ROY, NEW YORK I am sure the dealers will like it, 
and probably their customers, too. 
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EXPLANATORY NOTE OF PRICES ab e 0 ues 


Items 1, 2, 3, 4 and 6 represent dollars per gross ton p %) T 
Item 5 represents dollars per net CWT (formerly Y 
quoted per gross ton). | | 


Items 7 to 19 represent dollars per hundred pounds. 


& * = 
Item 20 represents discounts from price list which Used in the manufacture of Hardware & Kindred Lines 
would need to be consulted. 
From 1899 to 1955 


“elgg ge-ege Nore: Prices under the heading “March 21, 1919,” and those marked by dagger (7), represent the 
U. S. Steel Corp.’s prices (to which they adhered strictly) and which prior to NRA were customarily fol- 
lowed by the independent mills. Two sets of prices are shown for Sept., 1920 on the chart because of the two 

— Nore: Hardware Age presents herewith the revised 1955 edition of the Table of Market markets prevailing on certain steel items. In such ins tances the upper price in each individual box indicates 
: the one adopted by the U. S. Steel Corp. and the other price indicates figures that were secured in the open 

Values of Iron and Steel, Wire and other Metals Used in Hardware Manufacture. The editors market. These two markets were caused by the Steel Corp. maintaining the prices suggested in Washington in 

of Hardware Age express their appreciation to Oliver Brothers, Inc., compilers of this data, for March, 1919, while the outside market was regulated to a considerable extent by the law of supply and demand 


permission to publish this chart. 











advancing again by leaps and bounds until Ju 
movement we have yet witnessed, which was t 
haps more remar«able, however, was the st 
production was steadily mounting, tcezethe: 
The March, 1933, figures represent th: 
1933, are the first Steel Code prices unde: 
drastic price cuts announced near the end of 
Attention is particularly called to the long price movements starting in April, 1915, advancing steadily until dition of many new market centers, and diffe: 
July, 1917, to points that were peak ones on most items until recently. In November, 1917, prices were agreed modified 
with or fixed by the Government on a majority of these items. The strong market continued until the signing of The 1941 to 1946 prices marked (*) ar: 
the Armistice. Then there was a “marking time” or gradual easing off until late 1919, when the market began trator or later by OPA 
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Price Sept. Sept. 6 Oct. 2 | Oct. 1 [Dec. 22 July | Mar. J ‘ | Jan. 1 Jan. Aug. il | Mar. | The Pesk | Government May Mar. 21 Dec. | Sept. Dec. April | | | Sept. Sept. 1 , ’ Aug. July June ' C. Sept Sept Dec. 31) Sept. 30 Sept. 3 
Materia’ Based, | 1899 | 1904 | 1906 | 1908 | 1909 | 1910 | i913 | 1914 1917 | sory Preeete | 1918 |. 1919 | 1919 | 1920 | 1922 | 1923 | 1926 | 1927 1933 | 1937 1938 g 1942 | 1944 | 1945 | 1946 | 1947 
F.O.B. | | | ' | New 1917 | | eNews | 
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| | Pig Iron, Basic ........ . Youngstown | 23.00 | 14.60 | 14.95 | 16.88 | 12.37 | 16.45 | 13. 50 | 32.00 lave. 53.50 ae 33.00 | 32.00 | 25.75 | 34.30 | 48.50 | 24.90 | 31.00 E 19.26 | 17.11 | 17. : .50 | 17.00 | 23.50 | 19.50 


Foundry Pig Iron, No. 2 Chicago | 21.00 | 15.60 | 23. 25.50 | | 17. 50 | 16.50 18.48 14. 50 | 35.65 * 33 50 | 33. 60 | 27.25 | 37.30 | 46.75 | 28. 41 | 32. 61 | 21.25 | 20.11 | 
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Spelter Zinc St. Louis | 6.35 | 4.02'4 5.25 | 5.00 | 6.56 | 4.35 | | 6.10| 7.05| 65. | 2.99%] 4.90%) 6.75 8. 2. 26*| 8.20* | 11.00 
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Table of Values of 
~ PRINCIPAL IRON, STEEL, WIRE AND METALS 


om Used in the manufacture of Hardware & Kindred Lines 
From 1899 to 1955 


Rotengssegea Nore: Prices under the heading “March 21, 1919,” and those marked by dagger (7), represent the 
U. S. Steel Corp.’s prices (to which they adhered strictly) and which prior to NRA were customarily fol- 
lowed by the independent mills. Two sets of prices are shown for Sept., 1920 on the chart because of the two 
markets prevailing on certain steel items. In such instances the upper price in each individual box indicates 
the one adopted by the U. S. Steel Corp. and the other price indicates figures that were secured in the open 
market. These two markets were caused by the Steel Corp. maintaining the prices suggested in Washington in 
March, 1919, while the outside market was regulated to a considerable extent by the law of supply and demand 
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advancing again by leaps and bounds until July, 1920. This was the turning point of the greatest inflationary 
movement we have yet witnessed, which was followed by the Post-War deflation culminating early in 1922. Per 
haps more remarxable, however, was the steady recession in prices from April, 1923, 1929, when 
production was steadily mounting, together with profits, to record heights. 


The March, 1933, figures represent the period of the culmination of the banking crisis. 
1933, are the first Steel Code prices under the NRA filed Aug. 29 of that year. The June, 


to September, 
esents h revised 1955 edition of the Table of M:: ket 


and o' ed in Hardware Manufacture. The ec ‘ors 
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reciatio compilers of this date for 


Attention is particularly called to the long price movements starting in April, 
July, 1917, to points that were peak ones on most items until recently. 
with or fixed by the Government on a majority of these items. 
the Armistice. Then there was a “marking time” 


1915, advancing steadily until 
In November, 1917, prices were agreed 
The strong market continued until the signing of 
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drastic price cuts announced near the end of that month when the basing point system was broadened by the ad- 


dition of many new market centers, and differentials in price at the various basing points were eliminated or 


The 1941 to 1946 prices marked (*) are based on ceiling prices established by Government Price Adminis 
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For the Man who 
“TREATS ’EM ROUGH” 


Parker’s new H-75 
: Tubular Frame 
Hack Saw 


, The most rugged Hack Saw on the market 


Steel handle cov- 
ered with tough, 


unbreakable plas 
tic formed into 
full-size comfort 
grip 


Extra strong, 4 
eh. Se MEE Lileld Selaelek, 
frame of heavy 
steel tubing 
double plated 
chrome finish 


Adjustable thumb 
i rest for easier 


truer sawing 
Exclusive potent. 
ed, forged blade 
holders lock in 
mentn sawing 


directions 





Weight: 1 Ib. 10 oz. Individually boxed 


















WORCESTER 1 MASS., VY >. 
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Forge ahead with 
Holthouse & Hartup 





FORGED FOR STRENGTH! 


Tennessee Hill Hickory is the finest woddin the world 
for striking tool handles because of its hoard, tough 
shock-resistant fibers. Holthouse & Hartup's new flame 
forging process makes those hickory fibers even stronger 
than nature made them! 


FORGED FOR LONG LIFE! 


The enemy of all wood is moisture. Holthouse & 
Hartup's new flame forging process locks out moisture 
and ends harmful weather action, lengthening the work 
ing life of the handle! 


FORGED TO SELL! 


Wedges attached to every handle make it a complete 
rehandling kit . . . so anyone can do a quick factory 
rehandiing job. This do-it-yourself feature plus the eye 
appeal of gleaming Forged Handles packed in two-color 
display cartons adds up to a sure seller in any store! 


Start building volume and profit today by stocking 


famous Hill Hickory Forged Handles. Clip and Mail the 
coupon right now for full information. 


yore uh 


amit! FORGED 
TOOL HANDLES 





HOLTHOUSE & HARTUP, INC. 


WAYNESBORO TENNESSEE 


Please send me full information on your new Hill 
Hickory Forged line 


NAME 
STREET 
CITY ZONE STATE 
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Safety Hooks and Eyes 
Display Box 


No. 59301, 


Latch slides back to open, 


snaps shut to lock 





ANCHOR BRAND 
SAFETY HOOKS 


AND EYES 


in self-selling cartons 


These popular, multi-purpose hooks- 
and-eyes are made to order for many 
spots around the home, farm, ranch, 
or shop. A simple, positive locking 
device makes them ideal for secure 
fastening of screen, storm, and cellar 
doors, gates, play area barriers, and 
window screens. 

A pair of hooks and eyes are 
mounted on a bright, eye-catching 
card. Twelve cards are packed in the 
attractive red display carton which 
takes up little space. Sales-test this 
Anchor Brand display carton for 


yourself. Q 
NORTH|{JUDD 


Manufacturing Company 


New Britoin 





Connecticut 


New York * Boston * Philadelphia * Atlanta 
Buflaio * Detroit * Chicago * St. Lowis 
Dellas * Los Angeles * Son Francisco 
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President's Address 


(Continued from page 93) 


economics, reasonable business poli- 
cies should be enforced, and abuses 
by retailers should not be con- 
doned. 


“Wholesalers should also consid- 
er the advisability of making an 
additional charge for less than 
standard package quantities. 

“Since net profit is the real mea- 
sure of the value of the service a 
business renders; volume without 
profit is a mark of failure. Over- 
anxiety to secure a greater volume 
has many times failed to lower the 
cost of doing business but has on 
the contrary actually increased it.” 

If we now move up to the pres- 
ent day, would we not find a very 
marked similarity to the problems 
that were cussed and discussed by 
our predecessors 30 and 60 years 
ago? The record shows it. 


Don't expect help 


The point I’m trying to make is 
that the answer to our problems 
lies more in our own hands than in 
anybody else’s. We cannot and 
should not expect the manufactur- 
ers to answer our headaches. If 
we are not being treated properly 
by them, let’s have the courage to 
act accordingly. 


We do not have to provide ser- 
vices for which we are not properly 
compensated. We do not even have 
to carry lines where that is ex- 
pected of us, if we do not choose 
to do so. Outside of the union, we 
have more to say about how our 
capital, our warehouse facilities, 
our sales staff shall be used than 
anybody else. 

Is our competition running our 
business or are we running our 
own? 

Our own National Wholesale 
Hardware Association cannot run 
your business nor would you or 
should you permit it to do so. I 
have sometimes had it asked, why 
does not the association do this or 
that. 


Your association can act as a 
sounding board for your problems. 
It can serve educationally and pro- 


vide information. It can give ad- 
vice and serve in a social way and 
as a clearing house of information 
and ideas; but do not expect it to 
be a doctor panacea for all your 
headaches. 


When I was new in this business, 
I was prevailed upon to hire some 
so-called efficiency engineers. I paid 
a price and learned that, if we did 
not have brains enough to answer 
our own problems, I had better go 
out of business because nobody on 
the outside could keep me going. 


There is only one thing in this 
business about which I have be- 
come an expert. That is on borrow- 
ing money. 


In all seriousness, I have bor- 
rowed money ever since I have 
been old enough to sign a note and, 
though there are none of my bank- 
ers here to “butter up,” I can hon- 
estly say they have been my best 
business friends. 


I used to work for a bank and 
they put me into a sick hardware 
loan and got me off their payroll by 
selling me the business and I guess 
they acquired a steady banking 
customer by so doing because that 
was 18 years ago and I owe them 
three times as much now as I did 
then. That’s inflation! 


Exchanging dollars 


In conclusion, we know what the 
matter with us is. We are barely 
exchanging a new dollar for an old. 

As for suggestions as to what we 
are going to do about it I would 
like to leave these thoughts: 

1. That we must make some man- 
ufacturers realize that they share 
a responsibility in this situation 
and that enlightened self-interest 
on their part must recognize where 
they control resale prices, that gross 
margins are inadequate. They have 
selfishly, or in the long run stupid- 
ly, ignored distributors’ increased 
costs of doing business while tak- 
ing good care of their own. 


That also is their greed. Some 
manufacturers have added distrib- 
utors without any selectivity, there- 
by encouraging actually price cut- 
ting and discount selling in their 
race for volume and then passing 
the buck to us as distributors by 
telling us we do not keep that 
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which the manufacturers allow us. 


2. That we as distributors accept 
our share of the responsibility for 
the situation in which we find our- 
selves and do not blame it all on the 
manufacturers or expect him to 
solve all our problems for us. He 
cannot and we should not expect 
him to. 


Let us say “No” 


Let’s have more courage to say 
“No” when our judgment so dic- 
tates. Let’s have less fear of our 
own fellow competitor and more 
confidence in sound business prac- 
tices. Let’s quit trying to serve 
the manufacturer as a warehouse, 
sales force, promotion manager, col- 
lection agent and an R.F.D. car- 
rier when he is only paying us to 
serve as a warehouse. 


Let us be selective also in the 
lines we carry and put our efforts 
on the lines we are compensated 
for. Let’s have the guts to say 
“No” to this rat race for volume 
without profit for the glory of the 
manufacturer. He is not as much 
to blame for it as we are. 


If we are to be Casper Milque- 
toast and do everything the manu- 
facturer asks us or wishes us to do 
in the way of service for which we 
are not compensated whose fault is 
it, his or ours? 


Our foolish practices 


I firmly believe that what we 
distributors need most of all is the 
simple virtue of the courage to say 
“No” to the foolish practices in 
which we indulge. 

In concluding, I would be remiss 
in both a privilege and a duty if I 
did not express my deep apprecia- 
tion to both George and Tom Fern- 
ley for their guidance in the past 
year to me, a novice in a field where 
they combine literally three gen- 
erations of experience. 


I wish to thank also those who 
have so graciously accepted com- 
mittee assignments and responsi- 
bilities during the past year and 
discharged their obligations so 
faithfully and effectively. You will 
hear more about them later. 
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A 2 Minute 
Preview 
OF FAST-MOVING 
_ NATIONAL 
_ PRODUCTS 
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LINOLEUM BINDING & EDGING 


Colorfully-packaged National and 
Columbia Binding is truly a best- 
seller. Each convenient, selt-service 
carton contains one dozen clear plastic 
packages of %"' linoleum binding— 
2’ long, punched for installation and 
with nail supply enclosed. Comes in 
brass, aluminum or stainless steel. 
Edging is available in plastic package 
(12’ roll) and in 75’ lengths. 


“Sealer-strip"METAL AND 
FELT WEATHERSTRIPPING 


The latest addition to the National 
line, Columbia “Sealer-strip’’ alumi- 
num-fele weatherstripping is bound 
to get a big play from all your cus- 
tomers. It can be installed by anyone 
in a few minutes, can be used where 
units are “out of square,” and will 
effectively cover wide cracks. Each 
colorful box contains 17° of material, 
and nails for installation. 


THRESHOLDS, SILLS, SADDLES 


All are furnished pre-cut to standard 
sizes, highly polished, completely ma- 
chined and individually wrapped with 
necessary hooks and screws—ready 
for simple, speedy installation. 
They're made of highest-quality alu- 
minum or bronze in a wide range of 
styles to suit your customers’ varied 
requirements. 


Order from your 
jobber today... 
or MAIL COUPON 
for catalog and 
price schedule. 


m ‘ 


0 “eee 


WEATHERS TRIP 


Research 


INSTITUTE 


State 





NATIONAL METAL PRODUCTS COMPANY 
2 Gateway Center, Pittsburgh, Pa. 
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PAYS THE FREIGHT 


on nominal orders — quantities 


AV 
Ww 


SHEET META! SCREWS 


Now you can have Quality 
Paine Products in Nominal Quan- 







tities Freight Prepaid — on 
any $100.00 order for any combina- 
tion of Paine Products. 





Take advantage of this opportunity 
to maintain a complete, sufficient stock 





on these “little items’’ which are so 
important to the job. 


Paine is your source for all Hanging 
and Fastening Devices. 


FLATTENED END 
MACHINE SCREWS 








FLATTENED END 
LAG SCREWS 






write for 
the NEW 
a catalog of 
m PAINE 
products 





a 
5 Westgate Road, Addison, Illinois 


THE PAINE COMPANY, 
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Wholesalers’ Catalogs 


(Continued from page 105) 


less bulky and be a tonic to your 
aging salesmen whose shoulders 
are already slightly canted by the 
weight they carry. 

The manufacturer will still pre- 
pare the pages as he has always 
done, but he will know some of 
our problems and try to allow for 
them. 

A report showing the specifica- 
tions suggested by our catalog 
committee will soon be released. 
I have tried not to go into them 
in detail, but to show you how 
they can work. I am sure you can 
see where your money savings are 
going to come from. 

But what about our manufactur- 
ing friends? Remember their 
dilemma. For them we offer a 
pattern to follow, savings in dol- 
lars, no waste. 


What do they want? 


A few weeks ago I attended a 
meeting of one of the country’s bet- 
ter advertising agencies and print- 
ing plants where a manufacturer 
who is a member of this association 
was trying to plan his printed 
work. This man is fully acquainted 
with the industry and the printing 
business and definitely knows what 
he is doing. So is the agency, but 
neither of them knew what to 
prepare for the distributors. 

In our report we answer clearly 
“What do they want?”. Every man- 
ufacturer to whom I have shown 
this has been extremely enthusias- 
tic over its possibilities in answer- 
ing this question. 

Next comes, “Can I provide it?” 
In this particular case he already 
had in his possession in the ad- 
vertising and cataloging work he 
was doing, material which if 
properly arranged and compiled 
would answer all the requests of 
this report. 

Third is the question “What will 
it cost me?”. My answer to that is 
you also will save in this program. 
First you will be preparing only 
what your distributors want and 
can use. 

I do not know of a manufacturer 
who has not prepared many dollars 
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worth of advertising material 
which has never been used because 
it was unsuitable. 

Once properly prepared this 
material would be current as long 
as the item is offered in your 
line. It is not dated. It will not go 
out of style. Additional runs will 
be inexpensive, as the basic work 
can be retained. 

I wonder also how many dollars 
manufacturers spend in correspon- 
dence with distributors who are 
asking for material for catalog use. 
When the customer doesn’t know 
what he wants, what else can there 
be except costly correspondence and 
delay expensive to both parties? 

When the man who asks, knows, 
when the man who is asked, has, 
the transaction is simple and costs 
are cut. If we talk the same 
language we understand each 
other. 

The last question is “Will anyone 
use it?” I don’t want to compete 
with the television business, but 
that’s the $64,000 question. 

My answer is, if the story is 
properly told to the men in your or- 
ganizations who can use it, the re- 
sponse will be tremendous. 


Don't be fooled 


We must not, however, be fooled. 
It seems as though by nature we 
always resist whatever is best for 
us, until we are finally convinced. 
My answer is, if we do the job 
right, it will be universally used. 

We have one more interested 
party who should not be overlooked 
in this discussion. He is the printer 
and the advertising agency to 
whom you manufacturers go for 
your advice. We offer him definite 
standards to help him satisfy his 
customer. 

These people have been em- 
barrassed many, many times when 
asked to design work for your com- 
panies because of the fact that they 
have no set of standards to use in 
their work. 

This same advertising agency 
with whom I met a few weeks ago 
discussed a particularly horrible ex- 
ample that happened in his organi- 
zation. A manufacturer entering 
a new field was particularly desir- 
ous of cooperating with the hard- 
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. There's no substitute for the 
Your business experienced personal service and help 


you get from your Porter-Cable 


iS his i 0 b representative. For his only interest 


is in building your tool business 


He devotes his time and his energies 


to your problems... helps train 








your sales force, calls on your major 


No other franchise 
gives you 
' 
all these extras: 


prospects when you request, offers 
his services when you participate in 
local trade shows, makes himself 
available for store demonstrations 


and special promotions. 
, Porter-¢ able 
y our , 


er sonally 





| He has a wealth of power-tool 
represe ntative | 
















4 with: knowledge and experience — and it's 
heips y? 

all yours for the asking. He's a key 
reason why the Porter-Cable franchise 


means business—and profits—for you 


a > sle 
Tt aining ot sales peo} 
. : 


4) > ! ‘ ls 
- sit 


and prom 
e Participauon in 
trade show’ 


ions 


A few franchises are still available. 
Write for details today. 


- Display s, lox al 


ail 
advertsing, direct ma 


» Calls on key prospec™ Porter-Cable 


e Inventor) control 


e Service problems 
e@ New product 
information 


e Budget selling plans 





PORTER-CABLE MACHINE COMPANY 
504A WN. Salina Street, Syracuse 8, N. Y 


SAWS + DRILLS + SANDERS 
ROUTERS + SHAPERS + PLANES 


In Canada, write to Porter-Cable, Ltd., Box 5019, 
London, Ontario. Canadian prices slightly higher. 
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A} *100-33 SPRING 
\ & CHAIN DOOR 
PATENT PENDING ~4 STOP 


One of 37 view por, Items 


Each item and display card are protected from 


shop wear by a crystal clear plastic. Experts in 
visual selling designed the bright red color pat- 
terns on each card, they really attract shoppers 
attention. Price spots and “hang up” slots are 
added to make the view pac the most attractive 
carded line on the market 









YOU WILL SELL MORE | 
OF EVERY ITEM IF YOU 
BUY AND DISPLAY THE 
VIEW PAC LINE 








CHAMPION HARDWARE CO. 


GENEVA, OHIO 
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ware trade. He visited the Na- 
tional Retail Association office in 
Indianapolis, coming away duly 
impressed and really enthused over 
the “Do It Yourself” program. He 
went to the agency to prepare his 
material and they prepared a very 
comprehensive program. 


The only hitch was that when 
they came to catalog pages nobody 
knew what to do, so they went to a 
really expert source. They con- 
sulted a manufacturer’s agent who 
was going to sell this line. He told 
them exactly how the catalog pages 
should be designed. The result? 
You knew it before I told you. He 
recommended an inadequate bind- 
ing margin, too wide a page area, 
and over 50 percent of their cus- 
tomers couldn’t use the pages. 


What happened? The entire lot 
was scrapped, red faces were all 
around, everybody lost money, and 
a new batch of pages was prepared. 
This happens in agencies often. 
They, too, do not want the em- 
barrassment of not knowing what 
yardsticks to use. Customers de- 
pend on them for advice. They 
must know what advice to give. 


Now we have the 
Better work, lower cost, 
removed, service im- 
proved. To quote a sentence from 
the conclusion of our report. “In 
short the association feels that this 
is a program in which everyone 
can benefit and no one loses.” 


So here it is. 
solution. 
confusion 





Meeting Competition 


(Continued from page 97) 


ter control and reduced costs, an 
essential in meeting today’s com- 
petition. In addition, inventory 
control will allow the retailer to 
delegate buying responsibilities to 
other people in his organization. 
He can utilize the time gained in 
carrying out other parts of his 
program, the planning of promo- 
tions and the training of personnel. 


Next, we should think in terms 
of selection of lines and items to 
be featured by the retailer. I have 
heard many retailers say they were 
going to discontinue handling mer- 


(Continued on page 150) 
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customers like 


VAPOCAN 


in 3 sizes! 








Quart 
Same plastic lid fits all 3 sizes 


1% Pint Pint 


SALES UP 48%! 


Get your share—feature Vapocan, 
America’s fastest selling home 
freezing container. 

Vapocan’s sales-booming promo- 
tion, biggest in the industry, con- 
tinuves coast to coast: 


ADVERTISING— PUBLICITY IN 
MAGAZINES + RADIO 
NEWSPAPERS . TV 
PLUS—FREE store banners, point-of- 


sale material including proven 
per stopper 


shop- 
floor merchandiser. 


Ask your distributor, or write 


CONTAINER CORPORATION OF AMERICA 


1301 W. 35th Street 
Chicago 9, Ill. 
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| ECONOMY PACKAGE 
by MANSFIELD 


Use Mansfield’s new sturdy corrugated cartons — attractively 
printed in dual colors —to step up your profit potentials. 
Chock full of eye appeal for point of purchase display. 


The new “economy special” is a big hit with Mansfield Dealers. 
In this deal you get 6 individually boxed No. 09 Balicocks in 
a shipping carton. There is also the standard pack of 24 
individually boxed No. 09 Ballcocks to a shipping carton. Also 
available in bulk packing (not boxed) 24 to a shipper. 


MANSFIELD No. 09 BALLCOCK 








MAKE MANSFIELD 
YOUR CHOICE 


There are no better values to 


be had. 


Combining features not found in 
higher priced fittings—quality 
workmanship throughout. Popvu- 
larly priced. 











f 


Ne. 03 Neo. 205 
HEAVY DUTY FLUSH 
BALLCOCK VALVE 
































CLOSET SPUDS 


Check with your favorite jobber or write 


BRASS DIVISION 


MANSFIELD SANITARY POTTERY, INC. 


133 First St. 
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YALE HAS THE PRODUCTS. AND THE 
POINT OF SALES DISPLAYS 
THAT SELL THEM 


Yale 


FREE! SEND NOW! 


Write for valuable Yale 
Stock Hardweore Catalog” G 

THE YALE & TOWNE MFG. CO. 

Lock & Hordwere Div., White Plains, N. Y 


YALE #€6. U.S. PAT. OFF. 
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She's keeping 
your caster sales 
in motion 

















I 





























Not just one gal, 
but women all over 
America. 

We can’t explain why but we know 
their mania for moving things sells 


Bassick’s “Diamond-Arrow” Casters 
— especially the popular #7696 
designed for household furniture. 


Why Bassick’s? 


One reason for the popularity of 
this two-level, ball-bearing caster is the 
way it swivels easily and rolls smoothly 
without leaving a trace. Another is 
Bassick’s year-after-year advertising 
campaign in THE SATURDAY EVENING 
Post which regularly reaches millions 
of caster prospects. 


It’s your move 


Isn't it time you cashed in on this 
profitable caster market by stocking 
Bassick’s “Diamond-Arrow” #7696? 
When you do, make sure you display 
it, too! Just ask your distributor for the 
Bassick HD-10 Caster Display. 
There's no better way to demonstrate 
and sell Bassick 
casters. THe Bas- 
SICK COMPANY, 
Bridgeport 2, Conn. 
In Canada: Belle- 
ville, Ont. 


Bassi CK 


A DIVISION OF 
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(Continued from page 148) 


chandise which was sold through 
certain channels. I don’t question 
the right of any retailer to do this. 
Quite often the action is justi- 
fied, but at best it is a negative 
approach. 

At Wickliffe Wholesale we have 
taken what we think is a positive 
and practical approach in setting 
up what we call Blue Ribbon Lines. 
We give special attention to Blue 
Ribbon merchandise in our buying, 
in our sales promotion, in sales 
meetings, and in all phases of our 
business. 

Our Blue Ribbon manufacturers 
are those who have adopted sales 
policies we think are favorable to 
us and to our customers. We are 
making every effort to give these 
people the support they deserve. 
We strongly recommend the adop- 
tion of a similar program by other 
wholesalers as well as by retailers. 


Price is unimportant 

I have deliberately stayed away 
from reference to price. This is 
not because I feel it is unimpor- 
tant. I believe it is desirable and 
necessary for retailers to offer bar- 
gains comparable with those of- 
fered by competition. I believe the 
independent retailer’s ability to 
compete on a price basis hinges on 
his ability to reduce costs through 
better control and to build sales 
through better sales promotion. 

I have made no attempt to dis- 
cuss the responsibilities of the 
wholesaler and the manufacturer 
in this program, because I do not 
feel they are within the scope of 
today’s subject, which deals only 
with the retailer. I am fully aware 
that the retailer will need help in 
carrying out this program. He has 
a right to expect and should de- 
mand help from his wholesaler. 

To summarize, the retailer can 
compete against today’s competi- 
tion if he will: 

(1) Plan and execute a mer- 
chandising program. 

(2) Develop a trained sales 
force. 


(3) Establish an inventory con- 
trol, keeping inventory in line, re- 
ducing lost sales, and cutting costs. 

(4) Actively support those man- 
ufacturers whose policies are fa- 
vorable to him. 


A STERLING RELEASE 
TRADE TIPS 
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| Eas to use, aeedbedy 
» packaged, Sterling caulk- 
| ing products are a natural 
for the nation's terrific 
do-it-yourself" market. 
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STERLING 
KORD — 


Hundreds of year- 
round caulking 
and sealing uses! 

» Keeps out 
moisture. cold, 


dust, and insects. 





STERLING 
ELASTIC 
CAULKING 
COMPOUND.. 
CARTRIDGES 
and GUNS: 


Lasting, non- 
staining, non- 
bleeding .. pre- 
vents rot and de. 
terloration. Choice 
of the trade! 





——— ee 


STERLING 
ELASTIC 
GLAZING 
COMPOUND 
Better than put- 
ty! . . Will not 
- : m4 p of oe . 


staining. Stays 
soft and pliabie! 








NATIONALLY ADVERTISED 
STERLING . . A “do-it-yourself” 
show pioneer! 


Send for Sterling Catalog Sheet 


STERLING PAINT 


& VARNISH CO. 


Maiden. Mo 


317 Commerc St 
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Construction Outlook 


(Continued from page 99) 


ably go off in less degree than that. 


Commercial building tends to fol- 
low residential, just as our other 
public community facilities do. 

When you increase the size of 
your community by building more 
houses, attracting more people, 
these other things follow, and so 
we will have a continuation of the 
current trend. 

The suburban shopping centers 
will continue to be built in large 
numbers. And now the suburban 
shopping center is setting up com- 
petition with Main Street, and in 
many communities Main Street is 
waking up to the fact that the sub- 
urban shopping center is drawing 
the trade away from them and Main 
Street is taking the back lots and 
making them into parking space. 


Competitive face-lifting 


So that we have both the subur- 
ban type of commercial building 
and the competitive face-lifting on 
Main Street. That means that the 
total volume of commercial! building 
will continue to increase very con- 
siderably. I take it that these two 
classes of construction offer you 
your largest market. So in your 
field of operation you may have a 
somewhat reduced market in the 
residential field next year that will 
be at least partly offset by increased 
commercial building. 

It seems unlikely that any of the 
increases, percentage-wise, that we 
may expect for 1956 will be quite 
as high as they were in 1955. The 
economy as a whole and the con- 
struction industry, generally, took a 
terrific jump in 1955, and the pros- 
pect is for continuation of the up- 
ward trend, but I think both in 
terms of probability and in terms 
of soundness, the next move for- 
ward will be at a somewhat slower 
pace than in 1955. 

The whole outlook is most prom- 
ising, and unless the American peo- 
ple go haywire, which they show no 
signs of doing as of now, it looks 
pretty good for as far ahead as I 
am able to see. 





Sells Itself, 
This Popular tf 
“Do-It-Yourself” ) 


Line! 
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KESTER SOLDER 


EVERYTHING YOU NEED FOR PROFITABLE SOLDER SALES 
is available in the profit-maker Kester Solder line. But your 
“do-it-yourself” customers won't buy it if they don’t see it. Make 
a display for Kester products, be sure it’s in a good location, then 
see how it attracts the trade. Don’t forget to feature Kester’s free 
16-page “how-to-do-it” booklet, “Soldering Simplified.” A liberal 
supply is yours for the asking! 


KESTER SOLDER COMPANY + 4207 WRIGHTWOOD- AVENUE, CHICAGO 39, ILLINOIS 
NEWARK 5, NEW JERSEY + BRANTFORD, CANADA 
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Developing Your Market 





Donald M. Hobart 


Director of Research 
Curtis Publishing Co. 
Philadelphia, Pa. 


The future will not present you 
with an automatic market for what 
you make, if you are a manufac- 
turer, or for what you sell if you 
are a distributor. What you make 
of this future depends upon you 
and upon your marketing effi- 
ciency, whether you be distribu- 
tor or manufacturer or both. 

The market of the future will go 
to those who fight for it. Too 
many business men seem to think 
that good business conditions mean 
they will get their rightful share 
automatically. They think that 
markets are their natural birth- 
right. The birthright of a busi- 
ness is not markets, but market op- 
portunity. Markets do not exist 
for the asking. They must be 
sought out, analyzed, appraised 
and then sold. 

You can approach the future in 
one of two ways. You can adopt 
the dynamic approach, which leads 
to success, or follow the static way 
to failure. In an economic sense 
these two words dynamic and static 
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have very definite and important 
meanings. 

By static we mean the attitude 
and approach of the manufacturer, 
distributor or dealer who makes or 
offers a product for sale and then 
waits for customers to come and 
buy it. 

By dynamic we mean the method 
of the progressive business man 
who likewise makes or displays an 
excellent product, but at the same 
time, does not wait for the world 
to beat a path to his door. He ad- 
vertises and sells, creates markets 
and exploits them. He manufac- 
tures customers just as the prod- 
ucts he has for sale were manu- 
factured. 

The circumstances in our lives 
have changed rapidly in the past 
few years and they may change 
even more radically as incomes fur- 
ther increase and as our leisure 
time increases, too. 

More people, better educated 
people, people who marry earlier, 
have larger families and more 
wants constitute your market po- 
tentials, but you must reach these 
people and sell them your products. 
They are not the same people you 
reached last year or the same peo- 
ple you have to reach next year. 

Consumers, industrial or indi- 
vidual, may come and go. As my 
predecessor at the Curtis Publish- 
Co., Charles Coolidge Parlin, said 
many years ago, “You are not sell- 
ing a standing army; you are sell- 
ing a parade.” 

Competition in every line is 
sharper and more severe. More 
products and more diversified prod- 
ucts of every kind are competing 
for consumer attention, consumer 
favor, consumer purchase. You 
cannot attain brand preferences, a 
franchise in consumers’ minds, 
easily or, once having attained it, 
keep it without effort. This is just 
as true in selling hardware and 


sheet metal products as in selling 
foods or magazines or automobiles. 

The most powerful factor in our 
economic life is the consumer. 
Consumers may be industry pur- 
chasing capital goods, commercial 
establishments buying equipment 
and supplies, the farmer and his 
wife buying both capital goods and 
consumer goods, or millions of men 
and women buying and consuming 
durable and non-durable goods for 
themselves and their families. 

We now know that consumers 
exert tremendous influence on our 
economy. They are an active and 
independent force in that economy. 
We know that their buying is not 
tied rigidly to income. They may 
buy or they may decide to save. 
They may decide to buy this thing 
—but not that. 


Consumers are powerful force 


Consumers are a great force, a 
force more powerful than mo- 
nopoly, more powerful than gov- 
ernment, more important to na- 
tional economic welfare and mass 
prosperity than all other factors 
combined. That consumer power, 
however, needs a national market 
place to express itself. It needs 
freedom of choice. Above all, it 
needs adequate information about 
goods and services, their avail- 
ability and education concerning 
their use. 

What is dynamic marketing? 
How can you, as distributors and 
manufacturers, use it to take ad- 
vantage of the opportunities which 
lie ahead for your industries? I 
should like to discuss briefly those 
phases of dynamic marketing which 
are important to manufacturer and 
retailer alike. Those phases cover 
products and their manufacture, 
the planned marketing of those 
products, and the kind of advertis- 
ing and promotion which sells. 
They constitute the challenge of 
dynamic marketing to the producer 
and the distributor alike. 

The greatest of all the forces in 
dynamic marketing is the product 
itself. We must begin our thinking 
with the product. It must be de- 
signed for the consumer, wanted 
by the consumer, preferred by the 
consumer. Until the marketing 
man, with his continual awareness 
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and knowledge of the consumer, 
determines what should be made, 
what product changes should be 
made, how the product should be 
styled, packaged and priced, dy- 
namic marketing is impossible. 

The same thing applies to prod- 
uct changes and improvements, 
adding products to the line and 
dropping products from the line. 
This new concept of dynamic mar- 
keting recognizes the great im- 
portance of product research, en- 
gineering research, production im- 
provement, and urges that they be 
used to their fullest extent. It 
recognizes that the product can be 
a great dynamic force only when it 
is planned, developed, changed, 
with the consumer and the market- 
ing process in mind. 

We must manufacture the kinds 
and styles of hardware or sheet 
metal products which consumers 
want. We must have them at the 
prices they will pay. The plan- 
ning of new products, the timing 
of their appearance, their proper 
pricing, the changes in old prod- 
ucts, and the actual elimination of 
undesirable products are all parts 
of the product phase of dynamic 
marketing. What is urgently 
needed here is for production peo- 
ple to understand the tremendous 
importance of consumers and the 
need for consumer education. Only 
by having quality products planned, 
styled and priced right for the con- 
sumer, can any company hope to 
reach its sales and marketing ob- 
jectives. This is the first and most 
important anchor in the dynamic 
marketing line. 


You should study your market 


The markets for your products 
must be studied as carefully as you 
study the products themselves, and 
they must be studied in relation to 
those products. You must know 
who makes up your market, where 
they live, what they need and want, 
what they will buy, how much they 
will pay, when and how often they 
can be sold. Markets that are here 


today may be gone tomorrow. By 
such market study it is possible to 
find out what products are liked or 
disliked and why, to secure sug- 
gestions for product changes and 
product 


improvements, and to 


HARDWARE AGE, OCTOBER 27, 1955 


learn of products which might be 
added to or dropped from a line. 
The focal point of your selling 
activities, whether you be manufac- 
turer or distributor, of course, lies 
in your advertising, promotion and 
merchandising plans. Perhaps no 
other phase of dynamic marketing 
has been so widely discussed, so 
widely used and perhaps so gen- 


erally misunderstood as _ adver- 
tising. 
The importance of advertising 


in our economy was pointed out by 
C. H. Sandage, in The Role of Ad- 


vertising in a Modern Society: 
“Ours is a surplus or luxury 
economy. We can produce goods 


and services far beyond the mere 
physical needs of our growing 
population.” 

Sandage went on to say that if 
American families bought only 
what they needed to exist, many of 
our factories would be closed and 
great numbers of our people would 
be unemployed. 


Ads need definite objective 


Families have to be told of the 
products available and then must 
be educated to appreciate and want 
them. Americans have to be stimu- 
lated to keep purchasing and en- 
joying all that the manufacturer 
can turn out and distributive out- 
lets can sell. Advertising which 
informs and persuades is the only 
way to keep employment high, fac- 
tories busy and stores thriving. 

Advertising plans of distributors 
or manufacturers must be made in 
relation to such things as the prod- 
ucts you are selling, your markets, 
your sales objectives and your poli- 


cies. It goes without saying that 
these advertising, merchandising 
and promotion plans must have 


definite objectives, must be intelli- 
gently planned, efficiently executed 
and must recognize the importance 
of continuity and frequency. 

Continuity and frequency of ad- 
vertising effort are of tremendous 
importance. No salesmen makes 
a sale and keeps his client sold by 
making one call. Few people learn 
a fact or understand an idea 
through seeing or hearing a single 
statement or example. 

Emphasis through repetition is 








Atlantic City Convention 





one of the simplest, strongest and 
most necessary devices used in any 
form of communication. 

Continuity, repeated advertising 
at frequent intervals in the same 
medium over a period of time, is 
of such importance that successful 
advertising and continuity are al- 
most synonomous. 

Continuity insures reaching the 
market again and again. It rein- 
forces the advertising message in 
the minds of those who have al- 
ready been made sharply aware of 
a product through earlier advertise- 
ments. It reaches new members 
who have been added to the ever- 
changing magazine audience. It 
increases brand familiarity with 
every issue of a magazine carrying 
an advertisement for the product. 
It pre-sells the consumer even be- 
fore he or she has entered a retail 
outlet. It stimulates word-of- 
mouth discussion of a product and 
a brand. 

Advertising creates desires and 
brand preferences in the minds of 
consumers, and we see the results 
at the point of sale. 

It works for hardware items and 
products fabricated of sheet meta! 
just as it works for other branded 
products. 

Your customers are everywhere 
—in industry and in the home. 
They have the money to spend and 
the desire to buy. They have the 
education to appreciate the 
Trends are in your favor. 


now 
best. 

Other products and services are 
competing fiercely for these cus- 
tomers. The competition for the 
consumer dollar is_ increasing. 
Your competition is not inactive. 
They have presented you with a 
real challenge. The opportunities 
for the future constitute another 
challenge to your industry. The 
business is there and will be there 
in larger and more profitable future 
markets. I know of only one way 
of meeting these challenges and 
capitalizing on the opportunities 
you have today and in the future 
dynamic marketing. 
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Promoting Housewares as Giftwares 


Many lines in your housewares department 
serve a dual purpose during the next two months. 
These are the same housewares lines you have 
been selling all year. Now they take on gift- 
wares possibilities. 

Customers during the holiday buying season 
search for the unusual gift, the practical gift, 
the special gift for someone who has everything. 
Many of these gifts can be sold from your house- 
wares staple lines. 

The gift potential applies to every member of 
the family. Housewares generally appeal to 
women, but sales can be made of items of spe- 
cial interest to men, and to children looking for 
gifts for mothers and fathers. 

By creating a little room and moving those 


Rickbeil’s hard- 
ware, Worthing- 
ton, Minn., uses 
open and closed 
step fixtures, 
blending cutlery, 
bor accessories, 
and gifts with 
small appliances 
ond fiatware. 


Regrouping key items 
into gift section 


raises giftwares volume 


Here is a spacious dis- 
play of gifts combined 
with cookware and 
fireplace accessories 
at Madsen and Howell, 
Inc., Perth Amboy, N.J. 


housewares with appeal to lend themselves to dis- 
play, next to, or into, your gift department, you 
have raised your gift business potential greatly. 

After you select and move key housewares 
items, tie in your display with the Christmas 
motif used in your store. 

Bring your salespeople up to date on the dual 
value of housewares as gifts. You will find cus- 
tomers showing interest in housewares when 
your display says “We're gifts, too.” You have 
only to make them realize that housewares are 
gifts of the finest kind. The profit margins aver- 
age better than 40 pct, and there will be no post- 
season markdowns. 

Most of our leading housewares manufac- 
turers have powerful Christmas consumer ad- 
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NEW MANUAL CLIPPER! 
ELECTRIC TRIMMER 
PERFORMANCE 
EXCLUSIVE FEATURES 
PRODUCE 

RECORD SALES! 


~ 
> . || 17 
: pe U 
JCipet 
Here's why 
HEDGE KLIPPER offers 


easy sales...quick turnover 
-e- fast profits! 
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Smart dealers who order now have a head start in 
ringing up new sales records with the exciting new 
HEDGE KLIPPER. New exclusive HEDGE KLIP- 
PER features give the speed and ease of an electric 
trimmer at a low hedge shears price. Here's the an- 
swer for customers who search for a clipper to make 
hedge trimiming an effortless task . . . to shape and 
side trim or even edge cut grass. 

The unusual traffic stopping HEDGE KLIPPER de- 
sign, with the arm bar to banish cutting drudgery, 
stops even casual shoppers . . . on impulse they try, 
then buy the HEDGE KLIPPER. 

Exclusive HEDGE KLIPPER features plus the rock 
bottom price make it a real sales booster. 

You, too, can sky rocket your profits with HEDGE 
KLIPPER sales .. . Don't delay . . . write today for 
complete prices and catalog sheet. 


® Exclusive parallel blades: Elim- 
inate jolts——Reduce noise— 
Give smooth clean cut 
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SUPERLITE | 


GARDEN HOSE | 
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| 
APEX TIRE & RUBBER COMPANY ! 
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is a member of 


American Hardware 
Manufacturers Association 








™ a aE 
OT TO we” a = 











® Exclusive arm bor assists in 
cutting heavy branches—pre- 
vents arm ache 





© 52 case hardened steel cutting 
edges stay sharp . . resist 
chipping 





© All metal rust proof cadmium 
plated 















we _-~— ® Lightweight — balanced —pre- 
=. cision built 





ROVTAR TOOL & DIE MFG. CO, 
2228 S. Wood St., Chicago, Illinois 
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A NEW 
MERCHANDISING 


. . . plus complete range of colors, sizes 
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Apex has been, for many years, a prime | 
producer of vinyl plastic compounds. 


The uniform quality of Apex vinyl! plastic | 
hose is the result of close laboratory control 
which assures full diameters and full wall 
thickness. | 


Apex hose will withstand all accepted burst 
tests. It is non-kinking, lightweight, resistant 
to abrasion, water and oil. It is fitted with 
non-rusting full flow, heavy duty brass 
couplings. 





Apex hose is the quality hose — sold at truly 
competitive prices. 


APEX TIRE & RUBBER CO. 


505 CENTRAL AVENUE PAWTUCKET * RHODE ISLAND 
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Build a separate holiday-cooking needs display 
to increase tie-in sales and traffic 





vertising in full swing. You should tie in with 
good display and a reasonable inventory to get fn Se rt 
your share of the housewares-gift business. A Pay ee 
Your customers, especially when buying gifts, With gift possibilities 
are brand-name conscious. No one wants to Here is your check list for housewares merchan- 
give the impression that he would give second- dise that has possibilities as giftwares over the 
best. Christmas holidays. Check this list against the 
If you now have a gift section, chances are lines you stock and increase the number of lines 
that you have a person qualified to build artistic you can promote for Christmas. 
displays. Let him use his touch on housewares. 
Tie housewares in with the Christmas display 
theme for a far bigger gift potential. . 
Cull your stocks for housewares related by ~ a appliances 
their use in holiday cooking and serving. Group Fireplace accessories 
and display these housewares separately. They Cutlery 
have great tie-in sales value. In this grouping Radios 
it is possible to raise your average unit sale Door chimes 
d : Table flatware 
greatly. The 25¢ gadget your customer comes in Subonme 
for may lead to many dollars in similar goods 


Dinnerware 
as a result. Barometers 


The mass-display, related-item treatment given Thermometers 
housewares cooking needs has proven very suc- entail 
cessful in years past. This is especially true icia Sines 
when such housewares are pointed up with ad- Bathroom accessories 
vertisements showing a large number of related Kitchenware 
preparing-cooking-serving needs. Results are 
always good to exceptional. 

The display itself should be broken down into the uses of all the items can sell six instead of 
the preparing, cooking, and serving groups. This one. Why baste by hand when a bulb-type baster 
lends appeal to the browser. It keeps unrelated is just 69¢? A chicken feather-puller for 5¢ 
objects from the confusion and untidy display may lead to $5 worth of “gadgets,” and the aver- 
of being jumbled together. Top off displays age housewares salesman doesn’t know it can 
with interesting colorful signs that attract. A double as a strawberry capper in July. 
good slogan for sign toppers is: “Everything One of the most neglected groups on the list, 
but the Food for Holiday Cooking.” and that with the highest (50 pct) profit margin, 

Your salespeople, particularly extras, should is bar supplies. At no time during the year, 
be aware of the step-up and tie-in selling they whether for serving or for gifts, do people buy 
can do at this counter. A salesman who knows as many accessories for mixed-drink entertain- 











*. 


Andiron sets, black and brass accessories, hearth-brooms Bressler's hardware, St. Albans, L./., mixes gifts, appli- 
ond electric heaters are grouped on artificial snow cov- ances, and bor supplies against modest figured-corru- 
ered step-fixture at H. E. Schantz Co., Caldwell, N.J. gated paper background. 
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DO YOU 
WANT T0— 


® Sell or buy a store 





® Represent new accounts 


® Hire experienced hardware personnel 


® Dispose of surplus stock—distress in- 


ventory—job lot merchandise 


® Get sales representation for your line 
® Get a job in the hardware field 


THEN — 


Tell It To The Trade In The 
Classified Advertising Pages 
Of HARDWARE AGE 


Classified Ad Dept. 


HARDWARE AGE 


Chestnut at 56th St., Philadelphia 39, Pa. 








STOCK THEM NOW ... 


Be prepared to sell your share of FLETCHER 
Wood Scrapers to the do-it-yourselfers during the 
winter months and to the everyday homeowner next 
spring when re-decorating is in order. 


A ten second demonstration of changing a blade will 
convince any prospect he should purchase a FLETCHER. 


SELL THEM IN 
THIS HANDY GROUP 





Packaged deals ore popular and especially so 
when a real saving is involved in the selling price. This 
group of scrapers when sold as a unit is called the 3S 
Kit, and if ordered as such will come to you in a special 
container labeled to attract the handy man. There is 
a distinct saving offered the purchaser. 


The 3S Kit makes an ideal giff. 


DON'T OVERLOOK 
REPLACEMENT BLADES 


Your stock of wood scrapers is not 
complete unless you include extra blades. We 
frequently receive letters from wood scraper 
purchasers who ore disappointed becouse 
they cannot obtein additional blades from 
dealers who sell scrapers. A wood scraper 





without blades is as useless os an automobile 
without tires. Keep your customers sotisfied. 


THE FLETCHER-TERRY COMPANY 
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Cooking, Serving, Preparing 
Holiday Foods and Drinks 


ing. The usual two-month holiday volume equals 
or exceeds the entire balance of the year. Here, 
again, the customer who wants a 50¢ bottle 
opener may be suggested into an extra jigger, 
set of coasters, or a gift for some one who “has 
everything.” 


A good time to start promoting housewares 
as gifts, and to coordinate preparing, cooking, 
and serving needs is Nov. 1. They present the 
perfect opportunity to cash in on what you 
already own. And, when buying more, you run 
no risks of having costly marked-down goods on 
your shelves after Christmas. 





Slogans that sell housewares 


Here are some suggestions for signs in your 
housewares department for signing of the entire 
department, or special display counters, to sell 
housewares as Christmas gifts. 


Decorate her tree with what she needs 

Gifts for dads who cook 

Need a hostess gift? Choose housewares 

For those who “have everything” 

Modern housewares are wanted gifts 

Gifts for hope chests? Functional house- 
wares 

Fill her (his) stocking with gadgets 

Gifts to lighten kitchen chores 

Make her the hostess with the mostess 

Gifts for part time outdoor chefs 

Gifts to lighten mom’s work load 





This Imperial Hardware Co., Ei Centro, Calif., display window suggests tie-in 
sales by mixing holiday cookware, carving sets, cutlery, kitchen tools, and 
food and bar gadgets. This theme should be used for counter and island 
displays where interior space permits. 





The Christmas and New Year’s holiday sea- 


son bring thoughts of food preparation and 
large dinners in most homes. Here is a sug- 
gested special promotion on kitchen and table- 


Housewares to feature 
For food preparation 
Nutmeat graters 


Housewares to feature 
In cooking foods 


ware to highlight the food aspects of the 
holiday. Group housewares in displays in keep- 
ing with their ultimate uses in customers’ homes. 
Avoid clutter, give the merchandise elbow room. 


Housewares to feature 
In serving foods 


Cake decorators 
Pie crimpers 
Vegetable dicers 
Rolling pins 
Pastry canvas 
Food mills 
Cookie press 
Herb press 
Meat grinders 
Garnishers 
Feather pluckers 
Lacing pins 
Icing pins 
Skewers 
Cutting boards 


Roasting pans 

Cookie sheets 

Enamel roasters 
Aluminum roasters 
Basters, basting spoons 
Meat, candy thermometers 
Cake pans 

Pie pans 

Roast racks 

Herbs, spices 

Aspic, gelatin molds 
Pressure cookers 
Muffin, roll pans 
Popover pans 

Baked potato racks 
Aluminum foils 


Serving aids 

Nut picks, crackers 
Carving sets 
Roast, ham forks 
Roast, ham slicers 
Napkins, place mats 
Trivets 

Juicers 

Jiggers 

Pourers 

Openers 

Measurers 

Trays 

Ice crushers 
Coasters 

Shakers 
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Plus national advertising in color. . 


Fairbanks-Morse Spring Dating Deal 


Here are the 1956 Fairbanks-Morse power mowers 


Their sparkling beauty, construction features, established 
reputation for years of dependable service and the Fairbanks- 18” electric manual 
Morse guarantee of quality will help you make 1956 your best 
year for mower sales. Get detailed facts about them now! 


21” manval rotary 


24” riding mower 


18” self-propelled reel type 


21” riding mower 


20” self-propelled rotary 


You'll be batting .350 with a deal 
that offers you these advantages: 


8 Ultramodern Power Mowers 
—triding models, self-propelled 
models, manuals, rotaries and 
reels—gasoline engine or elec- 
tric power. There’s an F-M mower 
for every size lawn—city lot or 
suburban acres. 


Discounts—liberal. The more 
you sell the more you make. 


Prices that help you meet and 
beat competition in the popular 
brackets. 


mail this coupon now! 


@ FAIRBANKS-MORSE 


a@name worth remembering when you want the best 


Quality—the best in all price New Sales Catalog 


ranges. pu 

New Direct Mail Pieces 
Cooperative Local Adveriising 
Program—newspapers, radio, New Display Easels 
T-V. 


New Point of Purchase Sales 
Helps—handle tags, etc. 


New Envelope Enclosures 
New Newspaper Ad Mats 
Spring Dating Payment Privi- The Name Fairbanks-Morse— 


leges— Order Now—Pay in_ it has meant top quality to Amer- 
Spring. icans for more than 125 years. 


. in The Saturday Evening Post, Sunset Magazine and Progressive Farmer 


Fairbanks, Morse & Co., Dealer Division 
600 S. Michigan Ave., Chicago 5, Illinois. 


Gentlemen: I am interested in your Spring Dating Program 
for 1956. Ask your salesman to call soon. 


Your name 


Firm name 





MOWERS © WATER SYSTEMS 


PUMPS « MOTORS © SCALES © DIESEL LOCOMOTIVES AND ENGINES 
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NEW BEDFORD 


ROPE 








U. S. Patent Granted, July 26. 


1955 


Display Carton... 


Packed in attractive, self-dispens- 
ing display cartons that hold full or 
'/ coils, New Bedford Rope is easy 
to handle . . . rope stays clean... 
stays coiled. Manila is marked in 


red, sisal in green on the package, 


for quick, accurate selection. 


Pre-Measured ... 


New Bedford Rope is easy to sell. 
lt is pre-measured and factory 
marked every 10 feet .. . you can 
sell every inch, no remnants. You 
sell New Bedford Rope right from 
the carton, right from your main 


floor. 


Available at your Jobber 





WEW BEDFORD 


NEW BEDFORD CORDAGE CO. 


Le bh ‘7 
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NEWS and VIEWS 


Reports on Events Affecting the Hardware Business 





(Continued from page 10) 


Internal Revenue Cracks Down 
On Dipping Into Tax Monies 


Businessmen who might be tempt- 
ed to use funds collected from em- 
ployes under the income tax with- 
holding system to meet their bills 
better think twice about it. For- 
merly lenient, Internal Revenue 
agents are now cracking down on 
the practice. 
revenue Officials 
ordered the get-tough policy upon 
learning that delinquencies by busi- 
nessmen amount to a half-billion 
dollars. 


Last spring, 


Normally, businessmen collect the 
withholding and turn them 
over to the Treasury Department 
quarterly. But during the 1953-54 
recession, many businessmen were 
strapped for cash and used the funds 
as a temporary methods of paying 
creditors. Although the government 
won't identify which types of busi- 
nesses are particularly affected by 
the crackdown, there are indications 
that clothing is being hard hit. 

In some cases, tax agents in order 
to collect have 
forced firms into bankruptcy, taken 
out lens on inventory and property, 
and seized cash registers—as they 
are empowered to do under the law. 

“It’s not our policy to put anyone 
out of business,” 


taxes 


the delinquencies, 


one official says, 
“but if they thumb their noses at us, 
that’s a different story.” 

Some businessmen have tried 
thumbing their noses with disas- 


trous results. But most of them, 
when they agree to make fair 
efforts to pay the taxes, find the 


Internal Revenue Service coopera- 
tive, although persistent. 


Bankers Advising Caution 
In Selection of Risks 


The solution to the present ap- 
prehension over excessively liberal 
credit terms is “reasonable self-re- 
straint and careful selection of 





risks” on the part of businessme! 
according to a committee of 
American Bankers Association. 

The ABA’s installment 
Commission, 
ernment and 
the 
businessmen 


present credit picture, 


are faced with a d 


sav 


l, 


the 


Credit 
cautioning that gov- 
banking authorities 
are frankly somewhat worried ove 


y" 
~ 


lemma: The government is attempt- 


ing to combat inflation 


with ré 
strictive money policy at the sam 


e 


time it is supporting a high rat 
of business activity and employ 


ment. 

“Controlled flexibility appears 
be the sound policy to follow,” cou 
Philip Wollcott, 
chairman. Relaxation of 
meet 
be guarded against, he warns. 


sels 


unsound competition 


Dealers Urged To Promote 
Early Gi Yule Mailings 

The Defense Department is aga) 
asking hardware dealers and othe 


committe 
terms to 
should 


4 
‘) 


i+ 


e 


I} 


4s 


merchants to remind their custom- 
ers that Christmas parcels for mem- 


bers of the Armed Forces overseas 
Nov. LDS. 


should be mailed before 


3oxes destined for overseas must 


be of double-faced corrugated car: 


board, strong wood, metal or fiber- 


Each 
tied 


box 
with 


board. 


curely strong cor 


should be se 


' 
| 
i= 


1. 


Loose flaps should be sealed with 


gummed tape. Unless completel 
packed and tightly filled, 
may be crushed. 


Parcels addressed to an APO o 


NPO should not exceed 70 Ib, an 


y 


boxes 


c 


d 


those going to Great Britain cannot 
exceed 50 Ib. Packages should not 


measure more than 100 in. in lengt 
and girth combined. 


Dealers Get Post Office Aid 


h 


In Shipping, Wrapping Methods 
Helpful hints on wrapping and 


shipping packages are contained ; 
(Continued on page 162) 
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' are most of your 





rotary power 
mower sales 


2-cycle*? 





M@ Four cYcie 
m Two CYCLE 


Sasa 
= =a 





ST T : . 








1950 1951 1952 1953 1954 





THE TREND IS ALL 2-CYCLE 





In the 1955 season alone over 1,000,000 
2-cycle equipped rotary power mowers were uns 
sold ... better than half of all sold. If 

you did not get your full share of this 

business, doesn’t it make sense to get in the 

2-cycle market? 


e there are 5 BIG reasons WHY more and more Rotary Power Mower 
Buyers demand a modern 2-cycle Power Products Engine 


» 2. TRUE LIGHTWEIGHT — Actually 40% 
lighter to push than the lightest non 
- 2-cycle engines. 


4. STREAMLINING — A modern en- 
gine designed to modern tastes. 


~ 
,— 





5. ADVERTISING — a consistent 
advertising program in POST, 


- tewey mag: 2-cycle engine (% LIFE, BETTER HOMES & 

f\ GARDENS, TIME, NEWS. 

WEEK, and other magazines 

3. NO MESSY OIL CHANGING — Cus- repeatedly points out these ad- 

tomers never have to touch an oil vantages to tens of millions of 
can; dirty their hands, fine lawns, potential customers. 


driveway or garage. Using premixed 
fuel is the clean, modern way. 









To get your full share of Power Mower Profits ask 
your supplier for the modern mower powered by 
the modern 2-cycle POWER PRODUCTS Lightweight 
Engine. 





POWER PRODUCTS p 


CORPORATION 
GRAFTON, 2011) North 12th st, WISCONSIN 
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Washington News 





(Continued from page 160) 


: awe 
y | a new, illustrated Post Office De- 


| partment publication of special in- 
ad | terest to hardware dealers as the 

* Christmas season approaches. . 
Mh The booklet, “Packaging and 


Wrapping Parcels for Mailing,” is 

at the | available free at all post offices. It 
describes the types and sizes of car- 

Hardwa re Show _ best suited for outer and inner 

——— shipping containers; gives details 
<n Chattanooga's answer for internal protection for different 


types of goods, and gives instruc- 
ons to consumer demand for an 


: i. tions for marking various types of 
economical CARI — rugged asa barrow parcels to insure the quickest de- 


) 
livery. 
The DO-CART The pamphlet, when used with 


another recently issued _ booklet, 
“Domestic Postage Rates and Fees,” 
should answer practically all ques- 
tions a shipper might have, Post 
Office officials say. 






















with seamless tray 


BIG 
AND BUILT TO LAST! 


easy to load - 
\. easy fo roll ! 










=, WRITE FOR 


COMPLETE DETAILS 


CHATTANOOGA WHEELBARROW (0. 


Prize Awards Now Exempted 
From Withholding for Taxes 


Employers of retail commission 








CHATTANOOGA, TENNESSEE 


bos ae 7 aan se oi ‘ salesmen will not have to withhold 











taxes on non-cash remuneration, 
| such as sales prizes, paid after last 
| Aug. 9, but they will have to re- 
port the nature and value of future 
such non-cash bonuses to the In- 
ternal Revenue Service. 


WITH THIS NEW 
BLUE BIRD DISPLAY 


This self-contained unit includes a well- 


Congress this year amended the 
tax laws to relieve employers of hav- 
ing to withhold taxes in cash on 
prizes and other non-cash payments 
The exemption went into effect 
Aug. 9. Salesmen receiving such 
payments, however, are required to 
report them and pay taxes on their 
value when filing personal income 
tax returns. 


balanced assortment of 15 fast-moving 
Blue Bird snips, all displayed to their best 
advantage against a striking red back- 
ground. This unique wrought iron stand- 
ard with folding easel can be used as a 
counter display or a wall display. Price 
moy be inserted under each tool, which 
is completely identified with stock number 
size, and description. 


YOURS —AT NO EXTRA COST! Capitol Dome Gets Paint Job 


order through your wholesaler Nobody has to sell the capitol 

architect’s office on the value of ° 
Blue Bird drop-forged snips are fully guaranteed and are backed by more than 50 keeping a good coat of paint on both 
yeors experience in the specialized manufacture of tinners snips. Each snip is accu- the inside and outside of a build- 


rately adjusted and bledes are heat-treated, hollow ground and hand polished. 


THE FINEST... AT A FAR LOWER PRICE 


ing. This year, the interior of the 
huge capitol dome will get its every- 
four-year paint job. The cost—$65,- 
000 in cash plus perhaps a few drops 
on sightseers who happen to be 
looking up when the repainting is 
in progress. 





~@ + Bergman Toot mFc. co. INC. 


7S NIAGARA $1 BUFFALO 13. N.Y 


fact sf e , s s Fe Ove 





(Resume reading on page 11) 
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THESE POPULAR CUJatt 


YU HOMECRAF TERS’ TOOLS 


are featured in Weller’s big LIFE promotion. Each of these tools is an outstanding valve, 


and priced to sell on sight. 


Soldering Kit 
. 95 


list 


(iFel, 


Toa] ; : 
S! UG yourselt jobs 


METAL SELLING 
DISPLAY 


featuring all 3 tools. 
For counter, window or 
wall does a big selling 
job in little space. 
Ties-in with LIFE 
promotion. Sets up in 
less than 2 minutes. 


Value *3.00 4 


Plud coer j 


REPLACEMENT TIP ASSORTMENT — 


Every soldering gun sale 
offers opportunity for 
profitable repeat business 
on replacement tips. 
Here's a basic 

Dealer stock. 


Soldering Gun 


12°5 


list 


Power Sander 


$4 4i4.°= 


7 
A PAGE-AND-A- ‘ea 
ys © 5 Vf 


2 
4 


HALF IN LIFE, 
OCTOBER 17th 


One out of every five 

customers of every 

Dealer will read this 

issue of LIFE, 

and about Weller 

Soldering Kits, 

Guns and Sanders. 

Complete Dealer tie-in material — 
mats, reprints, posters, display and 
counter literature will be provided. 


Plus CONSISTENT 


NATIONAL ADVERTISING - 


throughout the Fall and Christmas and yman 
selling seasons—including 6 
full color cover 

advertise ments 

and the IRHA 

Family Gift 

Center 

Christmas 

promotion. 


HERE’S YOUR FAST-SELLING, FULL-PROFIT DEAL #55 


Description 
Weller Display Deal ‘55 
HARDWARE DEALER BUYS: 
Dealer 
Unit Cost 
5.30 


9.97 
8.64 


Quontity Model Description 
2 8100K Weller Soldering Kit 
2 700 Sander - Polisher 
! 8250A Heavy Duty Soldering Gun 


TOTAL DEALER COST 


The Impact Of A Page-and-o-Half 
in LIFE, October 17th! 


toils, write 


List Price 


65.55 


Cash in on this big promotion, al! Fa 
Contact your Hardwore Wholescier NOW or for 


Deoler Cosi 
39.18 
WELLER SUPPLIES FREE 


A Full 
40% 


, Vatu: 
Extension 


10.60 
19.94 
8.64 


39.18 


1 Complete Replocemen’ 
Tip Assortment 6.80 - 
1 All Metal Disploy Stend 3.00 - 


TOTAL RETAIL VALUE 65.55 


6.89 





tmhrough Christmas 
further de- 
Eatto ; Pa 


ona ° gn 


Weller Electric Corp.. 802 Packer 5S? 


= 


: 


/ 
ON 


_ 


motio 


The Weller LIFE Pro 


| i ee = -* -_ 


! 










Hardware and allied 
trade events up-to- 
date in each issue of 
Hardware Age 














Convention Check List 
ror »mpiete details about the conventions listed by dates beiow see 
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National Events 


Your wholesaler always has popular Industrial Supply Convention, May 
Androck Housewares in stock. 21-23, 


sociates, 2130 Keith Bldg., Cleve- 
1956, at Atlantic City. At- land 15. 
tendance restricted to members. 
Sponsored by American Supply & 
Machinery Manufacturers. Assn., 


W. B. Thomas, Hunter-Thomas As- 


business manager: the 


THE WASHBURN COMPANY 
Worcester, Mass. « Rockford, Ill. 


Distributors’ 
Philadelphia 


(Continued on page 166) 


Industria! 
Assn.. 1900 Arch St.. 


Nationa! 
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Zuality Tools... Zuality Packed! 


ann ) «yd (with or without Handles) 


EW a Lele). craftsmanship makes the difference. So for quality, 
PATENTED look to WARWOOD and buy better! By the way, how’s 


ror hae). your stock? 


Wade RIGHT! Packed RIGHT! 


a) Patented carton for shipping 


Mauls, Hammers and Sledges 











Look to WARWOOD for the best deal in Forged 
Hand Tools. Other people make Forged Hand Tools, but 
WARWOOD’s 101 years experience, plus WARWOOD’s 


W 












with handles assembled. 


esto Sleeve keeps handles clean 


and in good condition. 





Cartons dovetail for easy stack- 
ing on floor or pallets, saving 


warehouse space. TOOLS FOR: 
GENERAL CONSTRUCTION 


Can be re-shipped without opening. [iusmeesemmemmenemaiies 
MINING AND INDUSTRY 


PS aa Ste 








.RWO, 
WP mC 
SINCE 1854 


ee. Ay 
ox 


RAILROAD TRACK 


YEW OS Lolo) Mt cele) Molel, 1) ¥ bh Ans 


WHEELING, WEST VIRGINIA 
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8, Robert C. Fernley, executive sec- 
* 6 retary; The Southern Industrial 
Distributors Assn., 712 Volunteer 
WITH Bldg., Atlanta, E. L. Pugh, secre- 
| tary-treasurer. 


National Housewares & Home Appli- 


ance Show, July 9-13, 1956, at Con- 
vention Hall, Atlantic City. Spon- 
sored by the National Housewares 


Manufacturers Assn., 1140 Mer- 
chandise Mart, Chicago 54; A. W. 
Buddenberg, executive secretary. 
IN SELF-SERVICE BOXES 
National Sporting Goods Convention 
and Show, Feb. 5-9, at Hotel Morri- 
son, Chicago. Sponsored by the Na- 
tional Sporting Goods Assn., 716 N. 
Rush St., Chicago 11. Address re- 
quests for exhibit space to Robert 
J. Youngblood, assistant NSGA 
secretary. 


National Winter Housewares Show, 
Jan. 19-26, at Navy Pier, Chicago. 
Sponsored by National Housewares 
Manufacturers Assn., 1140 Mer- 
chandise Mart, Chicago 54; A. W. 
Buddenberg, executive secretary. 


Retail Paint & Wallpaper Distributors 
of America, Inc., Nov. 15-17, in 
Cleveland. Exhibits in Cleveland 
Auditorium, convention sessions at 

Nothing to Weigh Hotel Hollenden. Irwin E. Douglas, 

Nothing to Wrap 34 N. Brentwood Blvd., St. Louis 5. 

Easy to Inventory 

You Sell More 

You Profit More 


Takes 50% Less Space 
Your Stock is a Display 


Regional Events 


Ace Hardware Corp. Annual! Conven- 


: tion at the Conrad Hilton Hotel, 
NOW ATLAS brings you a newer, better way 30-Feb. 1, 1956. 


Chicago, Jan. 


: . 1: . Arthur Krausman, Convention Mgr., 
to merchandise common and finishing nails. a a” Gin Dies tee Gnd, 


Customers serve themselves. No more bulky cago 8. 

bins Or kegs. No more costly weighing and Cotter & Co. Annual! Convention and 
‘ - ; re ise Show, Fe 2- 56, 

wrapping. And no more difficult inventory. Merchandise Show, Feb. 12-14, 1956 


at company headquarters, 365 E. 

Now you can have 10d and 8d common Illinois St., Chicago. 
and finishing nails in self-selling two-pound Bectern Gasten Suscly Trade Show, 
packages . . . 6d and 4d in one-pouna Feb. 7, 1956, at New York, spon- 


sored by Garden Supply Merchan- 


packages .. . all well worthy of prominent diner Magazine, 1901 St. Paul St., 
F aitimore 18. 

display. You operate on your regular 

margin . . . but can net twice as much money Hibbard, Spencer, Bartlett & Co., Src 


Annual Merchandise Convention of 
and save time, space and effort. Auburn and True Value Associate 
Dealers, Jan. 15-18, 1956. Advance 
registration, Jan. 15; also, open 
These sturdy sleeve boxes are shipped in corrugated house. Meetings start Jan. 16. 


display containers, net weight 54 pounds. -cacne blag = "apes ys warehouse, 


Janney, Semple, Hill & Co., Annual 
Retailers’ Conference, Jan. 9-11, 


AT L. A TA C K a Beach Hotel. Min- 
+ CORP. 


Midwest Garden Supply Trade Show, 
Jan. 24-26, 1956, at International 


FAIRHAVEN, MASS. °* HENDERSON, KY. Amphitheatre Exposition Hall, Chi- 
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cago. Sponsored by Garden Supply 
Merchandiser Magazine, 1901 St. 
Paul St., Baltimore 18. 


New England Housewares Show, Feb. 
19-22, 1956, at the Parker House, 
Boston. Exhibit at Parker House. 
Hugh R. Rooney, Show Committee 
Chairman, Parker House, Boston 7. 


Our Own Hardware Co., stockholders’ 
meeting and merchandise exhibit, 
Feb. 13-15, 1956, at company’s of- 
fices, 618 N. 3rd St., Minneapolis. 


Shields & Brother, Annual dealer 
show, Nov. 1-3, at company’s ware- 
house, 121-123 Market St., Phila- 
delphia. 


Winter Market, Western Merchandise 
Mart, Feb. 6-10, 1956, in San Fran- 
cisco. A. Cameron Ball, Gen. Mgr., 
1355 Market St., San Francisco 3. 


State Events 


Alabama Retail Hardware Assn., Feb. 
19-21, 1956, in Montgomery. Show 
and convention in State Coliseum, 

Montgomery. C. F. (Chuck) Giles, 

409 N. 23rd St., Birmingham 3. 











Arkansas Retail Hardware Assn., 
Feb.. 12-13, 1956. Sessions and ex- 
hibit at Robinson Auditorium; hotel 
headquarters, Marion Hotel, Little 

Rock. J. Wayne Tisdale, 908 Rector 

Bidg., Little Rock. 



























California Retail Hardware Assn., 
Feb. 12-15, 1956, at Fairmount Ho- 
tel, San Francisco. Kreuger B. 


Jacobson, 262 Western Merchandise 
Sock. S000 Biechet Gh. Ginn: Mees EAGLE NO. 4650 is the Only Padlock 
cisco 3. with BUILT-IN Positive Protection 


Carolinas Hardware Assn., Feb. 21- 





23, 1956. Sessions and exhibit at *Patented positive locking bolt anc rap guard 

Radio Center; hotel headquarters, ree this le ‘ced llock. rs f ' f 
Hotel Charlotte, Charlotte, N. C. makes this popular priced padlock, rap-proo!l . . . tamper-prootl. 
D. W. Laws, 118 East Fourth St., Meets customer demand for positive protection at a 


Charlotte 2. : . 
down-to-earth price. Ideal for use on sheds, storage bins, 

Connecticut Hardware Assn., Feb. 8, tool chests, garages, etc. Remember . . . only EAGLE No. 4650 

1956, at Bridgeport. Sessions and 

headquarters at Stratfield Hotel, 


Bridgeport. Ned Russell, Harris sales resistance . . . speed turnover. 
Hardware, Southport, Conn. 


has the patented rap-proof features designed to knock out 




















Florida & Georgia Retail Hardware 
Assns., March 4-6, 1956. Joint con- 
vention, show and merchandise ex- 
hibit. Hotel headquarters, George 
Washington Hotel, Jacksonville, 
Fla. W. W. Howell, P. O. Box 183, 


Waycross, Ga. 


EAGLE No. 4650 
Rap-Proof PADLOCK 


Husky 1%" 5 disc. tumbler 
with rustless alloy case. 


Order today from your favorite 
jobber or—write direct to: 












Illinois Retail Hardware Assn., Feb. 
21-23, 1956, at Sherman Hotel, Chi- 
cago. William F. Ewert, 1194 Mer- 
chandise Mart, Chicago 54. 


The EAGLE LOCK COMPANY Ai 


Indiana Retail Hardware Assn., Jan. Subsidiory of Bowser, Inc. 
24-26, 1956. Sessions and exhibit at 
(Continued on page 168) TERRYVILLE, CONNECTICUT 
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SHARON 
HATCHES TWO NEW 
ASSORTMENTS 


. « « bringing the complete line of 
SHARON REFILLABLE FASTENER 
ASSORTMENTS TO 72! 


Over 1000 sizes of the most wanted 
auts, screws and bolts... 
14 feet of shelf space! 


in just 


SHARON ASSORTMENT O8M-920 
OVAL HEAD BRASS MACHINE 
SCREWS AND NUTS 


* 920 pieces .. . !2 sizes of screws 
from 6/322¥% to ‘'/4-20x! . 
with 4 sizes of nuts to fit. 


1 


SHARON ASSORTMENT OBW-960 
OVAL HEAD BRASS WOOD SCREWS 


* 960 pieces in '5 sizes from 
#4 to 12 dia., '/ to I'/2 long. 


ORDER FROM YOUR JOBBER OR DIRECT 
EACH SHARON ASSORTMENT IS 
A COMPLETE DEPARTMENT IN ITSELF! 


Shanone Gil and Sohieat Co 


NORWOOD, MASS. 





Murat Temple; hotel headquarters, 


The Sheraten-Lincoln, Indianapolis. 
W. J. Sheely, 964 N. Pennsylvania 
St., Indianapolis 4. 


Intermountain Assn. Hardware & Im- 
plement Dealers, Jan. 22-24, 1956. 
Exhibit at Elks Club; hotel head- 
quarters, Hotel Boise, Boise, Idaho. 
Leon L. Weeks, 308 Continental 
Bank Bidg., Boise. 


lowa Retail Hardware Assn., Feb. 7- 
10, 1956. Exhibit at Veterans Me- 
morial Auditorium; sessions and 
hotel headquarters, Hotel Savery, 
Des Moines. Philip R. Jacobson. 
Mason City. 


Kentucky Retail Hardware Assn., 
Jan. 31-Feb. 2, 1956. Sessions, ex- 
hibit and hotel headquarters, Hotel 
Kentucky, Louisville. Edward Keiley, 
501 Republic Bldg., Louisville 2. 


Louisiana Retail Hardware Assn., 
March 11-12, 1956, at Hotel Roose- 
velt, New Orleans. David O. Mans- 
field, P. O. Box 1696, Jackson, Miss. 


Michigan Retail Hardware Assn., Feb. 
13-15, 1956. Civic Auditorium and 
Hotel Pantlind, Grand Rapids, Har- 
old W. Schumacher, Michigan Na- 
tional Tower, Lansing 8. 


Minnesota Retail Hardware Assn., 
Jan. 24-26, 1956. Exhibit at Munic- 
ipal Auditorium, Minneapolis. C. J. 
Christopher, 2110 Nicollet Ave., 
Minneapolis 4. 


Mississippi Retail Hardware Assn., 
Feb. 5-6, 1956. Convention and 
trade show at Heidelberg Hotel, 
Jackson. D. O. Mansfield, P. O. Box 
1696, Jackson 5. 


Missouri Retail Hardware Assn., Feb. 
14-16, 1956, at Hotel Jefferson, St. 
Louis. Harry Scherer, 1189 Arcade 
Bidg., 812 Olive St., St. Louis. 


Montana Hardware & Implement 
Assn., Nov. 3-5. Sessions and hotel 
headquarters, Northern Hotel, Bil- 
lings. N. O. Blevins, P. O. Box 
1152, Helena. 


Mountain States Hardware & Imple- 
ment Assn., Jan. 24-26, 1956. Ses- 
sions and hotel headquarters at Ho- 
tel Cosmopolitan, Denver. Francis 
W. Reich, 1233 Spruce St., Boulder, 
Col. 


Nebraska Retail Hardware Assn., 
Feb. 14-16, 1956. Exhibit and ses- 
sions at Omaha Auditorium; hotel 
headquarters, Fontenelle Hotel, 
Omaha. C. A. McCoy, 325 Insur- 
ance Bidg., Lincoln 8. 


New England Hardware Dealers Assn.., 
Feb. 20-22, 1956. Exhibit at Hotel 
Statler and Ist Corps Cadet Ar- 
mory; sessions and hotel headquar- 


ters. Hotel Statler, Boston. A. C. 
MacHardy, 185 Dartmouth St., Bos- 
ton 16. 


New York State Retail Hardware 
Assn., Feb. 13-15, 1956. Exhibit at 
War Memorial; sessions and hotel 
headquarters, Hotel Syracuse, Syr- 
acuse. Nicholas H. Kiley, Hills 
Bidg., Syracuse 2. 


North Coast Retail Hardware Assn., 
Feb. 5-7, 1956. Exhibit and sessions 
at Masonic Temple; hotel head- 
quarters, Heathman Hotels, Port- 
land, Ore. Martin W. Danko, Route 
12, Box 109, Fife Sq., Tacoma. 


North Dakota Retail Hardware Assn., 
Jan. 17-18, 1956. Sessions and ex- 
hibit at City Auditorium; hotel 
headquarters, The Leland - Parker, 
Minot. Miss E. J. McGrann, 54% 
Broadway, Fargo. 


Ohio Hardware Assn., Feb. 6-8, 1956. 
Exhibit at Public Auditorium; ses- 
sions and hotel headquarters, Hotel 
Cleveland, Cleveland. John B. 
Conklin, 198 So. High St., Colum- 
bus 15. 


Oklahoma Hardware & Implement 
Assn., Feb. 21-23, 1956, at Okla- 
homa City. Sessions and exhibit, 
Municipal Auditorium; hotel head- 
quarters, Skirvin Hotel, Oklahoma 
City. Aaron Gritzmaker, 515 Mid- 
west Bldg., Oklahoma City. 


Pacific Northwest Hardware & Imple- 
ment Assn., Nov. 6-8, at Multnomah 
Hotel, Portland, Ore. J. Malcom 
Smith, 614 Empire State Bldg., 
Spokane, Wash. 


(Continued on page 170) 
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nuts and bolts just a little too long! 
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Butt’s Eve BILL says: 


‘“here’s the gun line that’s 





Now! Save on 
Shipping Costs 


UM 
ORDER STEEL AND AOA 
RURAL MAILBOXES 


FAWSCO:® 


E ON 
GHT CHARG 
paY ONE FRE! SHIPMENT 


yYOuR ASSORTE 





HERE'S WHAT H&R 
OFFERS SALES-MINDED DEALERS 


the fastest in the 
ses in key loca- 
Texas; So” 





' top turnover, 
from 4 warehow 
Minn.; Dallas, 


no middleman °'s 


paid a; St. Paul, 


Top profit, 
trade . - - PF& 7 
tions of Atlanta, Georg! 


Francisco, Califorma- GUN Qnty 
sh the & 
your promis os est wore: ) F 


to increose near 
PLUS o chonce lors from 
DIGEST offered direct to C#ONC | ay Edition. 


house. Gront 
Write for detai!s! 


os oem | 


H&R 28-GAUGE 28” BARREL “TOPPER” 





















\y VT] 
ar 70 3.) . ee 
DS i Sis MY fi3 


r SSi3241 


é 


+ ns 
had 


. « « to meet the demand for a low-cost, 
small-game shotgun! Single barrel Model 

48 with rubber recoil pad, blued frame. Also in |2 ga. with 
30° and 32” bbis; 16, 20 and .410 ga. with 28" bbl; 16 ga. with 30” bbl 
ak - 7; $24.95 





“TOPPER DELUXE” MODEL 488, 410 only . $27.95 
GAMESTER DE LUXE, 12 & 16 ga. TUBULAR REPEATER $35.95 


Fawsco now makes BOTH aluminum and steel rural 


mailboxes. Order both lightweight aluminum and 
heavy rust-resistant sheet steel boxes at one time, 


LARGE-GRIP GUARDSMAN .32 


t's the Model 632 with new, 
large “Cling Fast” grips as on 

H&R's Model 922. Solid frame .32 cal 
revolver with 4° bbl. Also available with smoll 
size grips, 254° bbl... cece »esed) See 


from one source. Orders processed within 24 hours. 





No. 1} ALUMINUM RURAL No. 1 STEEL RURAL 


MAILBOX MAILBOX 
18 and 20 gauge aluminum 20 and 22 gauge steel. 
Pocked individually or 6 to Pocked individually or 6 to 
a carton. Shipping wt.: EACH o carton. Shipping wt.: EACH 
— 3 Ibs. 9 oz. — 6 Ibs. 8 oz. 


#1 SIZES: Length 18-15/16"; Width 6-1/4”; Height 8-13/16” 

















“SPORTSMAN” 9-SHOT .22 ...... ... $49.75 
MODEL 922 9-SHOT .22.......... . $28.75 
922 BANTAMWEIGHT 2')” BARREL..... $28.75 




































NO. 2 SIZE STEEL AND ALUMINUM 
RURAL MAILBOXES IN PRODUCTION 
SOON. INQUIRE NOW FOR FUTURE 
DELIVERY 







and H&R’S TOP VALUE .22 RIFLES 





“PIONEER,”’ Model 750. Compore 

















ei ra ... there’s no better bolt action 
single shot! Features include Bull's Eye Broach Rifling, self 
FAWS MF Vv HA.10 
i S, ROVEeee 7 cocking, side thumb sofety, American walnut stock . 
Cuychogo Falls, Ohio d AND exclusive “Fivid-Feed” loading platform ..... eal _ $17.95 
ie Pleose send me prices on rural mailboxes g “PLAINSMAN”™ Model 865. Bolt action 5-shot box magazine .22 re- 
pecter. Relood and shoot in seconds with the positive magazine ejector 
a NAME ed Balanced just right. . . smooth action ............ eeassee Den 
we ADDRESS a | 
4 HARRINGTON & RICHARDSON, INC. 
x CITY STATE Where U. S. Mil Garand Rifles are Made 
i a 373 Park Avenve, Worcester 10 Mowochusetts, U. 5. A. 
Conodion Plant ond Sales Office: HAR. Arms Co., Lid... 
Bas CSO 1.32 Sao Monet 20, 8.6 
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Pacific Southwest Hardware Assn., 

Feb. 21-23, 1956. Exhibit at Mu- 

nicipal Auditorium; sessions and 

hotel headquarters, Wilton Hotel, 

Long Beach, Calif. Otto H. Grigg, 

Room 1120, 416 W. 8th St., Los 

Breaking all-time Angeles 14. 


chain sales records — 


Pennsylvania & Atlantic Seaboard 
Hardware Assn., Jan. 31-Feb. 2, 
Campbell Chain’s exclusive 1956. Sessions and exhibit, Conven- 
tion Hall; hotel headquarters, Ben- 
jamin Franklin Hotel, Philadelphia. 
L. W. Jenness, Room 707, 1616 
Walnut St., Philadelphia 3. 





South Dakota Retail Hardware Assn., 
April 3-5, 1956. Exhibits at Colli- 
seum; sessions and hotel head- 
quarters, Cataract Hotel, Sioux 
Falls. O. R. Baily, 1300 So. Jeffer- 
son Ave., Sioux Falls. 
m Marked every 5 feet.. quick, exact measuring 


Color-Coded. . instant identification of ves Tylen Maswe Aen. 
f Feb. 19-21, 1956, in Nashville. Ses- 
chain grade sions and hotel headquarters, An- 
drew Jackson Hotel, Nashville. 
Morris Jones, P. O. Box 784, Nash- 
ville. 





GREEN "Measure-Mark"’ for Camp- 
bell Proof Coil Chain Texas Hardware & Implement Assn., 
Jan. 29-Feb. 1, 1956. Sessions, ex- 


RED "Measure-Mark" for Campbell hibit at hotel headquarters at 
BBB Chain The Statler-Hilton, Dallas. R. M. 


| 5 > O8 Gibralter Li ldg. 
BLU "eesuse-Aak” fer Came- | ouder, 1108 Gibralter Life Bldg., 


bell High Test Stee! Chain | Dallas 2. 
ORANGE “Measure-Mark" for 

Cam-Alloy Chain Tri-State Hardware & Implement 
Assn., Feb. 13-14, 1956, at Herring 


i Hotel, Amarillo, Tex. R. B. Allen, 
VY 1408 4th Ave., Canyon, Tex. 








a \ \ Virginia Retail Hardware Assn., 
Chain sellers and users everywhere \ March 4-6. 1956. at Fort Monroe 


have been quick to recognize the advantages of new (Old Point Comfort). Exhibit, ses- 
Campbell ‘“‘“Measure-Mark”’ Chain. No more cumber- ‘| sions and hotel headquarters, The 
: : » . (° p4 srlain ¥, > (; _ 
some measuring—just count the colored five-foot } hamberlain, Fort Monroe. G. 1. 
: Ma Omohundro, Jr., Scottsville, Va. 
markings. And you can instantly identify the proper 
grade of chain with Campbell's exclusive Color-Coding. 
Saves time—assures accuracy. Get all the details on aj} Western Retail Implement & Hard- 
this completely new time-and-labor-saving method of ”, } ware ante ae pe et 
: : . , = Sions and eXniDit at sunicipal Audi- 
handling chain—available only from Campbell. Write * per seam ; 
2 AR gies ys torium; hotel headquarters, Hotel 
today, or ask your Campbell Distributor. 


f 


m Shaw, 3915 Main St., Kansas City 2. 
. Labels are (olor-{ ‘ode d fon for / a 
- TT) te identification Space is pro ded fo . o A 


L7 President, Kansas City, Mo. W. J. 


petual Inventory’’ to tell you at a glan KA 


4, i lal 
| \ just how much chain you have in stock A 4 West Virginia Hardware Assn., Feb. 
AA 12-14, 1956, at Hotel Prichard, 


a— 4 Huntington. James C. Fielding, 1628 


AVAILABLE ONLY FROM CAMPBELL McClung St., Charleston 1. 


CHAIN 


CAMPBELL CHAIN Company Wisconsin Retail Hardware Assn. 


Moi Feb. 7-9, 1956. Exhibit and sessions 
Office, York, Pa. at Milwaukee Auditorium - Arena: 
West Burlington, lowa « Portland, Oregon + a er, Calif. hotel headquarters, Hotel Schroeder, 
a wie & —_ 

Makers of the famous Lug-Reinforced Tire Chains Milwaukee. H. A. Lewis, Stevens 


Point. 
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Git Enamel Display Rack FREE 


























be. WITH YOUR CHOICE OF THE FOLLOWING: 
DEAL No. 1 DEAL No. 2 
2 doz. 6-oz. Assorted 4 doz. 6-oz. Colors 
and and 
2 doz. 12-o0z. Assorted 2 doz. 12-02. Colors 
(Dealer makes own choice of colors 
(EACH SIZE ASSORTMENT INCLUDES) } packed !2 dispensers, one color, 
2 Crystol-Clear 2 Bright Gold per carton.) 
2 Bright Alum. (Silver) 2 Rega! Blue Crystal-Clear Bright Gold 
3 Touch-Up White 2 Cherry Red Bright Alum. (Silver) Chrome Yellow 
2 Glossy Black | Chrome Yellow Touch-Up White Rega! Blue 
2 Flat Black | Baby Blue Glossy Black Baby Bive 
| Machine Grey | Baby Pink riot 8 — Hunter Green 
| Light Grey | Hunter Green Machine Grey Cherry Red 
| Dove Grey | Bright Copper Light Grey Baby Pink 
R ‘ 7 y , $64 60* Dove Grey Bright Copper 
erTai qiue.... ° - 
. Retail Value..... $87.60* 
Dealer Cost, only 38.76 Dealer Cost, only 52.56 
Dealer Profit. . .$25.84 Dealer Profit. . . .$35.04 
Remember RACK FREE Remember RACK FREE 




















Act Now ... ORDER TODAY FROM YOUR JOBBER 
Stock — Display — Sell KRYLON 


America's Fastest Selling Spray Enamels 


the “brand with demand''—coast to coast 


KRYLON, Inc. NORRISTOWN, PA. 


Whether You Need Aluminum 
or Wood Combination Doors, 
HERE'S ONE DEPENDABLE 
SOURCE FOR BOTH! 


if your customers prefer wood combination doors, ofter 
them the best... SCHUMACHER' 














If your customers prefer an aluminum combination door, 


offer them the best . . . SCHUMACHER! 


You can save important time and effort by filling all 





combination door requirements through Schumacher. In 
addition to the advantages of one-source buying, 
PP comercemeee Schumacher offers territorial delivery which gives you 
| extra savings. And with Schumacher’s Strong-Lite 


aluminum door. you re in a better competitive position than 









PRODUCT 4, 194 ever. The Strong-Lite, a full %” extrusion Z-bar door, is 





a fi rst-quality door. 





In addition, a full line of push-type and initial-type door 


grills are now available. Write for complete information. 


THE F. E. SCHUMACHER CO., —HARTVILLE. OHIO 
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WHAT’S NEW 








® For more information on these products and services 
use free post card on page 175. 


(Continued from page 13) 


erstripping may be pressed on and 
secured at ends with a tack or 
staple. In air-conditioned areas, 
stripping helps to keep heat out and 
cold in. Zip Strip can be painted, 
varnished or stained, and is water- 
proof and verminproof. Chas. 
Ayres Co. 


For more data circle No. 9 on postcard, p. 175 


All-Purpose Drill 


Designed to handle home crafts- 
men's jobs, as well as light indus- 
trial work, a *%-in. electric drill 
(Model 389) is usable on metal, 





wood and concrete. This all-purpose 
drill has ball and bronze bearings, 
lightweight die-cast aluminum al- 
loy housing; free speed—650 rpm; 
115, 230 available: 2.6 
amps; and weight, 5 Ib. Equip- 
ment furnished are geared chuck, 
chuck key and 8 ft of rubber-cov- 
ered cord and plug. Drill’s capaci- 
ties are % in. in steel, 
wood. Mall Tool Co. 


Fer more data circle No. 10 on postcard, p. 175 


voltage 


‘ In. In 


Steel Tape Rules 

Featuring a Take-Apart case, 
which permits quick access for 
cleaning or tape replacement, Star 
Chief white steel tapes have non- 
jamming and non-creep mechanism 
to keep tape operating smoothly. 
Available in 25, 50 and 100 ft 
lengths, tapes have tempered too! 
steel] end hooks for accurate hook- 
on measurements. Replacement 


172 





tapes are available for all three 
models, which retail at $4 for 25 
ft, $5 (50 ft) and $7 for 100 ft. 
Carlson & Sullivan, Inc. 


For more data circle No. 11 on postcard, p. 175 


Redesigned Sled 

Featuring a new color combina- 
tion of black enamel finish with 
cream trim and chromed, automo- 
tive-type front bumper, Flexible 
Fiver sled Model No. 551 has air 


flow deck and side rails, super 
steering for sharp turns, and 
streamlined runners. Called the 


Airline Eagle, sled’s wood parts 
are of white ash with black runners 
and side rails, black and red trim 
on steering handle and black trim 
steering mechanism. S. L. Allen & 
Co., Ine. 


For more data circle No. 12 on postcard, p. 175 


Brush Bristle Cleaner 
Made with a nylon 
nvion 


palm grip 


handle with gears, pinion 











and spindle, hand-operated Spin-A- 
Brush provides silent operation 
and requires no lubrication. Brush 
is spun by means of hand crank 
through nylon gear set at 8 to l 
ratio which provides sufficient cen- 
trifugal force to clean bristles of 
any brush up to five inches. Roll- 
ers up to 9 in. can be cleaned with 
the roller cleaner attachment. Takes 
about 90 seconds to clean and dry 
paint brushes. Two models are of- 
fered: For in-the-field use, Model 
110 is available and retails at 
$7.95: electrically-operated Model 
EO retails at $14.44. Paint mixer 
and roller attachments are also 
available. Portable Electric Tools, 
Inc. 


For more data circle No. 13 on postcard, p. 175 


Plastic Hose Mender 


A mender for plastic hose is be- 
ing added to the 1956 line. 


= 
) 


Punc- 





{| 


Wy 
wie 








tured or split section of hose is cut 
out and replaced by solid brass 
mender coupling which screws on 
hose and is water tight. If hose is 
replaced, mender may be 
and saved for future use. 
Metal Products Co.. Ine. 


For more data circle No. 14 on postcard, p. 175 


removed 
Melnor 


Garden Insecticide 


Including a new insect killer, 
Dieldrin, Antrol Lawntrol granules, 
a lawn and garden insecticide, give 
long-lasting protection against de- 
structive insects which live on or 
in soil. effective 
against ants, Japanese beetle grubs, 
pillbugs (sowbugs), chiggers, cut- 
worms, chinch bugs and lawn 
moths. Granules may be applied by 


Insecticide is 
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finest closed-back shovels made today 


...from Ingersoll 


*® Smooth, closed back—steel 
pad electrically welded to back 
of blade. 


*®& One-piece blade and socket 
—blade specially heat treated 
for maximum strength. Easily 
passes U. S. Government 


® Perfect balance means easier 
handling, less work to use, jess 
fatigue. 


* A complete line of shovels 
and spades, dee and long 
handles in 600 series. 


*® Also available in contractor's 





strength tests. 


® Straight taper chucked handle 
makes replacement easy—no 
handle bend to worry about. 














weight. 


® Unconditionally guaranteed 
against defects of material and 
workmanship. 


*®& Smaller frog gives greater capacity. 


EXTRA STRONG 
EXTRA LIGHT! 


WEIGHS LESS THAN 
3°/, PouNDs 


Ask your distributor or write for full details 


Ingersoll STEEL DIVISION 


Borg-Warner Corporation «~ NEw castle. INDIANA 








WHAT’S NEW 








@® For more information 
on these products and 
services use free post 
card on page 175. 





shaker 


from 
spout; they do not blow away after 


pouring package 
Antrol Lawntrol 
need not be mixed itself nor does !t 
require sprayer or duster equip- 
ment. One-pound shaker package, 
enough to cover about 350 sq. ft. 


application, and 


of lawn, sells for 69¢; two-pound 
box retails for $1.25, 
economy size is $2.49. 
way, Ine. 


five-pound 
Boyle-M id- 


For more data circle No. 15 on postcard, p. 175 


Food and Meat Chopper 
Available in yellow and red, as 
well as white enamel finish, this all- 
purpose Universal food and meat 
chopper features modern design in 
the hopper. Item has snap-on pol- 
ished aluminum crank handle, and 
heavily-tinned cast iron body and 
feed screws. Body is die-cast alumi- 
num with table-edge positioner. 


Weighing 5 lb. 3 oz., chopper has 
cutters 


three made of hardened 








carbon steel in graduated sizes— 
for hamburg, vegetables and cooked 
meats. Rubber suction cups pre- 
vent slipping and sliding on work 
surface. Landers, Frary & Clark. 


For more data circle No. 16 on postcard, p. 175 


Saw with Dado-Arbor 


Available in two models, the 
Arco-Saw portable saw attachment 
for cutting 2x4’s has an adjustable 
dado-arbor to cut any size groove 
up to % in. wide by 1 in. deep in 
one cut. Saw attachment, which 
fits any % in. electric drill, cuts 
parallel grooves. Dado-arbor is 
easily removed to use saw for 
straight or angle cuts with the 
graduated depth and bevel gages. 
An adjustable rip gage is provided 
for cutting accurate strips. No. 
456 Arco-Saw, a 5-in. model, cuts 
134 in. in depth and retails for 
$12.95. No. 446 Arco-Saw is a 5-in. 


7. 


a» 





model which cuts 144 in. in depth 
and retails for $11.95. Arrow Metal 
Products Co. 


For more data circle No. 17 on postcard, p. 175 


Saber-Type Power Saw 

An economical all-purpose saber- 
type saw, Model No. 505, holds vi- 
bration to minimum through a 
method of counter-balancing recip- 
rocating parts. Rotary motor saw 
is designed for use in home work- 
shops and in cabinet shops. Unit 
makes its own hole for inside cuts, 
and has applications for display 
builders, pattern makers, radio and 
TV servicemen, and plumbers. Saw 
will cut wood, plastics, metals, com- 
position board, hard rubber and 
leather; motor fan blows air- 
stream over work to keep guide line 
free of sawdust. With a shipping 
weight of 4% lb, saw is 6% in. 
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(less blade), 


high 
and has 115 volt, AC/DC 1.8 amp. 


long and 5 in. 


Fine, medium and coarse 
blades are supplied with each saw; 


motor. 


blades have %s in. stroke and mo- 
tor delivers 2650 strokes per min- 
ute under load. Standard equip- 
ment also includes: heavy-duty 
slide switch, 6-ft heavy-duty cord 
and a molded plug. Wen Products, 
Ine. 


For more data circle No. 18 on postcard, p. 175 


Do-it-Yourself Benches 
Using steel and pedestals already 
manufactured, do-it-yourself fans 
can build work benches from 30 in. 
to 6 ft. in length. Ends are fin- 
ished, have rounded corners, are 
made of 18-gage steel, stand 31 
in. high and are 18 in. wide. A 
wooden top up to 24 in. wide and 
from 30 in. to 6 ft. in length may 
be mounted on a pair of ends. Steel 
end pedestals provide strength and 





rigidity, and cannot warp. Pedes- 
tals for work bench sell at $15.95 
and total cost for a bench, 
including lumber, should not exceed 
$20. Hoffman Iron & Steel Co. 


For more data circle No. 19 on postcard, p. 175 


a set, 


Plastic Waste Basket 


Featuring legs and a cutout de- 
sign, this rectangular polyethylene 
waste basket is named Modern-aire 
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Please use this P. O. 
Box Address for Quick 
Check Cards Only 
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CHECK CARD 


AN EXTRA 
HARDWARE AGE SERVICE 


A successful hardware dealer keeps up to date on 
What's New in merchandise. The Quick Check 
Card on the bottom of this page will help you get 
more information on new products described in this 
issue, quickly and easily. HARDWARE AGE brings 
you more new product descriptions than any other 
magazine. The Quick Check Card service will now 
get you all the information you need, quickly. 
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BUSINESS REPLY CARD —_— 
No postege necessary if mailed in the United States —_—_—_—_—_— 
POSTAGE Witt BE PAID BY — 
HARDWARE AGE a 

Post Office Box 60 ae 
Village Station ee 
NEW YORK 14, N. Y. puseenennaent 


Postcard valid 8 weeks on After that use own letterheod fully Gescribing item wonted 10/27/55 


Please send me further information on the WHAT'S NEW items, code numbers 
for which | have circled below. 
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Here is Your Quick Check Card 


What it is... How it works 


Each issue brings you dozens of descriptions of new products, new dis- 
plays, etc., in the “What's New’ columns. You get more of these in 
HARDWARE AGE than in any other magazine. 


When you want more free information on any of these products, simply 


mark a circle around the same number on the post card as appears 


under the individual item description. 
Drop the post card in the mail box. No postage is needed. You will 
quickly receive, free, complete details on the product from the manufac- 
turer. You may circle as many items as you wish. Separate information 


will be sent you on each item. 


Be sure to give your full name and address on the post card. Print or type 
it clearly. We cannot service post cards with incomplete addresses. 
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(Sec. 344.9 P.L.AR.) 
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HARDWARE AGE 


Post Office Box 60 
Village Station 
NEW YORK 14, N. Y. 
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A big help for busy deal- 
Use this card for free 
intormation on new prod- 
ucts described in this issue. 

















Please use this P. O. 
Box Address for Quick 
Check Cards td 














OCARDOSELLS 


TRADE MARE 


HYDE PRODUCTS INDIVIDUALLY 
CARDED FOR SELF-SERVE SALES 
PO IAIid 14d) ede) 
BIN—WALL and RACK 
DISPLAYS 


NEW! HYDE PUTTY KNIVES, WALL SCRAPERS, PAINT 
and WOOD SCRAPERS and SPECIALTY ITEMS are now 
individually carded and packed '2 dozen each in 
separate stock boxes. CARDOSELLS are for modern, 
self-serve display fixtures in hardware, paint, depart- 
ment and variety stores. 


YOU'LL GET MORE SALES 


wherever you display them! 





















YOU CAN HANG THEM! 


Every cord. for each 
type and size of tool 
is punched with a 
hole to are tar| on wire 
hooks on wall, coun- 
ter or floor fixtures 









YOU CAN BIN THEM! 


« to “% dozen cords fit 
ond nest jus? right in 
bins or between dividers 
on sales floor counters 









100% MORE TOOL SALES 


; “sh YOU CAN SEE THEM! 
appeal with CARDOSELLS | Vi oes RETAIL PAINT & WALLPAPER 
| al DEALER SHOW, CLEVELAND. 
CARDOSELLS ore activated store scolesmen that sell the need, uses, sonstyucion OHIO. NOV. 15-17, BOOTH 206 
and prices of Hyde tools. CARDOSELLS are a riot of color. Hyde's major lines 
packaged for CARDOSELLS ore: BLUE DIAMOND TOOLS and SPECIALTY ITEMS 


on flamingo colored cards; BLACK and SILVER TOOLS on green cords; SPEEDSTER 
PAINT SCRAPERS on blue cards; CARDOSELIS ore easier to stock ond disploy. 


CAADOSELLS will be available 


soon through DISTRIBUTORS ; 
HYDE MANUFACTURING CO. = Southbridge, Mass., U.S.A. 


® Name de Cardoselis owned exclusively by Hyde Manufacturing ©o 








WHAT’S 





and offered in solid colors: red, 
yellow, blue, pink, light 
white, copper and black. Basket 
(illustrated) has 26-qt capacity 
and is part of the Lomaware line. 
Also introduced is 10 gal. Handi- 
Dandy trash bucket with lid, made 
of polyethylene. Bucket has rein- 
forced rib construction and is 
available in red, green, white, cop- 
per, dark green and gray; covers 
are black. Loma Plastics, Inc. 

For more data circle No. 20 on postcard, p. 175 


green, 


Safety Incinerator 

Featuring a special perforated 
screen and protective hood, which 
eliminate fire hazards from fiving 
sparks, the Cinderella incinerator 
is an all weather item manufac- 
tured from Armco aluminum steel. 
Corrosion-resistant, the incinerator 
has a wide base for stability— it 
cannot be tipped by 
pets but is movable and has 
hinged tilt-back hood which does 
not fall off. 


ondary 


children or 


Incinerator has sec- 
air supply as smoke and 
odor arrester, plus a draft design 
to dispose of burnables even in 
rain, high wind or snow. Ash re- 
ceiver is emptied simply by lifting 
top section. This model (No. 25 
GA) has burning capacity of 2'. 
bushels and an over-all] height of 
31% in.; weight, 36 lb. Retails for 
$19.95. Pioneer Specialties, Inc. 

For more data circle No. 21 on postcard, p. 175 


> . 
Window Screen Kits 

Pre-fabricated and ready to in- 
stall on double-hung windows, all- 
aluminum Kwik-Fit screen kits are 


for the do-it-for-yourself trade. 








Kits are available as independent 
half-screens or full screens and are 
easy to assemble with hammer and 
screwdriver. Screen material is 
bought to size and rolled perma- 
nently into frame. Each kit con- 
tains heavy-duty, non-warping alu- 
minum extrusions, Kwik-Korners, 
spline, and hardware for one win- 
dow screen. Priced to sell from 
$2.95; kits are packaged in self- 
selling display cartons. Metal En- 
gineering Co. 


For more data circle No. 22 on postcard, p. 17: 


Painting Sets 

Seven sets have been added to 
the Big 3 numbered painting series. 
Each set illustrates a popular theme 
in three 12 x 16 in. panels of origi- 
nal art prepared by professional 
artists. Seascapes, still life, fairy 
tales for children, famous struc- 
tures in Paris, the early West, ma- 
rine scenes, and fruit and floral set- 
tings comprise the subject matter 
of the new painting series. Full- 
color brochure on complete Big 
series of 27 hobby painting sets is 
available upon request. Tie 
tint Mfq. Co. 


For more data circle No. 23 on postcard, p. 175 


(‘rat 


Electrical Window Fan 
Featuring permanent - split ca- 
pacitor six-pole motor, the Atlas- 


Aire Model RA20 20-in. window 
fan has separate push-button con- 
trols for high and low speeds, in- 
take and exhaust. Rubber hub helps 
reduce motor noise, and fan has 
four- petal aluminum balanced 
blade. Maximum air delivery is 
3.800 cfm. Fits windows 26 to 37 
in. wide, and is finished in two-tone 
green enamel. Atlas Tool & Mfg. 
Co. 


For more data circle No. 24 on postcard, p. 175 


Garage Door Operator 


Installable without additional 
wiring, the Rich-Wil 98 electric op- 
erator for residential garage doors 
plugs into 110 volt wiring and is 
guaranteed against defects in ma- 
terials and/or craftsmanship. Op- 
erator retails for $98 complete 
with track, two push-button con- 
trols and necessary wire for aver- 
age installation. Key switch and 
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radio controls are optional and 
available at extra charge. Rich- 
Wil Div., Richards-Wiicox Mfg. Co. 


For more data circle No. 25 on postcard, p. 175 


Fishing Line 

Three new items in fishing line 
include: Clearon, Dacro-Spin and 
Sea ’N’ Surf. Clearon (illustrated), 
imported from West Germany, is a 
waterclear monofilament line that 
takes on the color of any water in 
which it is used; line, which has 
been used by commercial! fishermen 
for a year, is limp, supple and sta- 
bilized to control stretch. Dacro- 
Spin features high knot strength, 
and diameter and elasticity have 
been reduced by heat-set process to 
limits desired by spin fishermen; 
color is ivory and line has been 
lubricated to eliminate internal 
friction between strands and fibres. 
Sea ’N’ Surf, for the salt surf 
angler, has controlled stretch and 
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y. Sell Flat Wrenches QUICK! 


&. With this Sales-Active New 
Merchandising Idea by 


NONE BETTER 


PLASTIC POUCH AND 
METAL WALL RACK 
with 5 or 6 Piece Sets of 
DROP FORGED TUFF-TEST 
CARBON STEEL ENGINEER’S 
OR COMBINATION WRENCHES 


1ow COST- 
ENGINEER'S WRENCH SETS HIGH GALES AgTIOR 


WITH POUCH & WALL RACK 4 \ a € 
§ Pc. Sets: Heavy Duty — openings 3/8” to 7/8”. 2} f 

Light Duty — openings 5/16” to 3/4”. Polished or 
Unpolished Heads. Std. Pkg. 5. 


6 Pc. Sets: Heavy Duty — openings 3/8” to 1”. 
Light Duty — openings 5/16” to 7/8’’. Polished or 
Unpolished Heads. Std. Pkg. 5. 


COMBINATION WRENCH SETS 
WITH POUCH & WALL RACK 


5 Pc. Set: Openings 7/16” to 3/4”. Polished Heads. 
Std. Pkg. 5. 


6 Pc. Set: Openings 3/8” to 3/4". Polished Heads. 
Std. Pkg. 5. 


Make Combination Sales— 


Sell an 11 or 19 piece TUFF-TEST | 
Socket Wrench Set every time yow sell a Set of 
TUFF-TEST Flat Wrenches. Metal Rack hooks se- 
curely on front of Socket Wrench container, and 
both hang on wall as shown below. This NONE 
BETTER feature increases Tool Sales for you, 
helps your customer build a useful Tool Dept. 


























se 


Sets 





COMPLETE 
KIT INCLUDES 
PLASTIC POUCH, 
METAL WALL RACK 
AND WRENCHES 
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Spur your Tool Sales with low-cost NONE 
BETTER Wrench Sets packaged this eye- 
catching new way. Handsome Plastic 
Pouch puts Tools on display for you, pro- 
vides a durable, handy Kit for your cus- 
tomer. Red enamel Metal Rack hangs on 
workshop or garage wall, puts a complete 
Set of popular NONE BETTER Wrenches 
at his fingertips. Tools are forged carbon 
steel, hardened and tempered for long wear, 
brightly plated against rust and corrosion, 


precision broached and superbly balanced. 





NONE BETTER DIVISION 
THE NEW BRITAIN MACHINE CO., NEW BRITAIN, CONN. 
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WHAT'S NEW 





@ For more information 
on these products and 
services use free post 
card on page 175. 


is light sand in color; has special 
braid and is made of Dacron. 
Clearon retails for 90¢ for 4-lb test 
to $3.60 for 40-lb test, per spool; 
Dacro-Spin: $2.20 (4-lb) to $2.60 
(20-lb), per spool; Sea ’N’ Surf- 
50-yd., 150-yd. and 200-yd. spools, 
18-45-lb test, prices 
$1.25 to $6.80. 
Co., Ine. 


For more data circle No. 26 on postcard, p. 175 


range from 


Key-in-Knob Lock 

With a 5% in. square escutcheon 
that can be mounted either as a 
diamond or or as a square, a key- 
in-knob entrance lock in the Regal 
line has a 5 in. bracket, is available 
with pin or dise tumbler cylinder, 
deadilocking or spring latch. This 
tie-bolt lock is the Portrait 
design and has a solid brass ex- 
terior and cold-rolled steel interior 
parts; knobs are armored 
steel reinforced. Lock is available 


new 


brass, 


B. F. Gladding & 


in standard or two-tone finishes, 
and is reversible for any hand door 
without disassembly. Lock requires 
only a 15¢ in. diameter hole for in- 
stallation. Dexter Lock Div., Dezx- 


ter Industries, Inc. 
For more data circle No. 27 on postcard, p. 175 


Small Socket Wrench Set 


Packaged in a plastic kit, the 
SW-5 kit socket wrench set is com- 
posed of five tiny box or socket 
wrenches—5/64 hex, 3/32 hex, 7/64 
hex, 1/8 hex, and 5/32 hex, all of 
which are interchangeable in the 
swivel top insulated steel handle 
which has solid locking chuck-type 
nose piece. Tools perform job of 
removing or attaching tiny nuts in 
hard-to-get-at places, especially if 


nuts are in recessed holes. Kits list 
for $3.50. Moody Machine Products 


Co., Ine. 
For more data circle No. 28 on postcard, p. 175 


Mixer in Color 


Three two-tone color combina- 
tions are now available for the 
portable mixer, which is also still 
marketed in standard white models. 
Yellow, turqueise and pink are 
offered with white. In each in- 
stance, mixer body has a white top, 
while bottom and handle are in one 
of the three colors. Color choices 
are based on survey of homemak- 
ers’ preferences. Color models 
carry suggested list price of 
$21.95; white model, $19.95. Elec- 
tric Appliance Div., Westinghouse 
Electric Corp. 

For more data circle No. 29 on postcard, p. 175 


Tool Handles 


Greater strength and longer life 
are given to Hill Hickory striking 


tool handles which are  flame- 


forged by a new process. Tennessee 
hill hickory is treated over live 
flame to strengthen fibers of wood 
and to lock out moisture. Handles 
will be marketed with a packet of 
wedges attached so that buyer may 
do his own rehandling job. Holt- 
house & Hartup, Ine. 


For more data circle No. 30 on postcard, p. 175 


Automatic Coffeepot 


Making from four to nine cups, 
an automatic electric coffeepot has 
a strength selector and a thermo- 
stat to maintain temperature when 
brewing is completed. Nine cups of 
coffee will brew in 13% minutes 
with a 600-watt heating element. 


<./‘ 
oe 
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Easy to clean, coffeepot has cup 
measures marked for filling in 
four, six, eight and nine-cup por- 
tions. Retails for $29.95. The 
Hoover Co. 


For more data circle No. 31 on postcard, p. 176 


Insulated Bags 

Available in three different sizes, 
low-priced insulated bags in the 
Nappy Budget line are styled in 
both red plaid and plaid. 
Bags are insulated with Fiberglas, 
and covered and lined with virgin 
plastic; food and drink are kept 
cold six to eight and hot 
Designed 
to stand up without support, bag 


yell yw 


hours, 
from four to six hours. 
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Self-Selling 


DRILL 


Cabinet 


es 


tees Sells 
High Speed Drills 


Complete range 1/16 to '/2 by 64ths 


Henry L. Hanson Company 


27 Union St. Worcester, Mass. 








=Fits any %” Drill. 











‘HOWARD B RICH, 


. BOX 187 
CARROLLTON, KENTUCKY 


Wood-Combination—Metal 


Heavy Duty Step Ladders 





Extension Trestles 







Painters’ Trestles 
Platform Ladders 


Ironing Tables 







Clothes Props 
Step Stools 
Extensions 
Scaffolds 
Singles 
Planks 















Phone 116 
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{BRAND NEW* 


ARCO sete 


- ARCO - 


“ARCO JIG- SAW, 


WITH 
CIRCLE-CUTTER ou 
AND 4 

RIP GAGE 





Has same capacity, 
cutting speed as $55 Jig Saws. 
Adjustable Circle-Cutter and 
Rip Gage cuts perfect circles 
up to 20” diameter; rips ac- 
curately up to 10” wide. Has 
two-color display box for im- 
pulse sales. 


“ARCO se “SHOP 


A Complete Kit for 
POLISHING 
GRINDING 

WIRE BRUSHING 


An extremely low 
cost kit that con- 
verts any ™%” drill 
into a handy bench 
tool. 

















Includes Drill Stand & Clamp, 
14” x 4%” Wheel Arbor, 4” Bufhng 
Wheel, 3” Wire Brush, 3” Grind- 
ing Wheel & Rouge. 


ORDER FROM YOUR JOBBER 


or write direct fer sew cetaleg sheers 


ARROW wmetat probucts co. 


140 WEST BROADWAY + NEW YORK 13, N. Y. 













18! 





WHAT’S NEW 











retail prices are $1.98, $1.49 and 
98¢. Giant bag is for all-purpose 
use; a middle-sized bag is for pic- 
nics, fishing trips and frozen food 
shopping; and the smallest bag 
serves as lunch kit, cosmetic, first 
aid or shaving kit. Nappe Smith 
Mfg. Co. 


For more data circle No. 32 on postcard, p. 175 


Direct-Drive Chain Saw 
Weighing 25 lb, a direct-drive 
chain saw (Model DD) has posi- 
tive automatic clutch, dependable 
all-weather starter, automatic chain 





direct-drive 


oiler, saw-steel] bar, 
direct-connected carburetor, pistol- 
grip handle, and high voltage mag- 
neto for fast starting. Lombard 
Governor Corp. 

For more data circle No. 33 on postcard, p. 175 


Plastic Patch Kit 


For quick repair of soft viny] 
plastics, a plastic adhesive kit has 
been introduced. Kit contains a 
tube of Miracle No. 41 Plastik Ad- 
hesive and a vinyl sheet for patch- 
ing, repairing and bonding: No. 41 
adhesive is a transparent plastic 
patching cement that coats and re- 
pairs soft vinyl plastics and re- 


182 


places heat sealing. Kit may be 
used to mend plastic inflatable toys, 
plastic screening, plastic shower 
curtains, inflatable swimming pools 
of plastic, and plastic tablecloths, 
aprons, lamp shades, window cur- 
tains, gloves, draperies, raincoats 





and umbrellas. Kits, packed 12 to 
a display carton, retail for $1. 
Miracle Adhesive Corp. 

For more data circle No. 34 on postcard, p. 175 


Insecticide Sprays 


Three items in a new insecticide 









line are moth proofer, ant and 
ye &, 
fs < t | 
Qe. SpeaY 
887 ne OR | ; 
muse | — 
7 . ye =. 


killer with chlordane, and 
insect spray. Can containers have 
large printing on white label for 
quick identification; remainder of 
label is bright yellow with red 
stripes. Boyer Chemical Co. 

For more data circle No. 35 on postcard, p. 175 


roach 


Window Scraper 


Klear-Vu scraper, for windows 
and windshields, has double-edged 
brass blade in nickel-plated steel 
handle and is designed for remov- 
ing ice, sleet, snow, paint and bugs. 
Reversible blade will not scratch 
glass, and scraper will not chip or 
crack, or cut hands, during use. 
Serapers are mounted 12 to an 
easel-backed counter display card, 
and individually on single cards 
for counter bins; cards are printed 








a 


in red and blue. Retail price: 29¢. 
The C-EN-M-Co., Affiliate of Cru- 
sell Bros. Machine & Tool Co. 


For more data circle No. 36 on postcard, p. 175 


Steel Ski Rack 


An all-purpose ski rack (Model 
No. 300) offers new features and 
eliminates the need for suction 
cups and gutter straps. Ultra-Rak 
ski carrier is of one-piece pressed 
steel which securely clamps to rain 
gutter of car with rubber-protected 
adjustable pad. Rack is adjustable 
to fit all cars with use of tools and 
has no nuts, bolts or small parts to 
lose; has gray automo- 
tive enamel finish which is rust- 
resistant, and rubber pads are non- 
staining gray. Rack accommodates 
up to six pairs of skis, and can be 
quickly converted to carry car-top 


baked on 





loads by 


other heavy 
means of minor adjustments. Mar- 
ket Forge Co. 


For more data circle No. 37 on postcard, p. 175 


boats and 


Corner Clamp 


Press-formed from 
cold rolled and cadmium-plated 
steel, this corner clamp permits 
user to correct errors in mitered 
corner cuts. Clamp has two thumb- 
screws to hold materials firmly and 
also a specially channeled section in 
the right angle corner which per- 


heavy gage, 
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Burgess Batteries in 
° “Customer Stopping” 
displays mean fast volume 










for your store! 















; IT'S NEW! 
Compact “space saver" Burgess dis- Radar-Lite 
plays are designed to promote fast by Burgess 





Here's an outstand- 
ing profit builder— 
features a power- 
ful Sealed Beam 






impulse sales, help stop traffic in the 





























store. Display ‘em—you'll sell ‘em. For full 


information 
contact your § 


Headlight . 
flashing red 
warnin signal 
and unique “self-cased" 



























Burgess National Advertising In Leading Maga- 


bottery that has up to Burgess 
tines And Newspapers Presells Your Customers. a Rng B. Bgey Ba Distributor 
teries. Retails at only or write 






$11.95 (Other models 
at even less) 


BURGESS BATTERIES 


BURGESS BATTERY COMPANY 


Burgess direct. § 





v 





FREEPORT. 
ILLINOIS 













The QUALITY LINE of WELDED CHAIN for 
CONTRACTORS MANUFACTURERS Ol & GAS FIELDS 
BUILDERS MARINE OPERATORS LUMBERING 

FARMING 














iINSWELL 


* The chain with the 
distinctive weld 






MSWELL 


CH Are 





CH PAIL-PACKS and DEALER DRUMS 
CM Proof Coil and 888 Chain in the smaller sizes can 
be ordered in CM PAIL-PACKS and in CM DEALER DRUMS 

These contoiners simplify handling and storage of chain, and are 
attractive displays for dealers. 














COLUMBUS Mc KINNON CHAIN CORP. 
TONAWANDA, NEW YORK 








Regione! Offices: New York + Chicago + Cleveland in Coneda: McKinnon Columbus Chein ttd., 5. Cotherines, Ont. 
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WHAT'S NEW 











® For more information 
on these products and 
services use free post 
card on page 175. 


mits use of a saw to correct any 
errors which may be made when 
user makes miter cuts. Clamp has 
2-in. capacity for square and mold- 








PROFIT 


here 














IN THE POPULAR NATIONALLY ADVERTISED 


RED JACKET 


Model "X" Pacemaker 
JET PUMPS AND WATER SYSTEMS 


®@ LOW PRICED—A complete 
top-quality compact-design water 
system that satisfies the needs 
of over 70% of your market. 











Easy convertibility. 


RED JACKET .- istiheoe 


worer 
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@® FOR EITHER DEEP OR SHAL- 
LOW WELLS — Capacities up 
to 850 gallons per hour. Pump- 
ing depths down to 80 feet. 


@ FEATURES — Newly improved, 


with Ni-Resist rotary-type seal 
and all-bronze wear ring, the 
Model “X" Pacemaker is de- 
signed for dependable, long- 
lasting service. 


SIZES — Shallow-well pumps are 
available in '/y and '/p HP. 
sizes. Deep-well units '/2 H.P. 
sizes only. Tank sizes 8, 21, 42 
gal. and larger capacity. 


for complete descriptive 
circular and prices on Red 
¢ Jacket Model 


"X" Pacemaker 
Water Systems. Address Dept. 


ing stocks used in making picture 
frames, window screens, cabinet 
work, and will handle corners made 
with materials having different 
widths and thicknesses. Designed 
for professional, as well as ama- 
teur, craftsmen. To retail at about 
$1.79. Gunver Mfg. Co. 
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Anchoring Inserts 


Fireproof, waterproof, vibration- 
proof and vermin-proof, Philplug 
anchoring inserts are pre-formed 
from Philplug compound and pro- 
vide for mass anchoring of nails or 
screws in any kind of masonry 
where the operation tends to be 
continuous. After insertion, in- 
serts form an integral part of 
masonry itself. Screws in inserts 
do not rust and may be removed 
and reinserted whenever desired. 
Plug comes in two sizes, 1/4 and 





5/16 in. diameter and handles 
from No. 6 to No. 16 screws. New 
England Carbide Tool Co., Ine. 
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Adhesives, Abrasives 


To provide an assortment of 
Sandpapers and glues specially for 
home workshops, the Handy Home 
line includes varieties of sandpaper 
in cut sheets, discs, rolls, belts and 
full sheets; hide glue and resin 
adhesive; a hand sander; and mask- 
ing tape. These adhesive and abra- 
sive products are packaged for self- 
service, with cartons designed for 
counter display. Two basic types of 
sandpaper are offered: one, heat- 
treated Garnet sandpaper, and the 
other, Garalun, suitable for both 
wood and metal surfaces. Cut 
sheets, 10 to an envelope, are in 
different sizes, while Garalun discs 
are packed five to a package in vari- 
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ous sizes and grits. Both kinds of 
adhesive are in plastic squeeze bot- 
tles of 4- and 8-oz. capacity, and in 
l-qt containers. Liquid hide glue is 
best for bonding wood, and the 
resin adhesive is an all-purpose 
bond. Patented Power-Grip sander 
has metal clip which permits quick 
changes of sandpaper. Sander, 
which comes in six colors, is shaped 
for firm hold by user. Masking tape 
is wrapped in cellophane and each 
roll is 300 x 2/3 in. Coated Abra- 


sives Div., Armour & Co. 
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Lightweight Chain Saw 
Three horsepower chain saw 
(Model PGC-18S) weighs just 29% 
lb assembled. Comes complete with 
18 in. chain and guide: air cooled 
engine by Power Products. Solid 
aluminum chain guard keeps saw- 
dust out of carburetor. It has rust- 
proof gas and oil tank, and may be 
serviced at over 2,000 stations. 
Lists for $198; available in deluxe 





Model PGC-18D with new dia- 
phragm carburetor, $223. Chain 
Tools, Inc.. subsidiary, Ram Tool 
Corp. 


For more data circle No. 4] on postcard, p. 175 


Yule Display for Tools 

An animated and _ illuminated 
point-of-sale display for the Routo- 
Jig portable electric tool highlights 
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Boost steel wool sales with the new, modern line! 





Space-saving display packages 
that stack better . . . sell themselves! 


NEW! DO-IT-YOURSELF 
° ASSORTMENT 
Six large pads (2 fine, 
2 medium, 2 coarse) in one package! 
Only pack of its kind in the field! Ties in with 


the ‘‘do-it-yourself"’ sales boom. Holds the wn 
right grade wool for any job — an easy sale! 


16 FOLD-OVER PADS NEW! 
The “back-to-back” pack * 
you display in half the 

space of an ordinary package! 

A 16-pad package on a shelf-frontage of 


only 7%"! Sells itself when displayed with 
brand name toward aisle! Grades 0000 to 3. 


ALSO AVAILABLE IN 1 POUND ROLLS. 


ORDER FROM YOUR JOBBER or write CLEANSER PRODUCTS, 
A Division of The $.0.S. Company, 7123 W. 65th St., Chicago, 38, Ill. 


= aaut 
wool 











Makes Chipped, 
Porce/ain 


No Finer ov 
Seat 


There's a terrific market for 


“Tilette Porcelain 
Stove Repair” 


Easy to use. Dries “porcelain hard’ overnight 
Durable and guoranteed never to discolor nor 


4 
ficke of. Women will be thrilled with the 
miraculous NEW look that Tilette gives to 
chipped gas or electric stoves. Tilette is a 
new. white semipaste that hordens to a gioss 
matching the stove's porcelain. Also used for 


repairing damaged refrigerators, washing mo 


chines, all plumbing fixtures | WU IZLE, OAS 
Women Welcome Tilette Torlot & | 


When they know about 


it, they buy it. Retails ' 
at 75¢ a tube. Our at- Heatproof! 


tractive Dispicy Card Withstands 


Ask your Jobber, or F 
write for extra-tiberal Waterproof! 
"Get Acquainted’ Offer 


TILETTE CEMENT CO.., INC. ! PLA PRUDUU!S, ONL 
401(B) Lafayette St., N. Y. 3, N. Y. CLEVELAND 2, OHIO 























185 








Stronger Fur Prices 
Mean 


Bigger Trap Sales 
This Season! 


BE PREPARED — 
STOCK 





TRAPS 


Market trends on furs show signs of 
climbing prices that will have trap- 
pers hot on the trail this season. 
Don’t neglect this important source 
of profits. Stock and sell Victor 
‘Traps—the trappers’ favorite. 


~ yuenneeett 


A Coll 5 


Ol SPRING 


Pring tre 


,, oaay 6 
.”. - COnceag/. 





Order Victor Traps by name 
from your wholesaler 


ANIMAL TRAP COMPANY 
OF AMERICA 


Lititz, Pe. © Pascagoula, Miss. 
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WHAT'S NEW 





the Christmas promotion for 1955. 
Special dealer incentives, coopera- 
tive advertising, gift certificates, 
advertising mats, manuals, Christ- 
mas pennants, catalog sheets, pub- 
licity releases and radio-TV_ spot 
announcements are among the deal- 
available. Porter-Cable 
Machine Co. 


er aids 
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Air Rifle and Scope 


Styled as the juvenile counter- 
part of high-powered hunting rifles, 
the No. 98 Daisy Eagle has a 2- 
powered scope, ramp-type front 
sight, and peep-and-open rear sight. 
Rifle is an 850-shot repeater, 37 in. 
long, and comes complete with 
scope mounted, 2-lens-guard caps 
leather BB loader wallet, and two 
refill BB packs in colorful carton. 
Retail price: $12.95. No. 303 Daisy 
Bull’s Eye 2X Scope has universal 
mount which fits any old or new 
Daisy rifle; scope has 2X magnifi- 
cation and cross-hairs are adjust- 
able for windage and 
Daisy Mfg. Co. 


For more data circle Ne. 43 on postcard, p. 175 


elevation. 


Shipping-Display Carton 
One each of all 48 designs in 
McCall’s full-scale and transfer Do- 
It-Yourself pattern line is contained 
in a combined shipping-and-display 
carton, available at under $20. 
Every initial order also receives a 
complete promotion kit with point- 
of-sale and advertising material. A 
catalog card illustrating the de- 


| signs is included with carton, which 


measures 75.x75°4x9™% in. Designs 


in current pattern line include con- 
temporary and traditional house- 
hold, kitchen and outdoor furniture 
and accessories; do-it-yourself alu- 
minum projects; giant Christmas 
cut-outs; a complete child’s room 
set; toys; a dollhouse; a work- 
bench; and other items. Guide for 


‘OR Om: W084 S wee ws 


MeCalls 
DOT YOURSELF 








step-by-step construction of proj- 
ects is included with each pattern. 
John H. Graham & Co., Ine. 
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Flashlight Lantern 

With new styling, the Delta-Jet 
flashlight lantern has twin belt clips 
on back for use by Scouts, sports- 
men and watchmen. Also useful for 
motorists or trailerites, as lantern 
fits into glove compartments. Light 
in weight, it is available in bright 
red or pink, each with charcoal base 
and bright plated handle. Lanterns 
are individually packed in display 
cartons for counter, shelf or show- 





case. Uses two standard 1% in. 
flashlight List price, $1.50, 
less batteries. Delta Electric Co. 

For more data circle Ne. 45 on postcard, p. 175 


cells. 


Rubber Matting, Treads 


Under the trade name of Beau 
Bloc (pronounced bo block), a se- 
ries of rubber matting, stair treads 
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Type BU200! 
Triplex” 





Architects and 
Builders Specify 








Thicago Sprina Hinae Co. 


1500 CARROLL AVE., 








~-(CHICAGO)— 
SPRING HINGES | 











@ Modern Factories 
@ Office Buildings 


@ County, State and 
Federal Buildings 


@ Ships of Our Navy 


And the New Luxury Liner 
S.S. United States 


Every year more and more Architects 
and Builders are specifying Chicago 
Spring Hinges because they are care- 
fully designed with many superior 
features. They are smart looking and 
streamlined to harmonize with modern 








| BULL (j DOG 


elle. HOUSEHOLD HARDWARE 
a 


since 1872 














architectural requirements. 


“Spring Hinges of Quality” 





CHICAGO 7 ILL. 





Steady Sales to Satisfied Gutomers 


» YEAR IN AND YEAR Our / 





1 Pod 

low cost and your own 
7 new or used 

RSH shelf 

UPRIGHTS lumber... 


> easy steps! 





Prue cd 











...and your own lumber, new or used! 


Heres the fast, low cost way to remodel and sell more 
hardware! You get more display space, more aisle space, 
eliminate clutter, and it’s so easy you can do it yourself 


without special tools or skilled labor! 
made by the people who know 
self-service best! 
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S. A. HIRSH MFG. CO. 8051 Central Park Avenue. Skokie. Illinois 


Gentiemen Please send me your catalog describing Dept. HA-I0 
HIRSH STANDARD STEEL SHELVING UPRIGHTS 


Vate 


MAIL THE COUPON NOW FOR FREE CATALOG! 


lone 
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ATTENTION 


WHOLESALERS! 





MIRACLE-WOOD GOES 
NATIONAL... 


Nashua, N. H. — 


It was announced by William New- 
ton, President of the Newton Man- 
ufacturing Co., Inc. that MIRACLE 
WOOD is now available for national 
distribution. “Terrific consumer ac- 
ceptance, increased production faci- 
lities, new national ad campaign, 
new self-merchandising display 
prompted the company’s move,” said 
Newton. 


MIRACLE WOOD. ..The amazing 


wood filler that can... 





be power-sanded and planed 
. . . that dries ) 
quickly without 
crumbling . . . does 
not shrink... 
dries flush and is 
workable as wood! 








NATIONALLY 
ADVERTISED 


WHAT’S NEW 














MIRACLE-WOOD 
| is packed in %, 
%, 1, 4, and 8 Ib. 
cans. Special 
Introductory 
@ Display’ 









Write, wire or phone today for 
catalog sheet and price list! 


Several Sales Territories Available 


NEWTON 
MANUFACTURING CO., Inc. 


“hat! STREET NASHUA N H 
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® For more information 
on these products and 
services use free post 
card on page 175. 





and mats (illustrated) has been de- 
signed featuring a mosaic arrange- 
ment of squares molded into the 


rubber. Squares are alternately 
cross-grained to give two-tone ef- 
fect. Mats are offered in nine col- 
ors, including salmon, cordovan and 
turquoise, while treads and matting 
are in green, gray, beige and rose. 
Design improves foot traction for 
safety and is easy to clean. Ace 
Rubber Products, Inc. 
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Gas Heater Line 


Expansion of the Warm Morning 
gas heater line includes the new 
V-20 (illustrated) and V-30 series 
of vented gas circulators for nat- 
ural, mfd. and L-P gas, with rat- 
ings of 20,000 and 30,000 Btu 
input, respectively. Distinctive styl- 
ing with Perfo-Dot front panels 
and top grilles, plus chrome corner 
trim and chrome bars across the 
front, are highlights of units. 
Models are offered in choice of two 








colors: shaded mahogany or tan 
beige. V-20 and V-30 models are 
equipped with manual pilot; Models 
V-20S and V-30S, with safety pilot. 
Thermostat may be added. Locke 
Stove Co. 


For more data circle No. 47 on postcard, p. 175 


Shingle, Shake Puint 


Available in quarts and gallons 
in eight ready-mixed colors, this 
shingle and shake paint is based 
on a pure alkyd resin, pigmented 
with durable and color-fast pig- 
ment, and contains a fungicide to 
fight mildew. When dry, paint pro- 
duces fine flat finish. Paint has 
heavy-bodied, flat exterior finish 
for shingles, shakes and other ex- 
terior wood surfaces. Kyanize 


Paints, Inc. 
For more data circle No. 48 on postcard, p. 175 





NEW EQUIPMENT 


New cost saving equipment 
for the store and warehouse 





Adjustable Doll Stands 

For presentation of dolls and 
stuffed toys, Adjust-A-Hite doll 
stands have spring clip which grips 





dolls firmly under arms and holds 
them in a natural, upright posi- 
tion. Stands are adjustable, to hold 
any size doll up to 28 in.; spring 
clip slides up and down back chan- 
nel. Stands may be placed on table 
top or shelf, and need not be fast- 
ened down, since flat, wide base 


provides ample support. Stands 
are furnished in four different 
heights: Catalog No. E1347, 7-11 


in., $6.93; No. E1348, 9-14 in., 
$8.40; E1349, 12-20 in., $9.66: and 
E1350, 16-28 in., $10.41. Brochure 
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SECURITY for YOUR Customers : 
PROFITS for YOU with... mn capsioe 
JUNKUNC “American” Padlocks | | MASONRY DRILL 


Sell the best and you will profit most .. . your custom- 
ers depend upon you to sell them JUNKUNC “Ameri- 
can” Padlocks for their security and safety. Endorsed 
and Approved by leading Insurance Companies. 








Super Tool’s New CORE - VENT 
Masonry Drill Easily Penetrates 4 


Concrete and Stone in 50 Seconds 
5 Good Reasons Why You 
Should Sell Them 


Another Super Tool first in masonry 
cutting tool design is this new, fast 
cutting carbide drill. The improved 
CORE-VENT drill incorporates milled 
slots, rather than the conventional spiral 
tlutes, to provide a truer, cleaner hole 
with less pulverizing, made possible by 
a removable core. With CORE-VENT, 
there is less binding in the flutes, less 
packing CORE-VENT leaves a hole 
accurately-sized tor rapid installation of 


anchors, expansion shields, etc 


CORE-VENT is now available at Super 


Be Toe and Heel securely locked with 
hardened steel balls. 


2. Hardened steel plated shackle. 


3. Ruggediy built to resist prying, 
twisting or forcing. 


4. 10 Brass blade tumbler cylinder. 


5. SOLID one piece brass-steel or die 
cast case. 


MANY POPULAR SIZES of Key Pad 





locks and Combination Padlocks . . Tool warehouses and leading hardware 

Also Hardened Steel Safety Hasps. and builders’ supply houses across the 
country —furnished in sizes from 4" to 6 

SEE YOUR JOBBER or write us Pats Write now for our free illustrated 


















. 7s. iy »? . 
for prices and literature. Pend bulletin 


See the No. 500 Padiock and nplete eof tu spira Za Ci 
Hasp Combination Set rom %" to 1%". c 


Established 1912 











SUPER TOOL COMPANY Lt2ct somrans 
JUNKUNC BROS. 71650 HOOVER RD. * DETROIT 13, MICHIGAN 


7 
1145 W. Garfield Blvd. * Chicago 21. til. DEPT. NO. 370 1) SAN FERNANDO RD. « LOS ANGELES 3, CALIF. 














New “Do-It-Yourself” Lub-a-Kit 
Triples Home Lubricant Sales ! 


Three famous 
lubricants in handy 


| Lub-a-Graph 


lucite Lub-a-Kit eee garden tools 


speedometer cables 
makes three 9utdoor hinges 
sales in one! bicycles 


Panef Oil 


For motors. Some 
oppliances, tools 
spor's eqvit BAL AA) 


$e w ng mocry e4 


a 


SEND FOR THIS FREE BOOKLET! 


As a bench machine ...asa THE 
portable mac hine, the No. 142 
Oster ‘Featherweight Champ” 


assures profitable pipe cut-to- (OSTER 


sketch business. For detailed MANUFACTURING CO. 
information on its construc- Main Office and Factory: 


tion features, specifications, 2068 €. 61st St.,Cleveland3,Ohico | 
' 
and time-saving advantages, New, Yerk Factory Branch Sales | 
) 


Popular for 
home, garage, 
shop, sportsmen, 

office. Bargain 
priced to retail for $1. 





PANEF MANUFACTU 


vee ¥¥ is 


and Service, 25-36 Jackson Ave., 
send for your copy today. Long Island City 1, N. Y. 


RING CO., INC. 


BUILDERS OF COST-REDUCING THREADING EQUIPMENT SINCE 1893 
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DS-7, to aid in proper merchandis- 
ing of dolls and doll dresses, is 
available free. Reflector-Hardware 
Corp. 
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Electric Turntable 

Specially designed for window 
and point-of-sale displays, the 
Roto-Sho, Jr., electric turntable is 


low in initial cost, carries 10 Ib 
and turns three times a minute. 
Turntable may also be had with 


build-up display fixture, which in- 











TOOL KIT 


meets every 
installation 
requirement 


it's complete . . 

Schlage’s new No. 1062 Installation 
Tool Kit contains all of the specially 
developed Schiage tools needed 
for fast, simple and accurate 
installation of any Schlage lock 

in any wood door 


it's compact . 

ruggedly built of steel, easy to carry 
trom job to job . clip-type 
holders keep each tool firmly in 
piace, prevent loss or misplacement 


ONE KIT serves all three installation needs... 


@ Standard — Al! you have to do is determine 
the height of the lock installation . . . Schlage’s 
boring \'g automatically positions lock and 
latch holes, makes boring easier and faster 
thon ever before. 


® Long Backset — The new 5” backset guide 
provides solid support for boring 5” backset 
installations in hollow core doors regardless 
of the lock block position. For backsets longer 
than 5”, the extra-long latch hole guide on 
the boring jig assures perfect alignment 


Replacement — Schlage installation tools 
make it possible for you to replace other type 
locks easier and faster than ever before 
open up brand new markets for lock sales 
Together in one compact, complete kit 
these Schiage-designed tools save time, 
t costs of lock installation provide more 
profit opportunities for you. And — because 
the result is always a perfect Schlage lock 
installation lock maintenance problems are 
minimized your customers ore satisfied 


And it’s a profitable sales item . 


Sell the new Schlage No 
builders and carpenters . 
for Schlage locks 


1062 Installation Too! Kit to 
develop new morkets 


‘ . , - r + + 
0 y ren na , SponIina ; or 


Do-It-Yourself provects 


GET THE FULL STORY 

. Descriptive Folder 625-C-10 
illustrates and describes each too!, 
shows how they ore used 

for every type of lock installation 
Ask your lobber for it today’ 


‘SCHLAGE 


SCHLAGE 





tock COMPANY 


SAN FRANCISCO « NEW YORK « VANCOUVER. CANADA 
Write to Schiage lock Compeny, San Francisco 
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cludes 12-in. and 14-in. diameter 
tiers of silver-painted Masonite 
and connecting shafting. Turntable 
is priced at $8.95, or $11.50 with 
display fixture added. Kasson Die 
& Motor Corp. 
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Bookkeeping Machine 

An adding-bookkeeping machine 
that performs all] the basic func- 
tions for a small or medium-sized 
business has interchangeable con- 
trol bars to enable rapid conversion 
from one job to another: bookkeep- 
ing functions include accounts re- 
ceivable and payable, payroll, gen- 
eral ledger, and stock records; a 
switch quickly changes machin: 
into a flexible-keyboard adding ma- 
chine. Standardized NCR (No 
Required) bookkeeping 
forms have been designed for use 


Carbon 





with the machine, which has a 
front-feed carriage that makes it 
possible to prepare several related 
forms at the same NCR 
forms made for accounts re- 
ceivable, accounts payable, payroll 
and other applications. 
Cash Register Co. 


For more data circle Ne. 51 on postcard, p. 175 


time. 
are 


National 


(Resume reading on page 13) 





TO HELP YOU SELL 








(Continued from page 13} 
Yule theme has pictures of Santa, 
Christmas 
beach 


ornaments and 
General Electric Co 
Fer more data circle Ne. 52 on postcard, p. 175 


tree 


scenes. 


Tool Counter Display 


A power tool department may be 
set up on top of a counter or table 
top 2 x 5 ft with the DK-60 mer- 


1955 








chandiser, a power tool counter 
display which has just over $20 
worth of power tools and accesso- 
ries in each square foot, or about 
$215 worth in 10 sq ft. Shopmaster. 
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Sponge Packaging 
New individual cellophane con- 
tainers for Mermaid Ocean Line 





sponges are available for all sizes, 
ranging from retail prices of 25¢ 
to $5. Sponges for auto, household 
or bathroom use, are also offered 
in polyethylene bags. 

Sponge and Chamois Co. 
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Tape Dispensers 


In modern, functional lines with 
easy-grip sides, a line of desk 
counter and industrial tape dis- 
pensers is available in colors that 
blend with modern office, house or 
store furnishings. Cutter bars have 
been redesigned for more efficient 
cutting, and all dispensers have 
rubber pad bottoms to grip sur- 
faces tightly. Dispensers are mar- 
keted in two lines: T-5A (desk 
which are offered in black, satin- 
wood, blue, spruce and mahogany 
with a suggested $1.69 list price 
and a maximum tape diameter of 
234 in., tape width maximum of 1 
in.; T-5B counter dispensers come 
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Over °4.000,000° worth 
of these Slip Seal 


bottle caps sold already! 


Very likely these Slip-Seal Lifetime boule caps are already on your store's stock 
control sheets. Stores throughout the nation sell them by the millions. The rea 
son, of course, is that Slip-Seal caps really re-seal. (* Retail price 25¢.} 


SUAF. we 








display these 
other Slip-Seal 
rofit-makers, too! cae 
bo ’ soggy 
Not gadgets or gimmicks, but Soap 





needed and wanted and bought 


dishes 
—Saves Soap. 


3 for 25c 


products. This is the reason 


SOAP 
FW soap-mare lm | 


your store can make good money 





on the fast turning Slip-Seal line 


AUTOMATIC JIGGER gage 






CINCH 
IRONING BOARD COVER HOLDER 












Insert 

cork end ’ 

in bottle. KY 98¢ 
WN FITS ALL 

POURS LV IRONING BOARDS 

ONE OUNCE ABSOLUTELY FINEST QUALITY HOLDER 

AND STOPS. 


NO-NAIL tances 
Re-usable Over ante 
CAN 100,000,000  ocxme 
OPENER Sold) || f= 


for ‘‘key-type” 8 for 25c 
cane” 6 for 19c 


25¢ 


) i The 7 { | 
free! | dmae Ip Cd 


write for —= COMPANY 
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new tips 
for more sales 
GARDNER Packaged 


WEATHERSTRIPS 


Gerd-Strip The modern gasket type viny! 
plastic weatherstrip for doors and 
double hung windows 





Holdfast Treated felt on notched brass or 
white metal; also, burlap reinforced 
jute and hair felt 


Firm-Flex (gasket type) Specially treated 
vermin-proof felt with hemp core 
and covered with rubber-covered 
fabric. Reinforced tacking flange 


Storm Seal (gasket type) 
with maroon color, 
sheeting 


Cotton hiller 
rubber coated 


Spring Bronze Durable, tempered bronze 
weatherstrip for doors and d yuble 
hung windows Also. Door and 
Window Sets and Door Bottoms 


Order from your jobber, or write us 


Also Stock Spring Assortments 
Clean-out Augers 


<D>eotca 1909 Pole Sockets 


ARDNER WIRE CO. 


1329 So. Cicero Ave., Chicago 50, fil. 


a Lialafle 
CHECK 


- 








Qt LAsisn 


VALVES 


~ 


~ 





METAL 
POPPET 


CAN'T 
STICK! 
eo 
CAN’T 
LEAK! 


FOR RUGGED SERVICE 


Here's an all-position Check Valve 
for rugged service for cold or 
hot water or steam. It's sensitive in 
operation, and the flexible metal 
poppet can't leak or stick. 200 Ibs. 
pressure. Made in seven sizes. Write 


today for Bulletin 302. 
Order from your Jobber 


ATAFLO PRODUCTS. INC 
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TO HELP YOU SELL 








@ For more information 
on these products and 
services use free post 
card on page 175. 


in mahogany, sea spray, and 
French gray with a maximum tape 
diameter of 614 in. and maximum 
tape width of 1% in., and having 
a suggested list price of $2.95. Dis- 
pensers are individually packaged 
in five-color display boxes which 
may be adapted for Christmas sell- 
ing by affixing Giftape seals or 
banding packages with a strip of 
Giftape. The Permacel Tape Corp. 
For more data circle No. 55 on postcard, p. 175 


Self-Merchandiser 


Featuring a demonstration piece 
on the display itself, a self-mer- 
chandising unit for Miracle Wood 
contains an inventory of 1, % and 
14 lb cans. Display carries copy in 
large lettering. and is suitable for 
counter use. This wood filler, 







takes stain or paint, 
does rink 





rte nom 
‘ - fants es 
, 





which sells for 35¢ to 85¢ in vari- 
ous sizes, accepts a stain and may 
be power sanded. Newton Mfg. Co., 
Ine. 
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Swivel Dispenser 


To aid fishermen in selection, a 
color-keyed display-dispenser aids 
dealer in maintaining inventory of 
Kelux safety snap swivels (1200-S 

illustrated); another display has 
been designed for’ barrel-type 
swivels (1200-B). Display units 
are designed for window or coun- 





ter, but may also fit inside show- 
Standard display contains 
48 tubes, each of which contains 
one size of swivel; 
dozen 


Cases. 


there are a 
tubes of each of the four 
most popular sizes, and each size 
is color-keyed to assist in selection. 
Safety contain six 
swivels; barrel swivel tubes con- 
tain 10. KeBal stainless steel, ball- 
type snap swivels are also avail- 
able in tubes and counter display- 
dispenser (1300-K). Art Wire & 
Stamping Co. 


For more data circle No. 57 on postcard, p. 175 


snap tubes 


> 
Wood Dowel Displays 
Six boxes of popular diameters 
are offered without charge in each 
of two types of wood dowel displays 





one in 30-in. lengths, and one in 
36-in. lengths. With each unit pur- 
chased, a complete display is fur- 
nished: colorful wire rack, price 
card and six display boxes, con- 
taining kiln-dried hardwood dowels. 
Cleveland Dowel Pin Co. 


For more data circle No. 58 on postcard, p. 175 


Steel Key Stock 


Packaged in a two-color display 
carton, square steel key stock is 
available in convenient form and 
dimensions for both retailers and 
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Protect Your Profit Margin 
with Parker Quality Products 


PARKER METAL -GOODS CO. 
183 Summer St., 












MERCHANDISER 
FOR IMPULSE | 


JET-AERATOR 
IMIBUI RO ESAInG 


The IMPULSE-PAK hos a MEL-O-FLO JET AERATOR encased 
in transparent plastic and mounted on a colorful self-selling 
“ card illustrating the use and installation of each 
- 6 models available. 





The IMPULSE MERCHANDISER is a sturdy, attractive three- 
color enomeled display rock. . 
MEL-O-FLO JET-AERATOR IMPULSE-PAKS. 


a ee ee Ps ; 


MELARD 


. holds two dozen assorted 
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MORE AND MORE DEALERS 
ARE FINDING OUT THAT 






1. DEPENDABLE QUALITY 
2. GENEROUS MARKUPS 

3. REASONABLE RETAIL PRICES 
. STRONG NATIONAL ADVERTISING 


Quality famous for over a century keeps 
customers coming back for other Tree 
Brand items. Add BOKER’S generous mark- 
ups, reasonable retail prices and strong 
SATURDAY EVENING POST ads and you 
have sure profits! Talk to your jobber today 
about Tree Brand! 












Remevabie hollo 
ciseOn steel Diade 


“SUBURBAN” TABLEWARE SET 


Handsome, practical 24-piece Tableware 
set. Genuine Pakkawood handles, stain and 
burn resistant. Choice of box or plastic 
Carrying case; slight difference in price. 







An | 
wants Hands ome . 00 at 
razor sharp, holiow-groun biades. 4 


ne, 


< y 
— 








CARVING SETS 
SeU Quicaty because they look 
their quality! Highest quality 
stee!. Genuine stag handies 
curved to fit the hand 


>) 
~ 
© sy 


POCKET, KNIVES 


Sel! them oncé@, and you'll never 
carry another brand! Fine steel 
and fine looks in patterns to 
suit every tagte. 






SCISSORS — , 
SHEARS . 


Pricesfo sell on sight — at 
a food profit! Wide variety 


ay. of sizes. Quality all the way 


ROKER 
we TRee Giger AND 
Vom el Ott 


H. BOKER & CO., INC. 
Esteblished 1837 


101 Owene St. New York 7, N.Y. 


ALSO a A 
SNIPS. 


CATALOG —y 


A 
POSTG 


yalue 
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DEALERS - JOBBERS 


investigate 
this 


MONEY 
MAKER 


IN THE GARDEN EQUIPMENT FIELD 


RED HEAD 
ELECTRIC LAWN TRIMMER 


Cotching on fosi—ofter only one season on the 
morket-—RED HEAD Trimmers cre easy to stock 






ane rad 
_— _ 
Ver 
~ 


cm oe 
eSetyr7 ry. 





easy to dispioy, easy to sell. Nationally advertised, 
top quality aluminum construction, powerful W est 
inghouse motor, ond priced ot only $19.95 rete 

providing ao generous mork-up. A useful, labor 
saving power gorden tool that every home-owner 
can offord—ond that every home-owner can use! 
Excellent for Christmas “Gift for Dod” promotion, 
too—ask about our Christmas promotion plons! 


AMY 


AS 7, 
FEATURE IT FOR ail 


CHRISTMAS SALES 
Re) BEA 


Patsy, 24 4 





Write TODAY for full details 


The CINCINNATI 


VENTILATING Co. 
302-306 Modison Ave 
Covington, Ky 





DISPLAY REVIVA 


— it sells on sight 
DOES 


WHAT 
it SAYS! 







REMOVES — stubborn surface spots. 
CLEANS — dirt and grime. 

POLISHES — to high dry lustre, covering 
minor scratches. Triple-action tonic for marred 
furniture — For Varnished, Shellacked or 


Lecquered surfaces — 
All in One Bottle! 





Retails cat: 
$1.50 half pt. — $2.00 pt. — $3.00 qf. 


Pecked 1 dozen to corten. Trede discount 40% 
F.O.8.—Factory: Leag island City, N. Y. 


JACKSON OF LONDON PRODUCTS 


123 West S7th Street © New York 19. N.Y 
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TO HELP YOU SELL 





New Displays and Other 
Dealer Sales Helps 





ee 
i conemnsmttesinmenenl 
i ocnmeeniiimnihes tone 








home handymen. Key stock, called 
Mak-A-Key, has rust-resistant zinc 
coating and is greaseless; key stock 
is made from cold finished steel. 
Standard assortment, in strong 
fiber display carton which stimu- 
lates self-service sales, contains six 


frequently-used sizes (in 12-in. 
lengths): 3/16, 1/4, 5/16, 3/8, 
7/16, and 1/2 in. squares. DeVan- 


Co. 


For more data circle No. 59 on postcard, p. 175 


Joh WSO 


Display Container 

Three sizes of Domes of Silence 
rubber cushion furniture glides are 
available in display boxes on color 
cards. The % in. size (DS89-B, 
34 in. (DS89) and the 1 in. 
size (DS90) are packed in display 
cartons. Four pieces on each card, 
with one dozen cards per box. 
Robert E. Miller & Co., Ine. 


Fer more data circle No. 60 on postcard, p. 175 


size 


Chain Stock Control 


In addition to the Measure Mark 
system of color length markings 








in color on chain, labels have been 
designed to assist dealers in main- 
taining perpetual inventory con- 
trol. Labels have columns for ‘ 
hand” stocks and for withdrawals, 
and are printed in colors to corre- 
spond to color coding assigned to 
various grades of chain. Another 
dealer aid is the standard pack- 
aging of chain, which now is sold 
by standard feet to a barrel so that 
dealer no longer has to convert 
from pounds to feet for 
Campbell Chain Co. 


For more data circle No. 61 on postcard, p. 175 


"on 


resale. 


Lighting Catalog 

Utilite Christmas holiday lght- 
ing kits, including portable lamp- 
holder, colored lens and lensholder, 
listed in detail and illustrated 
in a catalog page; kits are avail- 
able with or without PAR-38 lamp, 
and are packaged in colored display 


are 


eartons to promote impulse sales. 
Steber Mfq. Co. 


For more data circle No. 62 on postcard, p. 175 


Gun Holder Display 


In simulated natural blonde wood 
finish. a 


counter 


window and gun 





holder display is offered to dealers 


without charge. Any gun in the 
manufacturer's line is accommo- 
dated in the display, which is 


814x84x7 in. high. Tags, for price 


and model identification, are pro- 
vided to fit into slots at holder’s 
side. Packaged flat, but can be 


quickly set up. O. F. Mossberg & 
Sons, Inc. 


Fer more data circle No. 63 on postcard, p. 175 


Lawn Roller Stuffer 

Complete information on 
struction details is given in a two- 
4-page envelope stuffer de- 
scribing the Dunham line of lawn 
rollers. 


con- 
color. 


Leaflet also has specifica- 
tion table and is illustrated. Ohio 
Machine Products, Inc. 

For more data circle No. 64 on postcard, p. 175 


(Resume reading on page 14) 
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YOU DON’T HAVE TO 
BOLT DOWN THIS MIXER! 


New MILLER Paint Mixer! 
ges Works VIBRATION-FREE 


on any Table, 
Bench or Counter! 


Exclusive ‘‘Float-A-Coil'' mounting 
mokes your Miller Paint Mixer prac- 
tically free from vibration—assures 
fast, quiet mixing without bolting 
down! Use it anywhere — on table, 
bench or counter — it's compact and 
portable, yet sturdily constructed. 
Singie and double cam models for any 
size can from quearter-pints to gallons. 


WRITE TODAY 

for big FREE 

Iilustrated 
Catalog 


Miller Automatic Timer — 


an important mixing accessory 


Ends guesswork and ‘‘watching time Auto- 
maticaily stops mixer at any desired time up 
to 15 minutes. Can alse be used for any other 
motor-driven equipment 


_ 
manufacturing company 


9425-45 Seymour St. Schiller Park, Ill. GLadstone 5-3343 


———_—__—_- 


Oo eleolol-t-mm Aol ts Me CEECT mm Mia t — 


| 
CAREFULLY! 
as 
, 
Labor and materials 
rf are expensive and 
depend on the glue! 
$10 Don't take chances with 
LABOR Is Always Dependable! 
. Easiest to work with under all circum- 
$15 stances — QUICK HOLDING, LIGHT 
CLAMPING, PERMANENT! 
The BEST Packaged Line! 
Tubes, Squeeze Bottles, 
Jars and Pails. 
The Most ATTRACTIVE Display! 
JOBBER DISTRIBUTED 
More Wilhold Give is sold through Jobbers 
ond Dealers than any other Give Line! 
Ask for samples, literature and Jobber or Agent 


your customers 
THT Tt 
See the KK-1 Assortment Kit. 
ACORN ADHESIVES CO., INC. 


Wilhold Glue 
The BEST Quality! 
FAIRLY PRICED © FULL DISCOUNT 
Los Angeles 31, Calif. 


Chicago 44, Ill. 
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mobile 
PAINT SPRAYERS 


ADVERTISED 


Post 
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Record Attendance At Hardware Show As 


Spring, Garden Goods Spark Brisk Sales 


The 1955 National Hard- 
ware Show opened Oct. 17 on 
Chicago’s Navy Pier with an 
attendance of 16,716 for the 
first two days, a record first 
2-day attendance mark. 

Buying was reported brisk 
at the opening of the Show, 
especially in goods. 
This was taken as indicative 
of a good year during 1955 
on spring and lawn and gar- 
den lines, and that the trade 
another 


spring 


expects good year 
in 1956 reflecting the trend 
among consumers to spend 


more of their income on their 

homes, lawns and gardens 
The power equipment ser- 

vice and repair demonstra- 


tion area was a new feature 


of this year’s Show. Engine 
manufacturers had demon- 
strations of their power 


plants, with servicemen in 
attendance, to discuss repall 


shop operations and cus- 

tomer service problems. 
Servicemen reported dis- 

cussions ranged over many 





me 


J. Russell & Co. held its hret dealer show re« entiv at com- 
pany headquarters, Holyoke, Mass., with 300 dealers at- 


specials, 


tending. Show 


J. Rassell Co. Holds First Dealer Show 


and 


subjects, with a trend to- 
wards ignition and engine 
starter problems on how to 


advise customers on proper 
maintenance and handling of 
their engines. 

Color was a dominant con- 
sideration among many 
housewares exhibits in keep- 


ing with the trend towards 
color in kitchen and gift- 
wares. 


Advanced registration 


will be 


in- 
the larg- 
est Show. Good weather early 


dicates this 


in the week was insurance of 
a large against 


and 


attendance, 


last year when rain 


floods tied up Chicago. 


Stockholders Consider 
Sale of Disston Assets 


Sale of the assets of Henry 
Disston & Son, Inc., Philadel- 
phia saw manufacturer, will 
be considered by stockholders 
at a meeting Nov. 15. 

A report that stockholders 
have been notified of the 


@& mystery auction were 


featured. 200 door prizes were given. 
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meeting was confirmed re- 
cently by the company’s law 
firm. 

The Disston company has 
80 buildings on a 65 acre 
tract in northeast Philadel- 
phia, and branch factories in 
Seattle, Toronto, and Sya- 
ney, Australia. The company 
makes more than 5 million 
saws and blades a year. 

Henry Disston founded the 
company in 1840 and his 
grandson, Jacob S. Disston, 
is the board chairman now. 


Southern Hardware Co. 
Opens Large Warehouse 


Southern Hardware and 
Bicycle Co. has opened its 
new 30,000 sq ft warehouse 
at 1440 E. Adams St., Jack- 
sonville, Fla. 

An open house for north- 
Florida dealers highlighted 
the opening. 

A four-freight car capa- 
city siding and a 200 ft 
truck dock are part of the 
plant. 


Salesmen are Educated 
At Seller Sales Clinic 
Seller Bros. & Co.. whole- 


sale hardware 
San Francisco, Calif.. re- 
cently held its first 
wares sales clinic. 

Its northern California 
sales staff had extensive in- 
struction from factory 
resentatives. 

Aim of the meeting was to 
bring salesmen up to date 
on detailed housewares in- 
formation not otherwise 
available. 


Salt Lake Names Buyer 


R. Jack Vombaur has been 
promoted to buyer of hand 
tools, steel goods, and garden 
supplies of Salt Lake Hard- 
ware Co., wholesale hard- 
ware distributors at Salt 
Lake City, Utah. 

After 18 years service, Mr. 
Vombaur replaces Don Gam- 
ble, who has gone into the 
manufacturer’s agency busi- 
ness. 


distributor. 


house- 


rep- 


Lawn-Boy Names Schuler 
Mgr., Promotes Others 
Lawn-Boy, division of Out- 
board, Marine & Mfg. 
Lamar, Mo., has named Rob- 


Co., 





ROBERT E. 


SCHULER 
ert E. Schuler as sales man- 
He was eastern district 
manager. 


The 


ager. 


district is 
split. northern section 
will be Re- 
gan, former Lawn-Boy sales- 
man. Don Berret directs the 
southeastern section. 


eastern 
The 


covered by Paul 


Hardware Executives 

Are Rotary Officers 
Three hardware 

executives 


company 
serving 

governors of Ro- 

International. 

They are Lester M. Cooper, 


, 


or., 


are now 
as district 


tary 


secretary - 
Cooper Hardware 
ford, N. Y.; Edward N., 
Parker, owner, Parker Hard- 
ware & Electric Co., Plants- 
ville, Conn.; and Wendell E. 
Phillips, senior partner, Al- 
marin Phillips & Son, dis- 
tributors, Port Jervis, N. Y. 


treasurer, 
Co.. OxX- 


Roto-Edger Moves 


Roto-Edger lawn 


too] Op- 
erations have been moved 
from St. Louis to Portland, 
Ore. This business will be 
operated as the Roto-Edger 
Div., Oregon Saw Chain 


Corp.., 9701 S.E. McLoughlin 
Bivd., Portland. Earl L. 
Chadwick Co. is in charge of 
sales. 
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A. W. Shapleigh, Jr. 


Dealer Moves, Personnel Changes, Openings; 
Joins Banking Firm 


New Store At Gonzales, Texas, Freemont, lowa 


A. Wessel Shapleigh, Jr., 
has joined Hill Bros., invest- 
ment bankers of St. Louis, 
as a partner. 

Mr. Shapleigh was previ- 
ously associated with Shap- 
leigh Hardware Co., St. 
Louis, as a director and trea- 
surer. His resignation from 
that firm was announced re- 
cently (See HARDWARE AGE, 
Oct. 13, p. 230). 


DeWalt Elects Jones 
Sales Vice-President 
DeWalt, Inc., subsidiary of 


American Machine & Foun- 
dry Co., Lancaster, Pa., has 
elected vice-presidents in 
charge of sales and manu- 


facturing. 
Truman Jones. former 
tail dealer, district 


re- 
sales 





TRUMAN JONES 


manager, manager of special 
sales, and general sales man- 
ager, is vice-president in 
charge of sales. 

Edward W. Forth, who was 
general superintendent, is 
vice-president in charge of 
manufacturing. 


Open New Shopping Center Store 


opening of their new store 


Cordi Scartozzi (left) and William DiVirgili, partners, at the 
in the Paoli 





(Pa.) Shopping 


(enter. 


The grand opening of 
Hardware Center in the Paoli 
Shopping Center on Lan- 
caster Ave., Paoli, Pa., was 
held recently. 

The store is 64x80 ft., in 
a new building. It features 
open display and will be op- 


erated on a semi-self-service 


HARDWARE AGE, OCTOBER 


basis for some of the depart- 
ments. 

The store is operated by 
Cordi Seartozzi and William 
DiVirgili, partners. They 
previously operated a store 
of the same name at 10 W. 
Lancaster Ave., Paoli, before 
moving into the center. 


27, 1955 


Gonzales, T¢ ras - Randal! 
Hardware and Home Fur- 
nishings recently held a 


three-day, grand opening cel- 
ebration. It features sporting 


goods, housewares, and ap- 
pliances. Door prizes were 
given. 


F’'remont, lowa—Lyle Bales 
and H. H. McDaniel of 
Agency, lowa, have opened 
the Mahaska hardware store, 
with a two-day celebration. 
They were employees of the 
Grover Elsensohn hardware 
at Agency. 


Yuma, Ariz.—Open house 
was recently held at the new 
Somerton Imperial hardware 


store. Merchandise awards 


lowa Hardware Robbed 
Of Guns, Dealers Alerted 


Perry and Totten Hard- 
ware, Forest City, lowa, was 
recently robbed of over $500 
worth of high-powered deer 
rifles, shotguns, and ammu- 
nition. Here is a list of stolen 
goods. 

Dealers in the area should 
be wary of “bargains” in this 
merchandise: 


Remington automatic 11 
48 shotgun, 12 gauge; Sav- 
age No. 99 .300 cal. auto- 
matic riflle;: Remington 


ADL 30.06 
Winchester 
rifle; Mode! 
58 Stevens 12 gauge bolt-ac- 
tion shotgun: Model 07 Win- 
chester .351 cal. automatic 
rifle: Winchester Model 94 
carbine, 32 15 boxes of 
12 gauge shotgun shells, No. 
5 and 6. 


W oodmaster 
automatic rifle: 
No. 61 .22 gauge 


cal.: 


Peterson is Remington 
Product Service Mar. 

C. G. Peterson is named 
manager, product service sec- 
tion, commercial sales div., 
Remington Arms Co., Inc., 


and orchids were a feature 
of the opening which had 
postponed because of 
warm weather. 


been 


Saint Petersburg, F'la.— 
The Merrill’s Hardware held 


formal open house recently 
at its new 923 9th St. ad- 
dress. 

Evanaville. Ind. Smith’s 


opened 
expanding 


hardware store has 


as part of the 


Covert Lodge shopping cen- 
ter. Oscar and Mary Smith 
are the owners. Mr. Smith 
has had 29 years hardware 
experience. Wheel goods and 
small appliances are fea- 
tured. 


(Continued on page 208) 





C. G. PETERSON 


Bridgeport, Conn., headquar- 
ters. 

He succeeds A. L. French, 
who recently Mr. 
Peterson was manager of the 
law enforcement officers’ pro 
motion 


retired 


section. 


Alonzo G. Decker Feted 


Alonzo G. Decker was hon 
ored at the recent 45th an- 
niversary dinner of Black & 
Decker Mfg. Co., Towson, 


Md. A co-founder, he is pres 
and chairman of the 
hoard of the firm. 


ident 





















sharpened blades. 





YOU PAY ONLY 
Your 40% Profit 


“a 






S511— PONY JACK KNIFE 
solid plasteg handle 
(2512 in moize pyroxylin) 


Fine Pocket Knives for 
Every Purse and Purpose 


Retail Value of Knives 
(6d 


isplay Case Free) 


BigValue! BigVolume! Big Profit | 


Introducing the New Fast-Selling 


Here's a sensational new line of pocket knives by one of 
the oldest and largest American cutlery manufacturers 
... knives of quality workmanship with high-carbon steel 
blades, unbreakable handles, solid bolsters and hand- 


A full assortment of handsome pocket 

knives for every purpose—each priced 

ot on attractive value-packed $1.00 

to bring bigger volume and profits 
to you ! 

CE/ CAMCO DISPLAY 

‘ CASE No. 56-12 


is yours with ‘2 dozen each of the 
12 top-selling style numbers 

The smert glass-front wood 
cabinet opens ot top, can be locked, 
has storege spoce at rear. Di- 
mensions: 13%" x 11” x 12”. Plus 
free CAMCO Display Banners and 
Streamers! 


ozen) 


SHOW and GROW with CAMCO 
Open Stock Pocket Knives! 


— 





$571 — SLIM SENATOR PEN 
KNIFE 


solid plastag handle 





hae 


#521— SMALL PONY JACK 
red tinsel handle 
(#522 in solid nv-pear!) 





>. 





#551—HEAVY DUTY BARLOW 
KNIFE 
solid black rogersboard 
handle 





#450— ALL-PURPOSE CAMP 
KNIFE 
solid plastag handle 








ae 


#7-11—ANGLER’S FISH KNIFE 
solid plastag handle 











For full details on this 
fast - selling, full - profit 
line, write today—Dept. HA-1. 


Moadeinan U.S.A. by 


CAMILLUS 
CUTLERY 








Camillus Has the Edge 


COMPANY 
CAMILLUS,N.Y. 


Out OF THE OLOTST 2e8 LaecryT 
Pawel achosees®, OF feet. @ ames 








7 
with Fue yOu) 
—" 


.. .. $72.00 
43.20 














—News of the Trade 


Toledo Dealers To Push Electric Housewares 
To Gap Toledo Edison’s Close-Out Of Lines 


Hardware dealers in To- 
ledo, Ohio, plan to extend 
their merchandising of elec- 
tric housewares and appli- 
ances now that the Toledo 
Edison Co. is discontinuing 
sales of these lines. 

Many hardware dealers 
view the change in the elec- 
tric company’s policy as a 
distinct advantage and down- 
town dealers especially are 
reported getting ready to in- 
crease promotions of these 
lines. 

Some dealers have a mixed 
opinion on the _ situation, 
pointing out that the electric 
company’s aggressive mer- 
chandising stimulated overall 





Allen Is Named Sales 
Manager At Colt Arms 


J. E. Allen is the 
manager at Colt’s 


sales 
Patent 





J. E. ALLEN 


Fire Arms 
ford, Conn. 

A veteran advertising man, 
Mr. Allen was advertising di- 
rector for the Fuller Brush 
Co. 


Mfg. Co., Hart- 


Moe Light Adds Fourth 
Plant, Another Planned 


The Moe Light Div., 
Thomas Industries, Inc., 
Louisville, Ky., has opened a 
115,000 sq ft plant on 22 
acres at Hopkinsville, Ky. 
The present Moe Los Angeles 
plant will be replaced with 
a modern structure beginning 
in November. 


Heddon's Elects Officers 
Approves Merger Plans 

James Heddon’s Sons Corp., 
Dowagiac, Mich., has ap- 
proved a plan of merger of 
subsidiary companies with 


of electric housewares 
and appliances. 

The Bostwick-Braun Co., 
Toledo hardware wholesaler, 
reports immediate reactions 
were mixed among hardware 
dealers, but the long pull in- 
dicates hardware dealers 
generally will intensify their 
promotions in 
ments. 

Toledo Edison’s change of 
policy, after merchandising 
appliances for 42 years, 


sales 


these depart- 


Was 
given publicity in local news- 
papers. The 
continue promotions on an 
institutional basis, but will 
not sell appliances. 


company will 


the parent company. At the 
recent board meeting the fol- 
lowing officers were elected: 

John Heddon, chairman of 
the board; John D. Murchi- 
son, president; J. Ward 
Hartke, vice-president and 
director of sales; William M. 
McCarthy, secretary; and 
Eugene F. Lieber, assistant 
secretary and assistant trea- 
surer. 

All officers were with a 
subsidiary or the parent com- 
pany. 


Jacobsen Adds Conveyor 


An overhead conveyor pro- 
duction line, producing 500 
rotary mowers in an 8-hour 
day, has been installed by 
Jacobsen Mfg. Co., Racine, 
Wis., as part of a stepped-up 
production program. 


Pecora Elects Garton 


Horace M. Garton has been 
elected vice-president and 
treasurer of Pecora Paint 
Co., Philadelphia, Pa., and 
Dallas, Texas. In 1947 he 
was elected treasurer, after 
serving the firm since 1920. 


Allan Builds New Plant 


The Marine division, Allan 
Mfg. Co., Hicksville, L. I.., 
has eompleted a one-acre 
marine hardware plant at 
Hicksville. Recently-retired 
Coast Guard Captain Na- 
thaniel S. Fulford was named 
as marine consultant. 
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News of the Trade—— 


South Bend Toy Names 
Metcalf Sales Manager 


David A. Metcalf was 
named general sales manager 
recently for South Bend Toy 


. - ‘econ ; #. 
ee aR ee 

iy Miss 2 
a kee 


DAVID A. METCALF 


Mfg. Co., South Bend, Ind. 
He was sales manager of 
Studebaker-Packard’s Detroit 


one, 


Clark Company Elects 
Belanger Vice President 


At the annual meeting of 
stockholders of J. R. Clark 
Co., Spring Park, Minn., C. 
Edward Belanger was elected 


C. EDWARD BELANGER 


vice-president in charge of 
sales, 

He has been with the com- 
pany since 1922, in sales, as 
traffic manager, and assist- 
ant sales manager in 1941. 
He replaces A. B. Muller, 
who resigned as vice-presi- 


; ™ ? 
(i@TiL. 


Buffalo Forge Elects 
Executive Vice President 
William R. Heath, vice- 
president, manufacturing, 
Buffalo Forge, Buffalo, N. Y., 


was elected executive vice- 


president at the October 
meeting of the board. 

He began with the com- 
pany in 1922 in the engineer- 
ing dept. He later became 
assistant chief engineer, 
chief engineer, and, in 1951 
became director of manufac- 
turing. He was elected a di- 
rector in 1952, and vice-pres- 
ident in 1953. 


Bernard Wroath Named 
Ad Manager At Camillus 


Camillus Cutlery Co., Ca- 
millus, N. Y., has named 
Bernard F. Wroath to adver- 
tising and promotion man- 
ager. 

He joins the firm with a 
background of 15 years in 
advertising, most recently as 
art director of a Syracuse 
agency. 


Consumer Glue Names 
Minter Sales Manager 


Clarence Minter was nam- 
ed sales manager recently by 
the Consumer Glue Co., St. 


CLARENCE MINTER 


Louis, Mo. He has been a 
sales representative with the 
company for 20 years. 


Pearce Joins Sharon 


Jack A. Pearce has joined 
Sharon Hardware Mfg. Co., 
Sharon, Pa., in a Junior exec- 
utive capacity. He has spent 
13. years in variety-store 
merchandising. 


Magic Chef Buys Dortch 


Magic Chef, Inc., St. Louis, 
Mo., has bought the assets 


of the Dortch Stove Works, 


Franklin, Tenn. 
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The Top Quality Steel in a 
CAMILLUS Pocket Knife can — 


— without damage 


to the blade! 


It's not recommended practice, 
but in capable hands a Camillus 
pocket knife like the “Whittler” 
(style £72 above) can shave the 
threads from a ¥2-inch carriage 
bolt — without damaging its high- 
carbon, custom-made steel blade. 


Such demonstrable quality features of famous 
Camillus knives have been cutting a choice share of 
the pocket knife business for dealers since 1876. This 
quality product is backed by an aggressive program 
of advertising and free dealer sales aids (displays, 
banners, streamers, newspaper mats, folders and 
catalogs) that really makes Camillus sell... and sell 
at a full 40% profit for you! 


FREE —Modern 12-Piece 

Display Case +55 
Bleached oak veneer panel dis- 
plays 12 knives, each identified 
by number and price, with all 
blades open. Fits into locked 
storage compartment base or 
can be wall or window display. 


Camillus 
Has the 


For information 
write Dept. HA-A 


CAMILLUS 


CUTLERY COMPANY 
Camilius, N. Y. 


America’s “Most Wanted” Knife—A Product 
of Fine American Craftsmanship Since 1876. 
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NEW!! EXCLUSIVE!?! 








Styron Plastic Drain Holder 

For Silverware and Gadgets 
plastic silverware and gadget drain holder, 
a feature she dreamed of for many years. 


DRi-ALL DISH DRAINER 
* Designed to treat the homemaker to the 
Contact Local Representative or Write for Catalog 10-HA 














© The Homemaker's Dishwashing Treat 
Av 

q dish drainer possessing every functional fec- 
ARTWIRE COLATIONS ING. wan x» 


* With Colorful, Hi-impact 
- ture she ever hoped for, especially the new 








HOPKINS 2 EXCLUSIVE MODELS 
0.8 ee a ee CO 8 0 Or 





No screws, hooks, clamps or 
tools needed. Closes by pressing 
down on its top rail. Opens by 
lifting up. Patented, self-lock- 
ing feature fixes gate firmly | 
into opening. Rubber pads at 
ends protect surfaces from mars. 
Built in four sizes, each adjust- 
able up to 4”. Hardwood con- 

Lp 


L, , Pophins Expanding Safety Gate 


WORLD'S BIGGEST SELLER 


















































Made of seasoned hardwood slats 
33” long that are rounded on all 
sides and ends, firmly riveted at 
tops, bottoms and all cross sec- 
tions. Can be used indoors or out. 
In sizes that will span openings 
ranging from 3 to 9%. ASK 
YOUR JOBEBER FOR FURTHER 
INFORMATION OR WRITE US 
FOR LATEST FREE CATALOG 








Exstra-Profit Builder! No-Mar Gate Mounting: 





Hoids expanding type gate without screws. 


PERMANENT SHOWROOMS: One Park 
Ave., New York City; American Furni- 
ture Mart, Space 312, Chicago; Southern 
Furniture Bidg., 7th Floor, High Point. 
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Westinghouse Corp. 


Electric 
Ohio, has 


Westinghouse 
Corp., Mansfield, 


promoted W. B. Massenburg 


to assistant manager, porta- 
ble appliances, and C. E. 
Anderson to manager, fan 
department. 

Mr. Massenburg 


nead 





Ww. B. 


MASSENBU RG 


product development, distri 


| bution, advertising and pro 


motion of food mixers, 
uum cleaners, and fans. M: 
Anderson directs all fan 
manufacture and sales activ- 
ities under Mr. Massenburg. 


Vac 


L.O.F. Glass Fibers 


Richard H. Garnett is 
named field representative, 
New York, region, by L.O.} 
Glass Fibers, Toledo, Ohio 

He will assist E. A. Me 
Cabe. Mr. Garnett field 
representative, Fibers 
Inc., before its recent merger 
with L.O.F. 


was 
Glass 


Westinghouse 


R. C. Ellsworth and Frank 
H. Ruth are named as adver- 
tising supervisors of portable 
appliances, by Westinghouse 
Electric Corp., Mansfield, 
Ohio. Mr. Elisworth was 
with Cowles Chemical Co., 
Mr. Ruth was in Westing- 
house sales promotion work. 


Rockwell Mfg. Co. 

Rock well Mfg. Co.’s Delta 
tool division, Pitts- 
burgh, Pa., has named U. E 


McCarty sales manager for 
the Carolinas, eastern 
bama, eastern Tennessee, 
and parts of Georgia. 

John M. Bannon, Jr., has 


le 
Aia- 


replaced Mr. McCarty as 
north Texas district sales 
manager. Mr. Bannon was 


with Thor Power Tool Co. 


Beaver Pipe Tools 


Beaver Pipe Tools, Inc., 
Warren, Ohio, has named 
William H. Vaught, Sr., tool- 
selling veteran, as district 
manager. 

He covers Kentucky, West 
Virginia, southern Ohio, and 
southern Indiana. 


Olin Mathieson 


William R. Hutchings has 
joined the sales staff of Win- 
chester-Western div., Olin 
Mathieson Chemical Corp., 
New York. His territory is 
southern California. 

He was the manager of the 
Hollywood Gun Shop, and 
had been with Winfield Arms 
Corp 


Rubberset Co. 


Chris S. Knudsen is the New 
York City representative for 
tubberset Co., Newark, N. J. 
His territory includes New 
York City, Long Island, and 
lower Connecticut. 

He has been New England 
representative for the past 


Six years. 


General Electric 


Philip H. Weil is named 
district sales manager, Gen- 
eral Electric radio and televi- 
sion department, in the New 
York City area. He replaces 
Harold J. McCormick, re- 
cently named manager of the 
department’s advertising and 
sales promotion activities. 


R. D. Werner Co. 
R. D. Werner Co 
York, named Brock D. 
Shiffer district sales man- 
(Continued on page 202) 


. Inc... New 
has 
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CORALUM 
“FLAT-PACK" 


ALUMINUM 
LADDERS 


in easy take-home 


package 


Steps down overhead. 
steps up profit! Saves 
75% warehouse space, 
33% shipping cost! 
ASSEMBLES IN MINUTES 
Pure, extruded, heat- 
tempered aluminum. 
Moving parts PRE-RIV 
ETED Saf-t-tred rubber 
feet. Non-skid steps and 
top! Shakeproof*Sems 
and Keps* used exclu- 
sively. 2',3°,4',5',6',8'°, 10. 
"REG. U.S, PAT rf 


Coronet Aluminum industries Corp , 885 Sheffield Ave., Brooklyn 7, N. Y 


GLASS 
SHOWER STALLS 


Complete with 
precast terrazzo | 


receptor. Retails iis | 
with full markup * i 
Our best reorder number in years. 
Requires only 3’x3’ corner — 
true answer to the second bath 
problem. Heavy duty aluminum 


integral construction; beautiful | 
chromyte finish throughout. 











STOCK SIZE 
TUB ENCLOSURES 


gives 


$7Q50_ zon 


markup 


Every exclusive quality teature 
for which GSD is famous... in 
a stock size to fit recessed tubs. 


Glass SHOWER DOOR CO., inc. 


105 W Wack ve Chicago | 





Or 
endieed and Custom: i 
e GLASS WALLS es 
e SHOWER DOORS 











= @ Natural” 
forextra holiday sales/ 


TRU-TEST 


Packaging Aids 
for the home... 


Every home can use one or more 
of these handy TRU-TEST products for con- 
venience in wrapping, sealing or mailing gifts. 
Useful the year ’round too. TRU-TEST pack- 
aging aids fully meet all postal regulations. 


Kraft wrapping paper, Bantam roll of gummed sealing tape, supply of 
parcel post labels .. . all in handy cutter box. Retails 98c most areas. 


Big do-it-yourself 

kit with everything 

needed for professional 

mn ee ” Se be home packaging 

" Castalns 100 ft. roll of wrapping paper, gummed ~~ aw 

Bantam Tape Dispenser, parcel post labels. Retails at $3.98 most areas. 


All-purpose gummed sealing tape in handy size 
Bantam” rolls. Designed for home use. in variety of 
widths and colors. Retails at 25c in most areas. 


to use gummed tape in the home or smail office. 
Accepts any size TRU-TEST Bantam rolls of tape. 
Retails $1.98 including roti of tape in most areas. 


Order now from your distributor or 
write us direct for complete tnjforma- 
tion. Distributor tnquirtes invited on 


| TRU-TEST 
this new, high-profu line of exclu- 


| Paper sive specialties 


TAPE INC. 


GREEN BAY, WISCONSIN 


| rooucr: 
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ze 


e’re telling most everyone 
it mends most anything! 


fine furniture 
iforhome 
¥%, OZ. OF 


Used by 
makers. dea 
and office. in 
2% Ol- sizes. 


McCORMICK IRON GLUE 


THE GLUE WITH MORE STICKING POWER—SELLING POWER: 
Featured in year-round advertising in 


L | r ‘o POPULAR POPULAR 


MECHANICS SCIENCE 
Make this pre-selling ad campaign work for you. 
Stock both regular %4-o0z. and 2'4-0z. economy size. 


McCORMICK & CO., INC. Baltimore 2, Maryland 
sabe te tenn 

FRANK A. HOPPE, INC. | 
2314A North 8th St. Philadelphia 33, Penna. 


een Sr eeenaeennsesssnssenenshanseeeenec 




















HOPPE § 


s UBRICATIN 


ne 








Hoppe's Provides You 
Every Sales Advantage 


Ask any experienced gun owner what he uses 
for cleaning and protecting his guns and he 
will most likely answer “Hoppe’s”. The facts 
are that Hoppe’s Gun Cleaning Essentials are 
well known, widely used and constantly ad- 
vertised. Shooters ask for Hoppe’s—and every 
experienced jobber handles Hoppe’s. Ask 
your Jobber. 
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ager, New England states. 
He was with the Stanley 
Works. 


Reo Mower Division 

Glen A. Anderson has been 
nromoted to assistant sales 
manager, Reo power lawn 





GLEN A. ANDERSON 


mower division, Motor Wheel 
Corp., Lansing, Mich. 

He has been with Reo for 
five years in a sales capacity. 


Harrison Paint Co. 


The Harrison Paint and 
Varnish Co., Canton, Ohio, 
has named Roger A. Walters 
to its sales staff, and Jack 
Galland as advertising man- 
ager. 

Mr. Walters, active in the 
company prior to entering 
the Service, is the son of the 
president, G. G. Walters. Mr. 
Galland was advertising 
manager, Continental Prod- 
ucts Co., Euclid, Ohio. 


Midland Co. 


W. L. McLeod is the sales 
representative for the Mid- 
land Co., South Milwaukee, 
Wis. He serves New York 
and Pennsylvania. 


Hooven and Allison 


Hooven and Allison Co., 
Xenia, Ohio, has expanded 
its sales staff with two addi- 
tional sales representatives. 

Robert J. McIntire, a sales 





NEIL 8S. WRIGHT 





ROBERT J. McINTIRE 


veteran, covers Indiana and 


parts of Ohio. Neil S. Wright 


joins the Xenia sales office 
after seven years with the 
firm. 


Boyer Chemical 


Boyer Chemical Co., Chi- 
cago, in territory sales re- 
alignment, has named Ralph 
L. Sebrell to the northern 
Ohio district, Herbert Stille 
to southern Ohio and north- 
Kentucky; Carroll Rit- 
land to eastern lowa, and 
Harold C. McAfee to western 
Iowa and Nebraska. 


east 


Detecto Scales 


Ward has been 
named advertising manager, 
Detecto Scales, Inc., Brook- 
lyn, N. Y. 


(Continued on page 204) 


Owen J. 
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BETTER STORE 


FIXTURES 
FOR LESS 








INTERCHANGEABLE—AD]USTABLE 
“PEG-PANEL” BACKS 
Write for catalog No. OH TODAY 


W. C. HELLER & CO. 
MONTPELIER, OHIO 











WHAT'S NEW? 


Turn to pages 175-176 of this 
issue. The Quick Check Card 
properly filled out will bring 
you quickly the details on 
new products that interest 


you. 


ITS QUICK—IT'S FREE 
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MILLION TUBES — 





_ Applies like teothpaste. 8 
Stays bright white forever. 


“ae 
described in 
Reader's Digest’’ 


and is selling more millions for you! 


and 


MIRACLE ADHESIVES CORP. 


214 E. 53rd Street, New York 22, N.Y. 





NEWEST MEMBER OF 


A FAMOUS FAMILY 
BULL DOG a” 


"RINSE en 


ANY PAINT, VARNISH, LACQUER OR STAIN 
RINSES AWAY WITH WATER!! 


Your customers will be just as enthusiastic about Rinse- 
Away as the thousands who have hailed it at more than 
a dozen Do-It-Yourself and home shows. It softens any 
surface—even the new water and rubber-base paints— 
more quickly and thoroughly than any of the old-fashioned 
removers. Then you just whisk away the old finish with 
a wet brush or cloth and wood, plaster or metal are ready 
to be refinished without need for after-treatment. Make 
yourself 40 per cent on this fast-moving item. 


ORDER THESE OTHER BULL-DOG ITEMS 
AT THE SAME TIME 


Bull Dog Hold-Tite——A sensationa! product for use on old 
finishes that do not have to be removed. Eliminates the 
need for sanding. Cleans the surface and provides a per- 
fect bond for the new finish 

Bull Dog Brush Cleaner—Not just another cleaner but a 
scientifically balanced formula that cleans brushes down 
to the setting without damage to bristles or ferrule 

Bull Dog Cream Remover—FEasily removes 20 coats of 
paint; stays moist and won't run on vertical surfaces 
Bull Dog Liquid Remover—The economy remover that 
has been the standard of the paint industry for years. 
Nothing can touch it at the price 

Topper—The one-coat, non-penetrating finish that will go 
over almost anything including calcimined and white- 
washed walis and ceilings. The best oil-flat for porous 
surfaces. In paste form 


BULL DOG CORP. 


131 DEY ST., JERSEY CITY, N. J. 





Economical 


Proven in 
Use 


High Flash 
Point 


Slow Drying— 


Long Leveling 


Pleasant 


Cdor 


TURPENTINE & ROSIN FACTORS, INC 


SavanKane GEOPGi« 


to ok FasterSeling 





A" 
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Diamond Black Leaf 


Clark M. Munger is the 
merchandising manager of 
Diamond Black Leaf Co., 


CLARK M. MUNGER 


Cleveland, Ohio. He was with 
the Barnes Mfg. Co., Mans- 
field, Ohio. 

The newly-created position 
includes publicity, advertis- 
ing, and packaging activities. 


Landers Frary & Clark 


Universal division, Land- 
ers, Frary & Clark, New 
Britain, Conn. has made sev- 
eral district manager ap- 
pointments and transfers. 

John R. Fisher has moved 
from Birmingham, Ala., dis- 
trict to Greensboro, N. C., 
replacing Ralph Moore, wh 
is named sales manager, 
drug products, Electric Steam 
Radiator Corp., subsidiary of 
Landers, Frary, & Clark. 

Norman R. Simpson, who 
was dealer development rep- 
resentative at Richmond, 
Va., is the district manager 
at Birmingham, replacing 


L. L. Wilson Is Elected 
President of Keystoners 


The Keystoners, a hard- 
waremens social-business 
club, at their annual meeting 
on Sept. 30, installed L. L. 
Wilson, manufacturers 
agent, as their president to 
succeed T. W. Hissey, Black 
& Decker Mfg. Co. 

Howard L. Pruner, Ameri- 
ean Saw & Mfg. Co., was 


Mr. Fisher. John Bonnet is 
named dealer development 
representative at Los Ange- 
les, Calif. 


General Electric 


The General Electric radio 
and television department, 
Dallas, Texas, has promoted 
Vernon W. Moritz to district 
sales manager for Oklahoma, 
and northern and Western 
Texas. 

He replaces Philip H. Weil, 
who becomes New York dis- 
trict manager. Mr. 
Moritz was in special assign- 
ments for the radio and tele- 
vision department. 


sales 


L.O.F. Glass Fibers 


L.O.F. Fibers To- 
Ohio, has created a 
market research department. 
The head of the department 
is Norman F. Heydinger, 
who was manager of sales 
statistics, Seiberling Rubber 
Co 


Glass 


ledo. 


inland Steel Products 


Inland Steel Products Co., 
Milwaukee, Wis., has opened 
a district sales office at 1308 
Foshay Tower, Minneapolis, 
Minn., for Minnesota, North 
and South Dakota, and Ne- 
braska sales. 


Peerless Pump 


Robert P. Young is the 
manager of the New York 
district office, Peerless Pump 
div., Food Machinery and 
Chemical Corp., Los Angeles, 
Calif.., succeeding F. W. Me- 
Cann, resigned. 

(Continued on page 210) 


named vice-president, and 
Paul R. Briggs, Stanley Elec- 
tric Tools, secretary. Eugene 
V. de Luca, Skil Corp. is the 
new treasurer. 
Directors are: George L 
Moran, Abrasive Products, 
Inc.; Mr. Hissey; A. R. 
Cranks, Threadwell Tap & 
Die Co.: R. E. Hoehl, Russell, 
Burdsall & Ward Bolt & Nut 


(Continued on page 206) 
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mew ! 


magnetic 


power 
latch 


only ae litt 


MOST POWERFUL 
YET LOWEST PRICED 











« Unconditionally guaranteed. 


* Powerful 10 Ib. holding force keeps screen, sliding, closet 
and every type of cabinet or locker door in home, plant, office 
or store firmly closed even if warped or sagging. 


* Fast, foolproof patented (pending) self-aligning installation. 
¢ Exclusive pivot-cushion action. 
* Lasts indefinitely—no working parts to get out of order 


Write for full details today. 


HEPPNER saces company 


Round Lake, Illinois 
SPECIALISTS IN MAGNETIC DEVICES 


contractor ~ = 
or “do it : ‘N 


4 ; : 
SN > 
yourself”. . : 7 ( 4 ~ ‘4 
mer. 
ts wt TY a 
se ey ‘ 








Combination Caulking Cartridge 
Fits Every Type of Caulking Gun 
Hole-in-top for metal nozzle guns, 


or insert the plastic nozzle 
supplied for drop-in guns. 


Cartridge Will Not Break or Dent 
Calbar Cartridge is resilient. 

will not break, dent or burst. 

Eliminates costly spoilage. 


. Filled With Nation's Quality Caulk 
More than 35 years have gone into 
the perfection of super-elastic 
Calbar Caulk. ALL colors! 


‘a 


Plastic Nozzle 





Spovted Cartridges, Bulk 
Containers & Guns also 
available. Ask your jobber. 






CALBAR PAINT & VARNISH CO. 


2612-26 N. Martha St. - Philadelphia 25, Pa. 
Over 35 Yeors os the Nation's leading Caulk Line 
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PROFITABLE COLOR © 
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The amazing new Gold Bond Custom-Tint Color Sys- 

tem will make your store the Color Headquarters in 
your area. The 8 easy-to-use tube colorants let you 
offer customers 130 beautiful paint colors...and you 

use the same handsome counter case for stock as you 
do for display! 

It’s the easiest color system, with the smallest in- 

ventory, at the /owest price! Only one tube per can is 
Mix- 


ing 1s fast and thorough. Regular latex-based Gold 


all that’s needed to get the exact color desired 


Bond Velvet inventory can be used with every tube. 
Make more profits with less inventory with new Gold 
tjond Custom-Tint Colors. Call your Gold Bond repre- 
sentative for full details...or write Dept. HA-106, 


NATIONAL GYPSUM COMPANY + BUFFALO 2, N. Y. 


g38909go0 


Velvet lLotex Masonry Wall 
Wall Point Texture Paints Primer 





Sunflex 
Wall Point 


Color 
Texture 


Paint better with 


Gold Bond 








—News of the Trade 


L. L. Wilson Is Elected ent programs and operating 
President of Keystoners °''> 


(Continued from page 204) 

Sahloff Wins Award 
Co.; H. R. Greene, Simonds Willard H. Sahloff. 
Abrasive Co. and R. P. 
Noyes, manufacturers agent. 


vice - 
president and general man- 
ager of General Electric 
; Committee chairmen are: small appliance division, 
A REAL SPORTSMAN S GIFT C. P. Maxson, Standard Bridgeport, Conn., was 
Pressed Steel Co., entertain- awarded the Distinguished 
WITH its black iron legs, the Paulson-Ware ment; E. M. Schoemme! Jr. Service Award at the $100-a- 
Aluminum Griddle con be mounted high or Osborn Mfg. Co., sports; J. plate Joint Defense Appea! 
F. Barr, Greenfield Tap & dinner on Oct. 11, at New 
Die Corp., publicity; Paul B. York 
Mochel, Capewell Mfg. Co., 
visitation. 








low for comp fire needs. Detach the legs ond 


it's ready for stove or barbecue grill. 


Broils to perfection—neorly greaseless. 


Sunmaster Moves Plant 


Quality thick aluminum cooking surface 


. " Sunmaster Products (oO. 
' 
18° x9¥,". Exclusive under-rib design Houser Is Treasurer Baise aye Sat gS 
Gvoranteed not to worp. Easy to clean. No Of H. K. Porter Co. Gces from San Bruno, Calif.. 
breaking in. : - 





Robert C. Houser has been ’ ig vale, Calif., on No- 
' vember : 
FOR THE HOUSEWIFE TOO elected treasurer of the H. : , ro 0 
K. Porter C« In New The new plant at 169 Com 
4 - , Pes arr é >\ ' ; ° 

rie (*1; T ‘ > . _ 

For housewives os well os sportsmen, Paulson- York Citv. He was assistant ~" reial St. will pe rmit in 
Creased production levels 









Ware Griddies make ideal Christmas gifts. treasurer. ae 1. Facilities 
At Your Jobber Mr. H ag nodern taciiities. 
Or Direct Cash in on this twin profit item now. LT, ouser succeeds James 
if dee b di C. Leslie, who resigned to be- 
ws your jobber doesn't stock, write us direct. sabia a oe ihn : 
th iA gg . heh 7 nt of Holgate Maestro Elects Kolenski 
“MANUFACTURING CORPORATION 7GG:. Ut) ome vais Oy BANC, FA. 


Mastro Plastics Corp., New 
York City, has elected Har- 
American Thermos old J. Kolenski, 2 vnagl re 

. manager, a memober or the 
Fr Acquires Hemp & Co. beard and vice-president itl 

American Thermos fottle charge of sales. 

Co., Norwich, Conn., has ac- 
quired control of Hemp & 
Co., Inc., Macomb, Il. The Rockwell To Build Plant 
acquisition was effected 
through an exchange of 


4 ? 
SLOCK. 











Rockwel| Mfg. Co., Pitts- 


irgh, Pa.. will soon build a 





100,000 sq ft warehouse, a 
No. 3500—For radios, record play- 
ers, lamps and smal! appliances. Py Soi aga "2 ; cael . nee : 
Lneil respective der ities orterville. (: ‘ ‘ esti- 
18/2 SP1- Brown with CORNISH pos | Porterville, Calif., at an 


, 


‘ lil ont) } Nery nrec. ate . , > 11; 
moided-on male plug and wii continue their pre mated cost of $1 million. 


? h ‘ ‘ i] t« + : ; 
Both companies will retain sembly, and repair plant at 


Ne. 3519—For electric tools, small 
motors and general use. 18/2 
16/30 Sj Black with CORNISH 
moided-on male plug. 



















Standard Wholesale Hardware Show 


tn aneetinenie alll er 





Ne. 5521—For electric irons and 
other heating devices. 16/2 
glazed cotton HPD replacement 
cord.with CORNISH molded-on 
male plug. 











Ne. 3552—Extension cord set for 
outdoor and heavy duty use. 
18/2 16/30 S) Black with COR- 
NISH moided-on male plug and 
female connector. Coiled and 
Boxed. 






Ne. 3580—Extension cord set for 

office and household use. 18/2 
SP-1 Brown with CORNISH 
molded-on male plug and female 
connector. 















Over 1500 dealers attended the combination grand opening 
and fall hardware show held recently by Standard Whole- 
CORNISH WIRE co., INC. — 50 Church Street New York 7 sale Hardware at its new and larger quarters, 1632 N. 


Wells St., Chicago, as 117 manufacturers participated 
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NOW! 
THE FIRST 


ALL-IN-ONE 
wood 













A 


us PLANE + SCRAPER 










SANDER 


A FAST MOVING 
HIGH PROFIT ITEM 


Revolutionary ALL-IN-ONE Wood Tool 


A product of more than 18 months of careful research by one of the 
leading product research firms, SMOOTHY is the most efficient and 
useful home tool ever devised. It is designed to take the pigce of 
many tools now common such as sanders, planes, scrapers, etc. 
SMOOTHY blades are made of the finest high speed steel and are 
scientifically set in Monsanto’s high impact styrene. The tool is 
unconditionally guaranteed if used as directed. The home craftsman 
will find it much eariser to remove paint, smooth wood. smooth 
plaster, and do many other jobs once he discovers SMOOTHY! 


NOW OFFERED TO JOBBERS % oP 


FOR THE FIRST TIME! 


$] List For information contact i 









PLAN AHEAD 
FOR XMAS! 


1405 MAIN STREET 
DES MOINES, IOWA 











An attractive assortment of pic- 
tures lithographed on metal blanks 
permanently clenched into the 
face of the flue stoppers. Folding 
wire fasteners are attached to slots 
raised from the metal of the blank. 


Shipping 











Blank Weight Per 
Diemeter Fasteners Per Doz Gross 
No. 3 
twory 18-17 64°1 6° or 7 3 tbs. 7 oz.| 43 Ibs. 
No. 8 | 
lvory (9-3, 4" 7” or 8” | 5 tbs | 62 ibs 














Packing—1 dozen per corton, |} gross per case 
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Order From 
Your Wholesaler 
or Write Us 
For References 


j.L. CLARK MFG. CO. 





ROCKFORD, ILLINOIS 


1955 
































Fills 80% of 


LIGHTEN Customer 
YOUR a. Requests 
HOUSEWORK eee eee with Quick 
roe the | Turnover of 


Small Stock 


Bo Bhd. BERRIES SI. Semen one 
we SAS.-- vee * 
an oh ee, Tere oF = 


__ 


A reminder to every 
Removoble Glide Customer in your store 
sells itselt Py eRort- to take home Fault- 
floor surfaces. less Casters and 
Glides. It rings up 
extra sales with no ef- 
fort. Takes the guess- 
work out of what to 
buy. Every item is a 
“best-seller” based on 
national retail expe- 
rience and popular 
consumer demand. 









Removable Caster 
demonstrates easy 
swiveling ... no 
wobble ... pre- 
cision workmoan- 
ship. 


FREE DISPLAY with DEAL 


3-color, enameled wood counter display 
designed to increase your Caster Turnover and 
Multiply Profits from a small counter area! Comes 
complete with removable caster samples that 
demonstrate themselves—sell quality features. 


Order the Faultless 50/50 Deal from your Jobber 


FAULTLESS CASTER CORPORATION EV 


o - A’ 
















maynard mixers with 


LYSOL 


BLADES GEARS and BEARINGS 





i. 
' \ 


‘hi 


| 
/ 


Magic NYLON is tough, exceedingly 
durable — is resistant te wear and 

corrosion — withstands heat up to 300 degrees! ! 

This means that Maynard NYLON 
Mixers are immune te wear and tear of 
het water and strong detergents. it 

means Many extra years of 

trouble-free service. 


NEW! “WHIRL-WHIP” Design! 


New, scientifically designed blades mix 
and biend more thoroughly — with greater speed 
and less effort. The conventional “‘whirl’’, f 
supplemented by the ‘“‘whipping’’ motion of 
the new biades, results in multiple- 
mixing action. A single egg or a full 
bow! of batter mixes easily with- 
out splattering. 


BE THE FIRST TO CASH IN ON 
THESE SENSATIONAL NEW MIXERS! 


—— 

) 
ma 
' 
Setected by 
the Museum of 

Modern Art 
i New York Coty | 
for Good Design 















GALVANIZED WIRE STRAND... 


Guy wire for television antennae, clothesline. tie and 
binding wire, signal wire, emergency repairs, temporary 
enclosures—4 and 6 strand for electrical fences. 50’ con- 
nected coils and on spools. 


Vis wey 
7% J 
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News of the Trade — i 


NEWS OF 


MANUFACTURERS AGENTS 


$&5S Sales Co. 


Reese W. Harris is now 
doing missionary work for 
S&S Sales Co., Dallas, Texas. 
Mr. Harris is calling on the 





REESE W. HARRIS 


trade in South Texas, work- 
ing out of the firm’s Houston 
office. 

Mr. Harris has been man- 
aging the Houston office and 
warehouse of S&S Sales Co 
for the past 15 months. 


Concord Woodworking 


Concord Woodworking Co., 
West Concord, Mass., has 
named four sales representa- 


DEALER BRIEFS: 





(Continued from page 197) 


Azusa, Cal.—Herbert Daf- 
furn recently opened Daf- 
furn’s hardware store at 628 
N. San Gabriel Avenue. The 
modern store has parking fa- 
cilities. There 
prizes, demonstrations, 
party favors for children. 


were doo! 


and 


Bedford. Pa. One of 
Manns Choice’s oldest and 
largest businesses, Turner’ 
hardware store, has been sold 
by R. E. Turner, 30-yea 
hardware veteran, to Mason 


Bullington. Mr. Turner plans 
a long rest. The store fea- 
tures farm supply and feed 


Mound. Minn. Lansing 
Minnetonka hardware held a 
grand opening under new 
management recently. Phil 
Lansing bought the store 


M. Stinchcomb in 
Michigan and Illinois; 
Rob-Co. Associated in Min- 
nesota, Wisconsin, lowa, and 
North and South Dakota; J. 
L. Joyce Associates in Vir- 
ginia, West Virginia, North 
and South Carolina; and A 
& H Sales Kansas, 
Nebraska, Western 
Missouri. 


tives. L. 


cover 
and 


Oliver Corp. 


Pole Line Materials Div.., 
Oliver Iron and Steel Corp., 
Pittsburgh, Pa., has named 


Shaffer Nelson, Seattle, 
Wash.., its Washington, 
Oregon, Idaho, and western 
Montana representatives. 
Also named was Roy Peck 
Areadia, Calif., 
to cover southern California, 
Arizona, and 
Nevada. 


ana 
as 


Associates, 


southeastern 


Columbian Cutlery 


The Irwin-Morrison Co., 
Houston and Dallas, Texas, 
is the sales representative 


for Columbian Cutlery Co., 


teading, Pa. It serves Texas, 
Oklahoma, Louisiana and Ar- 


kansas. 


from Byron Nygaard and 
Dr. Walter Huestis. Coffee 
and doughnuts, and free 


prizes were given in the two- 
day celebration. 
Riverside, N. J. 


Bol be ke} 


John 
and Dom Repece, 
operators of Riverside hard- 
have bought the retail 
of S. N. Candy hard- 
Candy hardware will 
only indus- 


trade 


ware 
tock 
ware. 
serve wholesale 
trial 


Sidney, \. i, 
anniversary 


An Ililth 
open-house cel- 
«brated the opening of the 
Community 
Alton Ellis is the 


new ly -located 
Hardware. 
proprietor. 


Interlaken, N. Y. John 
Thorpe has retired from 
business. He has been man- 


ager of the Minor hardware 
store on Main St. for the last 
three and one-half years 
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THE OUTDOORSMAN'S CHOICE 





Designed to appeal to 
every ovltdoorsman. 
SCHRADE-WALDEN hand 
made sheath knives—like 
their hand made pocket 
knives—are the world’s 
finest for quality and 
durability. 


Throvgheowt the entire 
hunting season, a noa- 
tional program of adver- 
tising, publicity, and pro- 
motion will be exciting 
the interests of your cus- 
tomers. Write now for 
information on all 
SCHRADE-WALDEN CUT- 
LERY! 


WRITE DEPT. OL-9 FOR DESCRIPTIVE LITERATURE 


Schrade-Walden Cutlery Corp. 
1776 Broadway, N.Y. 19, N.Y. 


Div. of Imperial Knife Assoc. Cos 











MANILA AND SISAL 


FITLER ROPE 


CONVENIENT OCTAGONAL BOXES 


CONSIDER THESE FEATURES! 
EASY TO DISPLAY 

EASY TO HANDLE 

EASY TO STORE 

EASY TO DISPENSE 

KEEPS ROPE CLEAN 


THE EDWIN H. FITLER CO. 


EST. 1804 


NEW ORLEANS !7, LA. PHILADELPHIA 24, PA. 
SOLD BY DEALERS EVERYWHERE 
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Anéthor Great 
Peeemem Choltin, Profit; Maken 





FLAT 
New DU-IT-FAST Twin Thread Screws turn ia 
PT Prr rr yr: half the time, give twice the holding power, 
. prevent splitting . . . a sure-fire soles hit. 
ROUND AVAILABLE IN ALL POPULAR SIZES 
. IN NICKEL PLATED STEEL AND BRASS 
Ny seseze ss Ty ALSO COMPLETE LINE OF 






TACKS, NAILS AND BRADS IN TUBES 
OVAL WRITE FOR CATALOG SHEETS 


SHELTON TACK CO., Shelton Conn. 





DISPLAY 
HOLDS 6 DOZEN 


VISIBLE TUBES 


A terrific new self service 
soles-buiider .. . @ com- 
plete hardware depart- 
mentin one compact 
display .. . this Shelton 
merchandiser will work 


SCREWS, TACKS, 
NAILS, BRADS 


IN ATTRACTIVE-EYE CATCHING 
for you building bigger 


SPACE SAVER Ae 
DISPLAY aan 


WRITE FOR CATALOG SHEETS 


SHELTON TACK CO., Shelton Conn. 
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—_—News of the Trade 





Isaac Snow Dillingham 


Isaac Snow Dillingham, 
former president of Bigelow 
& Dowse Co. Boston, Mass., 
died October 9 at the Cape 
Cod Hospital, Hyannis, Mass. 

Dr. Dillingham began a 
long career in the hardware 
industry in Honolulu, T. H., 
where he organized the Pa- 
cific Hardware Company. 

With associates at Boston, 
in 1913, he bought the con- 


ISAAC 6NOW DILLINGHAM 


trolling interest in Bigelow 
& Dowse Co. He was presi- 
dent and treasurer until his 
retirement in 1950. 

He developed the company 
as a leading wholesale hard- 
ware firm. He made his home 
in Boston, and at Brewster, 
Cape Cod. 


Frank Sheppard Hires 


Frank Sheppard Hires, 96, 
died September 23 at St. 
Luke’s Hospital in Kansas 
City, Mo. 


He was with the Russell & 
Erwin Hardware Mfg. Co., 
later the Russell & Erwin 
division, American Hardware 
Corp., for 67 years. He 
started as a stock boy, and 
later became a salesman. 


He traveled the Ohio River 
trade area on a river boat, 
and continued active selling 
until his retirement in 1943. 
He remained on the payroll! 
until his death. 

He was an honorary mem- 
ber of the American Society 
of Architectural Hardware 
Consultants, and the first 
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president of the Heart of 
America Association of Kan- 
sas City. 


Edwin B. McCoy 


Edwin B. McCoy, 56, died 
suddenly on Sept. 22 while at 
work at E. K. Tryon Co., 
Philadelphia, Pa., hardware 
wholesalers. He has. sold 
hardware to three genera- 
tions of south New Jersey 
dealers. He started as a boy 
with the Ghriskey Co., and 
later went with Simmons 
Hardware Co., which was 
purchased in 1933 by E. K. 
Tryon. 


Ernest Shannon 


Ernest E. Shannon, 81, 
died Aug. 5 in a Cincinnati, 
Ohio, hospital, following a 
heart attack. He was a for- 
mer Louisa, Ky., hardware 
merchant and banker. 


Stanford S. Shapiro 


Stanford S. Shapiro, 25, 
died Sept. 18 at Hanna House, 
University Hospital, Cleve- 
land, Ohio. He was an asso- 
ciate of his father in the 
hardware business at Cleve- 
land. 


Morris R. Kamenetzky 

Morris R. 
president of 
ware, 
Cleveland, Ohio, died Oct. 1 


Kamenetzky, 
Loew’s Hard- 
1025 Prospect Ave., 


at his 
Heights. 


home in Cleveland 


Stephen H. Jackson 


Stephen Hartwell Jackson, 
81, died Sept. 18 at his broth- 
er’s home near Richburg. 
S.C. He was connected with 
the former Chester Hardware 
Co.. Chester, S. C. 


Harold J. Underwood 


Harold J. Underwood, 66, 
died Oct. 3 at his daughter’s 
home at Duxbury, Mass. He 
was a son of the founder of 
Babcock, Hinds & Under- 


wood, Inc., Birmingham, N. 
Y. He retired from the firm 
in 1946 as vice-president and 
treasurer, but continued as 
a director until his death. He 
was ill for several years. 


New appointments, 


Nelson G. Kilmer 


Nelson G. Kilmer died Oc- 
tober 4 at Fort Dodge, lowa. 
He was sales manager for 
the Kautzky Lazy Ike Co. 


new territories, etc. 


MANUFACTURERS SALESMEN 


(Continued from page 204) 


Wooster Brush 


Wooster Brush Co., Woo- 
ster, Ohio, has named Lee 
Culp sales representative in 


LEE CULP 


Kansas, Missouri, and Ohio. 
He was director of admis- 
sions at the College of 
Wooster. 


Consoweld Corp. 


Kenneth R. MacCowan has 
joined Consoweld Corp., Wis- 
consin Rapids, Wis., as as- 
sistant to the advertising and 
sales promotion manager. He 
was with Sears Roebuck and 
Co. in plastic counter top 
sales. 


Propulsion Engine 


Vince Smith and John 
Guthrie are promoted to di- 
visional sales managers of 
the Propulsion Engine Corp., 
South Milwaukee, Wis., a 
subsidiary of Food Machin- 
ery and Chemical Corp. 

Mr. Smith directs sales in 
the area eastward from Chi- 
cago to the Atlantic sea- 


aT a 


board, with New York head- 
quarters. Mr. Guthrie directs 
sales out of Atlanta, Ga., for 
southern half of the country. 


Gering Products 


Paul R. Langevin is named 
advertising manager of Ger- 
ing Products, Inc., Kenil- 
worth, N. J. He was with 
the Bolta Products Div., Gen- 
eral Tire and Rubber Co., as 
regional sales manager. 


Pal Products Inc. 


Tom H. Reminga was re 
cently named sales manager, 
Pal Products, Inc., Michigan 


TOM H. REMINGA 


City, Ind. He was a purchas- 
ing executive at Kalamazoo 
Sled Co., Kalamazoo, Mich. 


Pierson Sales Manager 


William D. Collier is 
named general sales man- 
ager of Pierson Industries, 
Inc.. New York. He was a 
sales executive with Seal 
Sac, Inc., New York. 
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HA Photo Angles 
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Window of Reineman 
Hardware Co., Burlington, 
Wis., which won the $750 
first prize in Popular Me- 
chanics magazines trim-a- 
window contest for retail 
hardware stores in the 
month of August. 
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A report in pictures of events in the trade 
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For his 25th anniversary of manufacture of resi- 
dential locksets, employees presented a silver 
service to Western Lock Mfg. Co. president, 
Carl Hillgren, at the NBHA Convention at St. 
Louis, Mo. (Left to right) Carl Hillgren, David 
Bloom, Jay Hillgren, and Mrs. Carl Hillgren. 
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rine 
Co., 
Boy 
tives 


sales meeting, held re- 


cently 


U. S. and Canadian ofh- 
cials of Outboard, Ma- 
& Manufacturing 
pose with Lawn- 
sales representa- 


at 
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Second prize winner, $500, in the Popular Mechanic's trim-a- 
window contest for retail hardware stores in August, was Tobin- 
son Paint & Hardware, Rockford, Ill. 
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National Prosperity Rising As Auto Sales, 
Housefurnishings Boom, Spending Increases 


(Continued from page 14) 


disposition to spend more. It at- 
tributes higher consumer buying in 
all areas of goods and services as a 
great aid in putting the economy 
back on its feet during the first 
half of 1955. 

Consumers were spending at the 
rate of $248 billion annually in the 
first 6 months, while personal in- 
come rose to a record yearly peak 
of $297 billion, according to the 
government report. 


For every dollar spent for goods 
and services, 12¢ went for housing, 
while 6¢ was used for furniture and 
household goods. 

The Commerce Dept. says that 
consumers spent 94¢ of each dollar 
of take-home pay in the first half 
of this year, against 92¢ in the 
1953-54 mild-recession period. 

It also notes that activity in the 
home construction industry has 


triggered a rise in outlays for fur-. 


niture and household goods. Sales 
for these items, the report shows, 
climbed more than 4 
July and August. 


percent in 


Higher spending habits in 1955, 
as compared with 1953-54, means 
the addition of more than $5 billion 
to the demand for goods and ser- 
vices, the department says, adding: 

“Thus, a change in consumer 
spending attitudes resulting in a 
shift of even this apparently small 
percentage could have a substan- 
tial impact on the economy.” 


Skil Corp. Restrains 
Fair Trade Violator 


Skil Corp., Chicago, Ill., has ob- 
tained an injunction from U. S&S. 
“Vistrict Court in Massachusetts, 
restraining Elwood Adams Co., 
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Worcester, from selling Skil tools 
below minimum retail prices. 

The order is the third successful 
action Skil has taken in 18 months 
against discount houses and “so- 
called auctioneers” who sold its 
tools for less than list prices. 


Fair Trade Injunction 
Issued on Cosco Line 


Hamilton Mfg. Corp., Columbus, 
Ind., has obtained a permanent in- 
junction against the Cincinnati 
Distributing Co., Cincinnati, Ohio. 

The injunction was issued by the 
Court of Common Pleas, Hamilton 
County, Ohio. Defendant was re- 
strained from advertising, offering 
for sale, or selling Cosco products 
below established retail prices in 
Ohio. 

In further enforcement of its 
fair trade maintenance, Cosco has 
started 27 suits against New York 
City retailers for selling for less 
than 


prices. 


established minimum retail 


Toastmaster Obtains 
Permanent Injunction 

A permanent injunction against 
Queens Department Store, Inc., 
$27 and 412 Washington St., Ho- 
boken, N. J., has been obtained by 
Toastmaster, Div. of McGraw 
Electric Co., Elgin, Il. 

Toastmaster’s complaint charged 
that the firm sold its toasters at 
less than fair trade prices. 


Failures Up Slightly 


Business failures increased to 207 
in the week ended Oct. 6 from 186 
in the preceding week, reports Dun 
& Bradstreet, Inc. 


Department Store Sales 
Increase 3 Percent 

The Federal Reserve Board re- 
ports that department stores sales 
for the week ended Sept. 24 were 
3 percent higher than sales for the 
same week a year ago. 

A detailed breakdown of 
volume follows: 


store 


4 Weeks Jan. 1 
Ended to 
Sep. 24 Sep. 24 
+ 3 


Week Ended— 

District Sep. 24 Sep. 17 
Boston 7 
New York 
Philadelphia 
Cleveland 
Richmond 
Atlanta 
Chicago 
St. Louis 
Minneapolis 
Kansas City 
Dallas ‘ 
San Francisco 

U. S. Total 
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Construction In 1956 
Will Surpass This Year 

Construction activity in 1956 will 
climb to even higher levels than in 
the current year, according to a 
forecast by the United States 
Chamber of Commerce. 

This advance will occur despite a 
moderate dip in home building, the 
Chamber says. 

Pointing out that general busi- 
ness activity will reach a record 
peak this year, the group predicts 
that economic activity probably will 
grow at a slower rate in coming 
months than in recent months. 


Girls’ Train Market 
$3 Million in 1955 


Trains sold in the Christmas 
season will not all be sold for boys 
and their fathers. The market for 
trains for girls is growing, a sur- 
vey by Toy Manufacturers of the 
U.S.A., Inc., shows. 

This year, trains and accessories 
will account for $52.5 million of 
total toy sales. Of this figure, six 
percent, over $3 million, will be for 
little girls from ages two to six. 


Thermometer Corp. To 
Expand, Reduce Prices 


Thermometer Corp. of America, 
Springfield, Ohio, has lowered 
prices on Tru-Temp and Duncan 
Hines cooking and weather instru- 
ments. 

The reductions result from plant 
expansion permitting straight-line 
production for the first time. 
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FOR THE 
AUTHENTIC 
COLONIAL LOOK 


RIST-O-KRAT 


FORGED REPRODUCTIONS 
OF COLONIAL HARDWARE 
NOW IN ANTIQUE 
COPPER 


Smart in company with todoy's popular copper ket- 
ties. A complete line, with characteristic square 
corners, forged edges and handmade look. Supple- 
ments our popular authentic line of black forged edge 
hardwore. Rist-O-Krat is the quolity commercic! 
line, looks it and sel!s it. Write today for catalog. 
Attention, Manufocturers’ Representatives: Desirable 
territories open. Write for details. 


ACORN MANUFACTURING COMPANY 
MANSFIELD, MASSACHUSETTS 


you can depend on 


5 Soe 


Sotraeseoaenm 8TOVE COM 
se te a . 
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More profit on 


HOUSEWARES 


with these 
high-quality 
fast-selling 


BRUSHES 


Put this good-looking dis- 
play of quality household 
brushes in a good traffic 
spot and watch your brush 
sales climb. Profits, too 
—not just 33144%, but 
a full 374%4%—for you. 


colorful merchandise ... 
appealingly displayed 


Kellogg @ Brushes 


famous name... famous brand 


KELLOGG BRUSH MFG. CO. 


Westfield, Mass. 
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JOBBER about 


the new stack-pak 


0 


iliey cartons. Each 


rulley now comes in an 
attractive red. white 


at 
ed 
lo 


¢d blue package design 
to keep your shelf 
oking neat and trim 


There's no MOre hunting thru shelves 
or in Growers when you feature the No 50 
pulley display. You moke sales on-the-spot 
from this colorful red, white and blue mer- 
chandiser. Each display hos 24 pulleys in 
the 12? mos* populor sizes from 1'/2" fo S$", 
and in bore sizes from '/, and %’. 
Booths No. 505 Neti. Hdw. Show 


MFG'D BY 
DIE CASTING MFG. CO. 


2510-14 WEST MONROE STREET 
CHICAGO 12 ILLINOTS 











Promotions 
Manufacturers’ New Merchandising Plans 


Lufkin Urges Consumers 
To Shop Hardware First 


Hardware dealers are receiving 
considerable consumer advertising 
this month on an_ institutional 
basis of the hardware store being 
the first place to shop since “it’s a 





the most 


SALEABLE 


medium size 
vise on the 
market 


















CHECK THESE ‘SELL’ FEATURES 


removable. 


complete family shopping center.” 

This is the consumer campaign 
published this month by Lufkin 
Rule Co., Saginaw, Mich., in lead- 
ing publications. 

Dealers can continue the theme 
in their local newspapers with mats 
available from Lufkin Rule. 





Priced to sell—and a value your customers 
will recognize on sight! It’s the ideal vise 
for home workshops, medium size vise. 











@ Knurled, heat-treated gripping plates easily 


® Swivel base — positive locking mechanism. 


@ Fitted with removable pipe jaws, anvil with 
hone for shaping, and steel cut off tool. 


@ Top and base in durable Kam Hammer finish. 


These general utility vises are available with jaw widths 
of from 3 to 5 inches; jaw openings from 31/> to 51/2 
inches. Write for complete discount schedules and 


specifications. 


Sold everywhere only through jobbers 


and wholesalers 





2745 Southwest Bivd. 





American Scale and Vise Co. 


Kansas City 8, Mo. 
Ose of cur mony foctery representatives is near te serve your needs. 
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“Go To Your Hardware Store 
First” theme appeared in the Sat- 
urday Evening Post, American 
Weekly, First Three Group and 
This Week during October. 

Readers are urged to go to their 
hardware store first for hardware, 
Christmas gifts, house- 
wares, paints, sporting goods, rules 
and tapes, and other items. 

Some 31 million families are 
represented in the readership of 
these publications. 

“Naturally, we expect it to help 
make sales of Lufkin tapes and 
rules but equally important, it’s 
designed to promote your busi- 
ness,” Lufkin points out in its busi- 
ness paper advertising. 


toys and 


Bissell “Millionaire” 
Contest for Dealers 

Bissell Carpet Sweeper Co., 
Grand Rapids, Mich., offers maid 
service for a month to the winner 


of a “Live Like A Millionaire” 
sales promotion contest. Buyers, 
sales clerks, and executives of 


stores selling Bissell sweepers are 
eligible to enter. 

Prizes will be awarded for the 
most accurate guess of the number 
of televised home demonstrations 
of Bissell sweepers given during 
December by Arlene Francis on 
“Home Show,” and Dave Garroway 
on “Today.” 

There are 10 second prizes of 
chrome-plated, initialed Sweepmas- 
ter sweepers, and a cash award for 
the salesman whose customer wins 
the grand prize. 


Chain Marking Program 
Saves Handling Time 


Chains are being marked for 
length by the Campbell Chain Co., 
of York, Pa., in a comprehensive 


program to 
wholesalers’ 


save dealers’ and 
time in identifying 
chains and in handling orders. 
Four grades of chain are in the 
“Measure Mark” chain program 
and each is marked exactly every 
5 ft with identifying color. 
Chains are sold by counting the 
five foot lengths. The identifying 
color enables salesmen to recognize 
instantly the grade being handled. 
The “Measure Mark” program 
also includes a standard package. 
Campbell chains of any given size 


an 
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ARMSTRONG BROS. 


Better PIPE TOOLS 
Se, /ea) 






PIPE CUTTERS 


“ARMSTRONG BROS.” Three wheel and 
Standard wheel and roller Pipe Cutters are 
quality cutters throughout ... built te give 
years of geod service. 

“ARMSTRONG BROS.” drop ferged Pipe 
Cutters are built for lifetime service with 
I-piece drop forged steel heat treated bedy 
and a replaceable hardened steel nut te 
take up the wear and thrust to handle screw. 
Used either as lI-wheel (with 2-rollers) or 
S-wheel (fer close quarters). 

“ARMSTRONG BROS.” Knife Blade Cutter 
Wheels are machined from special alley tool 
steel properly heat treated. They 
eut rapidly and easily, held their 
keen edge. 


TRONG BROS. TOOL CO. 


‘The Teel Helder Peepie™ 


5214 W ARMSTRONG AVENUE + CHICAGO 30. HLL. 








America’s 
Finest 
Line... 





Screw Drivers Nut Drivers 


Piiers Wood Chisels 


Professional Quality... 
Unconditionally Guaranteed 


No matter what VACO tool you 
buy, you always get the best in 
design, materials and workmanship. 
Get the finest get VACO! 
Nothing else like it' 40 pages— 
New 4 ames Heavily ihustrated 
WACO with photos, charts and tables. 


You I! want a copy. order on 
Catalog your letterhead today 


VACO PRODUCTS COMPANY 2175 Onrorie ss 


Chicago 17 itl 


n Conada: Voco-Lynan Products, Ltd 
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of the four grades will be packed 
to a standard footage quantity per 
container. This is to keep package 


costs constant and so wholesalers 


will not have to convert from 
pounds to feet for resale. 

New labels have been designed 
which feature ruled columns with 
“On Hand” and “Withdrawals” 
headings so a perpetual inventory 
can be maintained on the label. The 
new labels are printed in colors 
corresponding to the color coding 
assigned to the particular grade. 


Lawn-Boy Buys Color 
Ads, Television for ‘56 
Lawn-Boy, division of Outboard, 
Marine & Mfg. Co., Lamar, Mo., 
plans its largest national advertis- 
ing program in 1956, centering on 


the Steve Allen N.B.C. show “To- 
_ night,” beginning in April. 


The plans include color ads in 
many popular magazines, with a 
special program for outdoors mag- 
azines. In support, a cooperative 


| advertising program and direct 
| mail schedule will aid dealers and 


distributors. 


Chimney Sweep Uses 
_ Broad Radio Coverage 


G. N. Coughlin, West Orange, 
N. J., promotes Chimney Sweep in 
the 1955-56 campaign with a jingle 


_to be heard daily on radio stations 
| from coast to coast. 


In addition to radio coverage, 


Chimney Sweep advertisements will! 


appear in farm magazines through- 
out the country. 


| New Disney Show Has 
| 3-M as Co-Sponsor 


Minnesota Mining and Mfg. Co., 
St. Paul, Minn., is co-sponsoring 
Walt Disney’s “The Mickey Mouse 
Club” show. 

The 3-M Co. co-sponsors the 
-5:15 p. m. part of the hour-long 
Monday-to-Friday program on 8&6 
ABC network stations. 


a 
, 
> 


Republic Ads Promote 
Stainless Housewares 

Republic Steel Corp., Cleveland, 
Ohio, is sponsoring a national con- 
sumer campaign in support of the 
stainless housewares market. 

The program began with six 
pages in color, outlining to retailers 











Not a toy— 
made for real 
service! 


® Protects doors, 


glass and hinges 
from damage _ in 
strong winds. 


@ 650 Ibs. test chain 
limits door opening. 


® TOUGH compression 
spring to absorb the jar. 


@® HEAVY spring stirrups for 
hard usage. 


@® A natural for ‘do-it-your- 
self’ sales. 


Complete with sales building display. 





Order from your jobber. 


THE SHELBY SPRING HINGE CO. 
SHELBY, OHIO 





CHAIN DOOR STOPS 
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or 
poe BAM! 


| 
sotittly PUSHES 


& Display Packaged 


BiG FALL SALES 
6 BiG CHRISTMAS SALES 
YEAR "ROUND GIFT SALES 


There is something irresistible about a BIG ) 
polished brass bell! And this Bell is a beauty | 
that folks just won't be eble to 
leave behind 
Bells ore individually packed, 
fully assembled with bracket at- 
toched in attractive display cor- 
tons. Show it and you'll SELL it! 
Xmas Overwrap 


EVIN BROS. 
MANUFACTURING COMPANY 
: East Hampton, Connecticut 


Sales Representatives 
John H. Groehoam & Co. Inc. 
105 Dvene St., New York 8 WN. Y 











DOUBLE-DUTY 


Profit-Maker 


LOCK-EASE 


Graphited LOCK FLUID 
“USE IT fer lock 


and pre-treating new locks for 
longer tile 


“SELL 


Stream 


repairs 


iT if 1-O7 “Drop or 
ar in for best pro- 
tcc tion gainst lock rust. stick 

or ing all climates 


COrder ire) + cetift Thiilita | 


West -tala-l,meCla 1-1) 1 me 1114 an @ OB 
Muskegon Michigan 


ae \ oct , of 


iw : > 


AGce 


the support they will receive in No- 
vember, designated as 
Steel Month.” 
A two-page color advertisement 
is in the Saturday Evening Post. 
Included in the promotion are ad 
reprints, counter cards, wall ban- 


“Stainless 


ners, radio spots, and display sug- 
gestions. 


Huffy Key Dealers Get 
Advertising, Discount 


Increased dealer benefits and na- 
tional advertising are part of the 
Huffy 
1956. 

Huffman Mfg. Co., Dayton, Ohio, 
offers dealers who sign as key- 
dealers before Feb. 28 an extra 5 
percent futures discount, and in- 
clusion in full-page and color ad- 
vertisements. 

Advertisements will appear in 
Parade, This Week, Sunset, The 
Saturday Evening Post, American 
Home, Farm Journal, Town Jour- 
nal, Progressive 
key-city newspapers. 


Mower sales program for 


Farmer, and 32 


Presto Adds Television 
To Promotion Schedule 


To boost Christmas sales, in ad- 
dition to a magazine promotional 
schedule, National Presto Indus- 
tries, Inc., Eau Claire, Wis., has 
signed with ABC 
spot announcements on the 
“Famous Film Festival.” 

The remainder of Presto’s mag- 
azine schedule for 1955 calls for 
ads in Life, Saturday Evening Post, 
Good Housekeeping, Better Homes 
Day, Mce- 
Call’s, and Ladies’ Home Journal. 


television for 


& Gardens. Woman's 


Rawiplug Offers Film, 
Booklet Selling Aids 


Distributors are offered aids to 
sell the right masonry anchors, by 
the Rawliplug Co., New York City. 
Training is offered to distributors 
for their salesmen. 

A sound and color film is avail- 
able. An explanation of the film 
and the rest of the program is in 
a 20-page booklet, “Anchoring 
Made Easy by Rawl.” 

Distributors can get details from 
the Rawiplug Co., 271 Church St., 
New York, N. Y. 


Hose Chart Shows 
Time for Watering 
A chart 


showing the time re- 
quired to water a ! 


awn with vari- 
ous sized hose is a feature of a 
new dealer merchandising program 
developed by 
Bucyrus, Ohio. The chart is de- 
signed to be used by 
selling hose. 

Other features of the new Swan 


Swan Rubber Co., 


dealers in 


merchandising program include a 


Here's Why it Pays to Buy Full-Size 
Wate Top-Quality Garden Hose 
Teme to woter on overoge-size lown 


at average woter pressure” 


Chart tells time it takes to 


url e - a lawn wait) aie, rOUR hose 


S7iZe8 


such consumer 
magazines as Anerican Home and 
Bette r Homes Xv 


newspaper ad 


Gardens, free 
mats, hose stands, 
etc. A line of colorful competitive 
hose is also covered by the pro- 
gram. 


Westinghouse Spends 
$2.5 Million in Drive 


i 


Over $2.5 million is being spent 
this fall by the television-radio di- 
Electric 
Corp., Metuchen, N. J., to pre-sell 


vision, Westinghouse 
its radio and television receivers. 

Life magazine, Westinghouse 
“Studio One” television show, 68 
key-city newspapers, local radio ad- 
vertising, and tie-in materials are 
combined in the pre-selling cam- 
paign. 


Evans Offers Bonus 
For Reel Promotion 

Evans Rule Co., Elizabeth, N. J., 
offers a dual-purpose chalk line, 
plumb line reel with a free bonus 
of six chalk refill-cartridges for 
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NEW TUBULAR HACK SAW FRAME 


FORSBERG'S VIKING No. V250 
Sturdily bullt te withstand rugged duty, Forsberg’s new 
Viking Ne. V250 Hack Saw has an adjustable tubular steel 
frame that dees not collagse when biades are changed. Per- 
feetly balanced. the lightweight V250 has a convenient 
thumb rest for better comtrol. The Butcher Type Handle is 
die-cast, the tubular back is polished and nickel-plated. In- 
dividually packaged—eomplete with ome 10” Hy-Flex Blade 





1. 2 


THE NEW FORSBERG 4-WAY KEYHOLE HACK SAW 
DISPLAY No. V35-6 

This attractive 3-color counter or wall display consists of 
six mew 4-way Keyhole Hack Saw Frames with patented 
die-cast handies and patented 4-way blades. No screws or 
teols are needed te change blades that can be faced in four 
directions Packed !2 and 25 cards per carton Alse 
packed | dez. frames per box 


THE FORSBERG MANUFACTURING CO. 
125 Seaview Avenue, Bridgeport 1, Conn., U.S.A. 


TRAP MOKE 


EES... 


= MeGul €) 
MOUSE TRAPS 





with this TRANSPARENT 


“PJ A 


® EYE-APPEALING 
© BUY-APPEALING 
®@ PREPRICED 2 FOR 15¢ 


Step up unit sales with the self-serv- 
ice “Can't-Miss” 2 PAC. This con- 


venient, transparent package is a 
proven, “sure-fire” traffic stopper. 


McGILL METAL PRODUCTS CO 








MARENGO ITLLIP 
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every six reels purchased by deal- 
ers. 

The free-goods offer to introduce 
the new tool, gives dealers an ex- 
tra profit. The offer expires Nov. 


21. 


Landers Frary & Clark 
Promotes Copper Items 

Landers, Frary & Clark, New 
Britain, Conn., will give heavy pro- 
motion to 
copper for the rest 
increase its promotion in 1956, says 
Stanley G. Fisher, vice-president 
and general sales manager. 

He said that copper electric house- 
account for a_ substantial 
percentage of items produced in 
both copper and chrome by Landers. 


housewares 1D 
of 1955, and will 


electric 


wares 


Admiral Offers 42-Pc. 

Bonus Accessories Set 
A 42-piece set of 

valued at $24.95 is offered free with 


the Admiral Dual-Temp refrigera- 


ACCeECSSOTIiCS 


tor. 

Set includes a three-piece bow! 
set, a six-piece lazy susan kanister- 
ette set, 
set, and a 26-piece therma-glass set, 
the Dual-Temp re- 


a seven-piece therma-salad 


all made to fit 
frigerator compartments. 

The 
motion ends Nov. 30. 


Indian Summer Fiesta pro- 


Oster Film Shows Use 
Of Threading Devices 
“Portable title 
of a new sound-and-color film pro- 
the Oster Mfg. Co., 
Cleveland, Ohio. 
The 20 - 


movie deals with selection and use 


Parade” is the 
duced by 


minute educational! 
of portable rod and pipe thread- 
ing machines in the shop, or on 
It is 


basis. 


jobs. available on a free- 


loan 


Britten & Co. Offers 
Dealers Selling Aids 

In 1956, dealers handling Trim 
Master and Bantam lawn 
trimmers and edgers of E. F. Brit- 
ten & Co., Cranford, N. J., will get 
newspaper support. 


electric 


and magazine 


sritten advertising will appear 


in key-city papers listing dealers 
who stock its products. Dealers will 





ume & Aitwooo 


Kerosene 


for Lamps 

Incubators 

Brooders 
Water Heaters 


7 , 2 
‘rume & A\twooo 
MANUFACTURING COMPANY 
THOMASTON. CONNECTICUT 


a ee 


THE TRADE CALLS 


| DYKEM 
- STEEL BLUE <. 


wih 
sTEet ites 


ONT teeeee 


Popular package 8-oz. can fitted with 
Bakelite cap holding soft-hair brush 
for applying right at bench; metal sur- 
face ready for layout in a few minutes. 
The dark blue background makes the 
scribed lines show up in sharp relief, 
prevents metal glare. Increases effi- 
crency and accuracy 


Write for full infos motion 


THE DYKEM COMPANY 


Established 1920 
23058 North }ith St 0+ )=6S&t. Lewis 6, Me. 
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Fancy Forms 
At Plain Prices 


Are you really sure what it costs 
to make your own complicated com- 
ponents? Brooks can tell you to 
the penny what 
in wire. 


they will cost 


Usually there is a worthwhile 
saving. And Brooks quality equals 
or betters the original. Write us 


today! 


No obligation, of course. 


M. S. Brooks & Sons, Inc., Chester, Conn. 


Since 1848 


IBROGKS = 


TRIPLE TREAD 
WHEELS FOR TRIPLE WEAR 


When the outer tread wears off, there 
are still two case-hardened steel 
treads to skate on. Greater weight at 
_ rim produces flywheel action for 
faster, easier skating. Oscillating 
trucks have built-in rubber cushions. 


Outer 
Section Tread — 


4456 West Loke St., Chicago 24, Illinois 


get blowups of advertisements in 
which their names appear to use as 
point-of-sale tie-in with the pro- 
gram. 

Trim Master and Bantam adver- 
tising will appear in the Saturday 
Evening Post, Better Homes and 
Gardens, House Beautiful, Ameri- 
can Homes, Popular Gardening, and 
the Flower Grower. 


Lau Uses Television 


The fan division, Lau Blower 
Co., Dayton, Ohio, for its 1956 fan 
line, named Steve Allen’s “Tonight” 
television show as its primary con- 
sumer advertising media. 


Record Feeder Sales 


Over 34 million poultry feeders 
and 25 million poultry waterers 
have been sold in the United 
States in 10 years by Oakes Mfg. 
Co., Inc., subsidiary of Food Ma- 
chinery & Chemical Corp., Tipton, 
Ind. 


Natco Price Increase 


Natco Products Corp., Provi- 
dence, R. IL., recently announced 
increases of approximately 5 per- 
cent in dealer prices of its cor- 
rugated rubber matting. Rising 
costs of labor and materials 


caused the increase. 





HARDWARE HUMOR 





‘My husband would like two of these 
thimajigs only just a little longer, to 
fit his whatchamacol/i#!"’ 








ho Sas 


FILE HANDLE. 


Assures better werkmanship and 
safety te user. 


it can’t split. 


FILE CARO—cleans files, taps and dies quickly and 

thereughty. 

HOG SCRAPERS—single or double end. 

TROY FILE WORKS 
Est. 18317 N. Y. 


Troy 














THERE IS A DIFFERENCE IN CHAMOIS 
ANAL 


Tthenih (noctss 
GENUINE 
CHAMOIS SKIN 
AGS ee sme Gar tt te: 
MADE IN. USA 
am Vow Jobber for Ovr Dowubie 
y Chomors Deubie Voive 
: EASIER TO ust 
LASTS LONGER 
“CLEANS BETTER 
MOTT & WORTHEN TANNING CORP HAVERHILL, MASS 


CHAIR-LOC 


Amazing New Liquid 
S-W-E-L-L-S Wood 


* Penetrates weed fibre— 
makes them 6-x-p-a-a-¢ 
permanently. 

* Quickest and easiest way 
te fix leese chair rungs, 
lees. handles, dowels. 
deve-tails, ete. 

A Fast-Selling Impulse item 
Write fer Free Samples and 
Literature 
CHAIR-LOC CO. 
Lekehurst 3, N. J. 

















Changes 


New products and 
new trade names are 
constantly being 
added to the listings 
tor the next Directory 
Number of HARD 


WARE AGE 


Therefore, if you do 
not find in the current 
issue of the Directory 
Number the product 
you are interested in. 
write to the “Who 
Makes It” Editor. He'll 


be glad to serve you 


HARDWARE AGE 


Chestnut and 56th Sts.. Phila. 39, Pa. 








218 HARDWARE AGE, OCTOBER 27, 1955 

















WORLD'S IN GREAT 
EMAN 

FINEST Bin- ‘Lripy DEMAND 

KNIFE PROFITS 


San | A | PEELING PERFECTION |S 


Handle is molded 
to fit the 






















Safest 
Paring Knife made. 
Handle floats — prevents injury. 
Carbo-Chrome biade — retains sharpness. 


Packaged in attractive plastic box - - - ORDER TODAY! 
if your jobber cannot supply you — Write to: 





SERVI CORPORATION «¢ Constontine, en oa 














"WALLGRIPS 


— > SCREW ANCHORS 


SELF-SELLING 
“BLISTER CARDS" 


The easy way to fasten fix- 
tures to hollow walls. De- 
signed for Mr. and Mrs 
Do-It-Yourselfer. Diameter 
%”~—3/16"—%”" short and 
long sisea. 





Branch Offices in Principal Cities 





142 Liberty St., New York 6, H. Y. 








Division of Stor Expansion Bolt Company 











DISPLAY: STOCK: SELL 


* EASY TO READ 
WEATHER TESTED 
ALL ALUMINUM 
FREE DISPLAY 
RACK 


DAY & NIGHT 
VISIBILITY 

























or 


* OVER 80 POPULAR 
WORDINGS 


* ATTRACTIVE STYLING 
* FREE DISPLAY RACK 


* TOP VISIBILITY 
DAY & NIGHT 





















CONTACT YOUR JOBBER 
OR WRITE TO 








PRODUCTS CO. 


$076 WOODLAND AVENUE 


vi 
vl 
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BEFORE YOU MODERNIZE 











2 ' AND 3 OHIO 





FULLY GUARANTEED 


AS TO QUALITY, Fil AND FINISH 













Patterns are available for practically all plows, 
listers, middlebreakers in No. 1 soft center or 
No. 2 crucible steel of the highest quality ob- 
tainable. Send today for catalog. 


STAR MANUFACTURING COMPANY 
DIVISION OF ILLINOIS IRON & BOLT CO. 
CARPENTERSVILLE, ILLINOIS, U.S.A (EST. 1873) 





| OBE ALL THE FACTS ABOUT 


Streater 


FLEX - ORAMA 


STORE FIXTURES 









Patent opplied for 










Available through your Retail 
Hardware Associations. Write 
today for complete information. 


STREATER INDUSTRIES, INC. 
(FLEX - ORAMA 


SPRING PARK, MINNESOTA 


~<a”, STREATER’S INC. OF NEW YORK 


CHATHAM, NEW YORK: 
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lassified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc 


solid, maximum 50 
Eoch additionc! 


Set words 


word 


Positions Wanted 
(Special Rote) set solid 
50 words 
Eoch additione! word 065 
Allow Seven Words for Keyed Address 
or Your Address 


maximum 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 
discount allowed for 4 or more con- 

secutive insertions of Boxed Display Ads. 
Cuts or special borders not accepted. 
Address your correspondence ond replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St., New York 17, N.Y. 


merchandise, literature 
catalogs, etc., will not be forwarded to box 
number advertisers, unless accompanied by 
sufficient postage for remailing 


NOTE: Samples of 


No agency commission allowed. 


HARDWARE AGE is 
Thursday. Classified 
prior to publication 


published every other 
forms close {5 days 
date. 


Remittance must accompany order in form 
of check or money order, not currency or 
stomps. 














Representatives Wanted 


WANTED 


One Manufacturers Representative in each 
of the seven Southern states, calling on 
retail hordwore outlets. Must be able to 
establish good, exclusive outlets for unique, 
well-established, non-competitive line. if 
you ore handling several lines over severa! 
sfotes, you cannot give us the representa- 
tion we desire. Don't have any illiusions— 
ths is hard work, but it pays big divi- 
dends. Fiorida representative earned $19,000 
in his initial yeor (1954) but he worked! 
Give territory covered, lines carried. and 
ocdress where we may contact you 








Address Box 1088, care of HARDWARE AGE 
Chestnut & 56th Sts.. Philadelphia 39. Pa 





Representatives Wanted 








MANUFACTURERS AGENT WANTED 


West Coast manufacturer of high quality competitively 
priced bathroom accessories, wants aggressive manu- 
representative now calling on the builders 
the Illinois, Indiana, Wisconsin and 
State lines now handling and territory 

areas open 


Address Box 104!, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








REPRESENTATIVES WANTED 


Calling on hoerdware and sporting goods job- 
bers to handle the famous “STESCO” line as 
o profitable, repeat side line 


SEABURY & CO. 


1518 West 7th Street, Los Angeles, California 











PAINT BRUSH SALESMEN 


Prominent paint brush 
territories fe he 
fer nen fi 


dealers 


manufacturer has open 
producer l’re 
hardware, lumber 
dustrials Vrotected territories 
Uusitivss Will also consider sicke 


cee ii sia Lew 


Ailing of taint 


} atal ist 
rie mar r tnanutact 
Address Box 615, care 
Chestnut & 56th Sts., 


ures agent 


of HARDWARE AGE 
Phitadeiphia 39. Pa. 











MANUFACTURERS 
Are +O look ne tor 
lished Manufacturer 
revolutionary le 
Sate-l-Hi chair 


REPRESENT 


t additional line 


ATIVES 


kstab 


giess ‘ m 
has sales appeal to every lant 
in the following fields Hard dwat Furniture, De 
partment Stores, Restaurant Supply, Variety, et 
Write in full confidence, stating c: mplete details, 
territory <« wered., mmes carried All tert 
open Sullivan Mig Co., 2114 W M onte 
Phoenix, Arizona 


hers 


itories 


\ ista, 


aH Me ee W seeping AINT 
BRL Mant 


excellent 


utacturer doin mal business, 
pportunity tor one wh has contact 
retail trades pen 
Southeast, Michigan, Upper 
necticut, etc. Write us full 
1025, care of Harpwane 
Sts . Philadelphia 39, Pa 


witt 
territories (hicag area 
New 
details 


AGE, Chestr 


_REPRESEN1 CHEK POCKE’ 
Kit. Seven color 
Paper booklet 


SOIL TEST 
{ chek Soil Test 
Tests s 
unter display 


arry with vour other 


tolder with 
and patented Chek 1 
m h minute Attractive « 
petisive, Foes like hotcakes« ‘ 
garden lines. Liberal commission and discounts 
Chek Associates, Box 325, Danbury. Connect t 
CORDAGE SALESMAN. 
ONLY WITH hardware follow: ing for upper 
Connecticut, Rhode Island mere NI Issa 
Excellent opportunity with old company. full lit 
Write. Address: Box i048. care of Harpw 


Act, Chestnut & Séth Sts. Phi iciphia 39. Pa 


( OMMISSION 


SALESMAN WANTED Har 
Hobby Supplies. good commissi m, references, ex. 
cellent territories open. Gyros Products Company, 
31 Union Square, New York 3. New York 


SE LL TOP L INE OF WEED cutters and tool 
handles. Protected territories. Write today—tl.ad 
Manufacturing Co., 800 Forty-Fourth Ave WN 
Nashville 9. Tenn 


SAL ESM AN Ww AN TE D-—Artist ‘ee At all 
territories open, good commission, reference: Gvr 
Products Company. 31 Union Seuare. New Y 

New York 


iware, Tools. 


idential 


est ab 


St} SO 


“ARS OUR MANAGER HAS 
00 accounts in 30 states, about 
houses and building material 

outstanding record of repeat 

ready to turn most territories 
who can 
service present ac 

ones. Our produc 
field. Send complete data. Ad 
are of Harpware Ace, Chestnut 


ss 
‘ 1. ' > 
Phila lel 


iware 


ible if dependent reps 
‘1 

; r, cyt . . 
Will prope rly 


new t 


some 


ohia 39, Pa 


AW N 
rLURERS 1 
vdies lol 


AND GARDEN ITEM MANU FAT 
iulling on Hardware and 
Louisiana, Mississip; 

Michigan, Indi 
orthwest. Advise lines cat 
yx 1032, care of HARDWARE AGE, 

56th Sts., Philad elphia 19. Pa 


imia. 


BUILDERS HARDWARE LINE: Have open 
ral rotected territories tor expe 
manutacturers 
lumber dealers, 

dealers and 

complete precision 


per 
repres 

building 
iware obbers pe 
built line oft 
Key in Knob, Entrance Han 
Bath, Bedroom; Screen Door and 
lines now handled, teritory cov- 
builders har Cen- 
Box 350, care of HARDWARE 
S6th Sts.. Philadelphia 39, P 


. = sets 


‘* te 
experience in iware 
Address 
AGE Che strut N 
MANU FACTURER’S — RESENT ATIVE 
WANTED—Salesman mn lling on hardware 
und variety stores with o or three eonaantiies. 
We offer a staple line of 19¢ 
79¢ paints, low-priced gallon paints 
ally advertised line of popular priced 
mmission basis. The 

irket ar peal } very store selling 
rood prospect. Write advising age, 
1f covered. how often you 

d w carried. Address: Box 
f Hart ware Ace, Chestnut & 56t! 
Ph; idelphia 379 . Pa 


: 


merchandise 


REPRESENTATIVES ldest independent 
light bulb manufacturers has territory availab! { YT 
aggressive representatives selling direct to retail 
dealers. Our light bulbs are designed to last twice 
as lone as average bulbs and offer 25% 
profit for dealers. High paying commission. Give 

information. MARVEL LAMP COM.- 


complete 
ANY, 307 Newark Street, Hoboken, N. 


more 


REPRESENTATIVES WANTED FOR AT. 


TRACTIVELY PRICED complete handle line 
Send details at once. Address: Box 1921. 
eare of Harnpware Ace, Chestnut & ‘Séth Sts.. 


Philadelphia 39, Pa. 


iar full 


Representatives Wanted 





lusive dis- 

Key 
inten 
rep 
hardware 
unts 
binet 


EASTERN OHIO 
tributor tor world’s lar 
Blanks has divided 
sive coverage. Needs 
resentative covering wh 
outlets. Protected rritory, est 
(omplete line tlatches, 
hardwar re, locksets. agoor! closers 
locksmit supplies, lawnmower repair 
machi ines and key bi anks. Commission be If 
handling other lines, herwise salary, 
and travelling State line now hand! 

l, experience and rete! 
ences. Addre ox 1045, care of HARDWARE 
Act, Chestnut and Philadelphia 39, Pa 

EXCLUSIVE PROTECTED TERRITORIES 
open for n nall listributed unique water re 
placement item packaged 
sale to hardware d 
tors and re lliers "nique nstration 

ut of If i] 
LIARDWARE , hestnut & 
hia iy. p i 
ANUFACTt 
P L, ANT 


year old ex« 
manufacturer ot 
Ohio tor more 
experienced, aggressive 
lesale and reta! 


bliel } . 
apisneqd acct 


reat 
gest 


state ot 


padiocks, Ca 


: . 
iOcKSs, 


expenses 
: ' 
trade and ‘Tr! ry covere 


- ' 
S6th Sts 


plum bin upply houses, 
! demo 
Address 
56th 


RER OF Hi 
rOnMID heavily a 


, 


sHEST 
lvertised, 
te = territories 
W an individual 
rd al established 
pret of and whol 
res monthly net 
lines handled, first 
Inc . rOx 


M 
we 


SseveTai Dp 


ie’ saie 





Accounts Wanted 
COLORADO, WYOMING and UTAH 


Established 








Manufacturer's Representative, 
calling on Hardware, Garden Supply, and 
Housewares wholesalers needs additional line 
from top flight manufacturer. Particu'arly in- 
terested in new products. 
Address Box 1037, care of HARDWARE AGE 
Chestnut & 56th Sts.. Philadelphia 39. Pa. 








HIGH VOLUME REPRESENTATIVE offers top flight 
coverage and essential promotional sales ability te 
rer seeking increased sales in lowa and 
wholesale hardware housewares and 

aint im iy mar 
penetrati 


ifa turers 
a this 
best references and 


financis lata supplied All replies confidentia 


Address Box (013, care of HARDWARE AGE 
Chestnut & S6th Sts.. Philadeiphia 30. Pa. 











RER’S REP- 
OFFERS 
jobbers. building 
entire Metro 


MANUFACTU 
ORGANIZATION 


ESTABLISHED 
RESENTATIVE 
coverage otf leading 
wh jesalers and major reta 
politan New York area. I: acquiring 
trom Seng neti manufacturer, line that can be 
Add: Box 103 care 
f HARDWARE Ace, Chestnut & 56th Sts., Phila 

elphia 39, P 

MANUFAC TU 
TABLISHED, ¢ 
can provide excellent promotior 
ge wholesale 
ind other 
eastern Penn 
Maryland and District of Columbia 
843. care of Harnpware Ace, ¢ nut & 
Phila delphia 9. Pa 

MANUFACTURERS ESTABLISHING 
SALES OFFICE IN OKLAHOMA City and 
spen for lines—calline on lumber vards, build 
ing and hardware supply houses in Oklahoma and 
surrounding «tates D. ! Rochon & Company. 
3144 N. W / tl treet. Oklahoma City 7, kla- 
homa 
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Classified Opportunities Section 





Accounts Wanted 





Accounts Wanted 





Help Wanted 








ATTENTION 
MANUFACTURERS 


Long established sales organiza- 
tion, excellent reputation, credit 
standing and sales record seeks 
one additional line having good 
volume potential. Commission or 
distributor. Exclusive basis only. 
Complete coverage all 
outlets, 


resale 
mill supply, 
chains, electrical etc. Territory 
New York, New Jersey, Connec- 
ticut, and Eastern Pennsylvania. 
Our present factories know of 


this “AD” 


hardware, 


Address Box (025. care of HARDWARE AGE 
Chestnut & 56th Sts.. Philadelphia 39. Pa. 














MANUFACTURERS REPRESENTATIVES 


Now calling on hardware distributors Wanted for new 
Quality line of water cans from old established 
Manufacturer. Protected territories open with ex- 
cellent sales rotential. Write giving full details, 
territory, how often covered. lines now carried 


ACTON MANUFACTURING CO., INC. 
605 South Summit, Arkansas City, Kansas 











MANUFACTURERS REPR 
OFFERS COVERAGI Me 
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n Yew ¢ 
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ESENTATIVE 

tropolitan New 

line More that 
with and selling 

e, s, Housewares, etc. 

e of Harpware Ace, Chest- 
Pa 
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WANTED 
e of heavy 
East Coast 
have established 


AGENTS 


entire 


supply houses 
ra? tra lie 


covered 


A | ‘ 
HARDWARE AGE. 


OCTOBER 27. 1955 


| jobber 


NG SAMPLES 
CC RD A 


— NTA 
FFfeR TOP 


L. REBEN AND SONS, i8! 
POUGHKEEPSIE, NEW YORK 


HOOKER AVE., 








REPRESENTATIVES 


Covering 
ageressive 


all classes of jobbers 
service. We are 
established actively operating 
York, Philadelphia, Detroit 
ville. We carry the account or you can bill direct 
Inquiries invited. Write ANCO Corporation, 7 Wood 
Street, Pittsburgh 22, Pa. 


Can render reliabil 
distributors with 
hve . . > 
branch offices In New 
Cleveland and Lauis 


national 











ONE MAJOR HOUSEWARES 
WARE line wanted by ages 
Representative. Active folk 
chains, department 
In iidtla, Mict 
1017, 


ots., 


OR HARD 
ressive Manufacturers 
wing among jobbers, 
stores. Complete coverage « 
igan, Ohio, Kentuck Address: B 
HARDWARE AGE. hestnut & 
Philadelphia 39, Pa 


care of 


OHIO, WESTERN 
WEST VIRGINIA 
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inhy iT 


PENNSYLVANIA. 
Manu fact 1] 
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adware Departmer 
ha ns eek« 
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Positions Wanted 





EXPERIENCED HARDWARI 
SUPPLY Salesma: ring to Syra 
about Oct. | esires resp 


AND MII 
use, N y 

over central N. Y. State 
area } yt married, Syracuse Ul niversit 
gtracuate, iate model r mate know ledge ot 
all phases hardware busi: yt cp ne 
Addre 
nut & Sé6t! 

SS SR\ 
EXPERIENCE] 
WARE MAN in buy 
’ ?* ’ - 


no , vy ’ e.) : . | | 
ng. | . f ; ‘ . Tmorne is. : i¢ 


WHO 


HARD. 
a ns, pric 
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needs. tata . ets 
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Help Wanted 
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RAT SEVEN 


. 
rw or is 


Wanted Gun Salesman 


Excellent opportunity for aggres- 
sive man to assist sales manager 
and do special selling throughout 
country for one of the leading 
firearms manufacturers. Write qual- 
ifications and experience. Applica- 
tions treated confidentially. 


Address Box 1040, care of HARDWARE AGE 
Chestnut & 56th Sts.. Philadeiphia 39. Pa 








HELP WANTED 
ASSISTANT SALES MANAGER 
Excellent opportunity afforded with chance for ad. 
vancement to man experienced in builders hardware 
field. We are Eastern manufacturers of a full line 
of door hardware and locksets and need capable 
sales executive for owr expanding organization. State 

past experience. All replies confidential 
Address Geox (047, eare of HAROWARE AGE 
Chestnut & 56th Sts.. Philadelphia 39, Pa. 











HARDWARE SALES MANAGER FOR 
WESTCHESTER w esale yb ber Must bh 


oportunit at 


ive 
. ; 
naraw eTice 
Saiat 

iress 


it & 





MANUFACTURERS’ AGENT WITH LONG-ESTABLISHED 
following can offer very substantial income to @ 
young man with »roven sales record and builders 
hardware experiei.ce to assist in Covering compact! 
territory of Maryland and Virginie 


Address Box 1004, care of HARDWARE AGE 
Chestaut & Séth Sts., Philadelphia 39, Pa 
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1109 NE. Ist S$? 
Fla 
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Fr. Lovudercoate 
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No. 1500 COMBINATION PADLOCK 


Built like the lock on a sofe! Stainless steel! 
double wall case . . . 3 number dialing . . . 
hardened steel locking latch nickel 
plated alloy steel shackle. 

Case width 1%", shackle diameter '/4'', ver- 
tical clearance 13/16". 


Order from your wholesaler 








$1.35 Retail 


Master lock Company. Milwaukee 45. Wis | 


> 


4; , —~, JA a) 
Watd 2 m AGES madlock lHaunukaclawr 





GREENLEE HAND TOOLS 


W eli-illustrated 12-page book on 
GREENLEE Hand Tool line . . . auger 
bits, chisels, gouges, drawknives, turning 
tools, spiral screw drivers, push 

drills and many more. 






z= 
GREENLEE 


Send today for your 
free copy of this informative book 


GREENLEE TOOL CO., 1813 HERBERT AVE., ROCKFORD, ILL. 


faucet- () uecell 





MAKE STEADY PROFITS 


with the fast-selling 


MASS-DISPLAY the 
\, 49¢ flexible-neck 
mode! for profit. 


FEATURE the 29¢ 
rigid-neck mode! 
for volume. 


Order from your jobber or write 


‘THE FAUCET-QUEENS, INC. 


119 West Hubbard Street, Chicago 10, illinois 











“Get a firmer grip on your SALES 


wih GRIPSO 10 to I 
MULTI-DUTY PLIERS” 












Amazing new 3-piece design multiplies 
hand power 10 times. 4 position paral- 
lel jaws give non-slip grip on nuts, 
bolts, anything—in hard to reach places. 
Won't chew corners off nuts. Parallel 
jaws open to more than 1'/, inches. 





See your jobber or write 


H. R. BASFORD COMPANY 
235 15thSt.,San Francisco 3,Dept.HA-10 
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and GREATER PROFITS 


display and sell Rubyfluid liquid and 
paste soldering flux from eye-catching 
i” counter merchandisers. Preferred by 























Pa customers because Rubyfluid is fost 
Pa acting, wets out freely, easy to ute, 
- makes strong unions. 








~ RUBY CHEMICAL CO. 


58 S. McDowell St., Columbes 8, Obie 



























*Sriginat TOWNSEND 
Wire Stretcher 


wearer a8. 

















Write 

todey 

fer 
. Ceteleg, 

YOU'LL SELL IT! ate 

Every fencing customer, farmer information 

and estate owner should own ao wire and 
stretcher to properly install and main- Prices 


tain his fences. With the Townsend wire 
stretcher, one moan can do the job quicker, easier, 
better. Many improved features make this favorite 
of 40 years even better. 


Manufjfectured and Cuaranteed by 


| SHELDON-WELLS (CO. ves. | 











The “quality feel” and balanced 
design of Nicholls TROWELS, 
FLOATS, CEMENT TOOLS, DARBIES AND 
HAWKS give you fast sales action. Once they 
pick up a Nicholls tool they’re sold! 
NICHOLLS 

CARPENTER SQUARE 


- « « top-notch sales producer since 1896. 
Contact your jobber or write... 






NICHOLLS MANUFACTURING COMPANY 


OTTUMWA, IOWA 


TAPLIN 
EGG BEATERS 


Efficient operation 
Durable construction 
Smartly styled 


Nine models in the 
popular price range 


THE TAPLIN MFG. CO. 


NEW BRITAIN, CONN. 


Since 1897 | 































Ay Jl l WORLD’S FINEST STOVE and 


ALL-PURPOSE UTILITY MATS 
ARISTO-MATS Pama: 
Greater Volume! Bigger Profits! 


See Your Jobber or Wi Write For Your r Nearest Distributor ARISTO-MAT CO., 1718 E. 75th Street, atioows 49 




















MARSHALLTOWN TROWEL COMPANY + MARSHALLTOWN, IOWA 














CONTRACTORS AND BUILDERS AGREE 


on the importonce of vsing the best in hordwore to insure a 


trouble-free performonce. Natiena!l Builders’ Hordwore hes 


won preterence with the trade for proved performance in with- 





Ce 


Over 300 products are included in our extensive line—all built yr 


to One hugh stondord of quality. Write for your copy of ovr 


standing friction and premature weor 


otfraoctive iivstrated cotolog 


A hardware leader for over 50 years! 






“Park” things 

conveniently in the work shop, 
kitchen, garage, laboratory, etc 
Nationally advertised—display ‘em, you'll sell ‘em! 


A MANUFACTURING COMPANY ASK YOUR JOBBER A. |. PLATT CO 
or WRITE 170 Kenwood Ave., Fairfield, Conn. 























Changes New products and new trade names are constantly being added to the listings for 
the next Directory Number of HARDWARE AGE °* Therefore, if you no not 


find in the current issue of the Directory Number the product you are in- K A R 1 W A RE A G F 


terested in, write to the “Who Makes It” Editor. He'll be glad to serve you. Chestnut & Séth Sts., Philadelphia 39, Pa. 











Shoe 








Write for FREE catalog showing complete line — prices. R. MURPHY KNIVES, aver, mass. \7~— Liastows 












REGULAR — One 
set in a box 
12 boxes in oa 
carton a 
A", Vy 

























RUBBER CUSHIONED 


One set on a }- 
color card 12 



























ite Furniture Rest %" %" 


Ask your jobber. Hf he is not aa. write 
Bakelite Caster Cup ROBERT E. MILLER & CO., INC. 


35 PEARL ST., NEW YORK 4, WN. Y. 





























HARDWARE AGE, OCTOBER 27, 1955 




















\ 
\ 
\ 
\ 
, 
\ 
\ 
\ 
v 
\ 
\ 
1 
\ 


Bx. 
MACHINE BOLTS 


STANDARDIZE ON “NATIONAL” [foo fi 
... fOr the most complete line 


Because National makes the most complete line of fasteners bess 


4 , Plow Bolts 


Rivets 


produced by any single manufacturer ... you can benefit by 
one-source buying of the highest quality fasteners. With the — ree 
entire line packaged in sturdy boxes with color-coded labels Cap Screws 


for fast identification, you'll keep your stock handling costs Tapping Ser 
to a Minimum... another reason why it pays to standardize 


on National. 


Stove Bolts 

Carriage Bolts 

THE NATIONAL SCREW & MFG. COMPANY Log Bolts 
Cleveland 4, Ohio Machine Bolts 


C er Pins 
Pacific Coast: National Screw & Mfg. Co. of Cal. on 
3423 South Garfield Ave. « Los Angeles 22, Cal. 


~“ 


j . | 
Fasteners df Hodell Chains Chester Hoists ily 
-”" § Po 





MIRRO SEAMLESS OWE 
PIECE MUFFIN PAN 
6-cup, 65c 











YEAR-IN AND YEAR-OUT 





MIRRO BREAD PAN 
95¢ 


9% «5% 12h 


prover O 


for VOLUME SALES‘) 





o 
® 


MIRRO COVERED LOAF sous PAWN 
; 45 








MIRRO PIE PAN 
Sxl x 


MIRRO “ 


Cooky mee, 


} 
Powerful national magazine advertising, 


in striking full color, will build immense 
pre-Christmas demand for this proved performer. 


Retail, ? (West, 3.25} 


Be sure to plan early, to get your 


et ge ors 
Y Guasantecd by * 
Good a 


Satisfy the growing demand for 
bakeware with a full selection of these 





MIRRO CUTTER BAR 
LAYER CAKE PAN 
Rx l\% 8S 


Prices shahtly bygher West 


ALUMINUM GOODS MANUFACTURING COMPANY . 


FIFTH AVENUE BLOG 
LARGEST 


ao ae 





right-size, right-finish utensils, for 
better results from ready-mixes 
and home-recipes. Your cash 
register will be glad you did! 


buy from your M\RRO jobber 


MANITOWOC, WISCONSIN 


ee eee See ee 2 ee en Bom Seem © | 
Sain G0 O 0 Q@ielenol On fc ha. a am a4 


_ NEW YORK 10 
MANUFACTURER OF 





